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The full-color advertisement shown at left, from 
The Saturday Evening Post, January 5, 1946, 
is the first in a series which will appear in lead- 
ing magazines, each month . . . telling customers 
and prospects of Apex Dealers the story of Apex 
superiority in quality and performance . . . pre- 


selling millions of appliance buyers on the Apex 
name.. 










. and paving the way for more and easier 
Apex cleaner, washer and ironer sales. Here is 
concrete evidence of the intensive advertising 
support Apex is giving its dealers ...added proof 
that not only in products but in merchandising, 


too, Apex offers the complete line-up for profit. 


APEX ROTAREX CORPORATION 


CLEVELAND 10, OHIO 
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ABOUT THIS ISSUE 


HIS is the first issue of ELECTRICAL MERCHAN- 
fe in three years that can carry a report of 
appliance production for the year just ended. The 
production figures shown are so small as to con- 
stitute little more than samples and are far below 
industry hopes and anticipations at V-J day. But a 
start has been made. 

In 1944 and 1945 this annua! number was de- 
voted to post-war planning, forecasts from various 
sources on accumulated demand and the bases for 
post-war markets in extent and locality. Now we 
are facing this post-war market as an actuality. With 
whatever delays, the appliance business will be going 
full speed at some time in 1946. The market bases 
for major products, urban, suburban and farm— 
shown by tables in this issue—therefore provide 
an immediately useable measurement for market 
planning, both as to size, location of present users 
and future new and replacement potential. All 
tables have been revised to January 1946. 


F the highest value in local and national market 
planning are the data furnished us on indi- 
vidual market areas by the utilities throughout the 
country. The value of these comparisons to the 
utilities themselves, as well as manufacturers, dealers 
and distributors, is demonstrated by the readiness 
of an increasing number to share this important 
information. Each year that these data have been 
gathered by ELEecTRICAL MERCHANDISING, the 
number of utilities participating has increased. This 
year, reports are from 158 companies serving 18,- 
295,033 customers or 63 percent of the total num- 
ber of residential and farm customers in the country. 
Utility reports on policy show a high level of 
dealer cooperation plans, practically all companies 
having such programs. These companies have also 
made estimates on their local markets in 1946 for 
major appliances, providing a valuable index with 


which to compare the manufacturer’s own estimates 
on the national market. These figures also give the 
local trade, distributors and retailers, a handy figure, 
in many cases an over-all figure, for anticipated 
business in the dealer's own local market. 


NEW feature of this issue is the reflections of 

dealers’ anticipations and plans. One of these 
is on the methods of paying retail sales people, the 
probable salesman’s earnings under these methods 
and the percentage of cost anticipated on the dealer’s 
operating statement. Few topics could rate greater 
importance than this question of salesmen’s pay. 
When production does get rolling and with the 
capacity existing in the industry, the salesman will 
be urgently needed to move a great volume into 
consumer hands. Another survey presents dealer 
views on display and merchandising and the no less 
important question of trade-ins, on refrigerators, 
complete kitchens and home freezers. 


HE data here presented has long been recog- 

nized as of high service to the industry. We 
can say this without undue elation, because ELECTRI- 
CAL MERCHANDISING acts mainly as the medium 
through which the market data originating in one in- 
dustry group is shared with all the rest of the industry. 
Although it is an immense job of gathering, compil- 
ing, tabulating and checking data, it would not be 
possible at all without the cheerful cooperation of 
utilities, associations, manufacturers and dealers. To 
all these who have again been so helpful in con- 
tributing to this compilation, we offer our warmest 
thanks and appreciation. 
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Here it 


another important fuel-saving 
feature developed by Duo-Therm! 


Irs DUO-THERM’S WasTE STOPPER—a sim- 
ple, highly effective way of stepping-up heat- 
ing efficiency by blocking chimney-bound 
heat and putting it to work heating the 
owner’s home instead of all outdoors! 


Waste Stopper is scientifically de- 
signed to work in conjunction with 
the Dual Chamber Burner to give 
more heat from every drop of oil! 


A Simple Device! 


Duo-Therm’s WASTE STOPPER is a six-inch 
metal cylinder with a slotted top, installed 
in a horizontal position in the upper part of 





w " 





Without Waste Srorprper With Waste STOPPER 
heat goes up the chimney heat detours through the 
and is wasted cylinder and is used. 











the heat chamber, and connected directly 
to the flue outlet. It is used in every Duo- 
Therm home space heater. 

An Economy Feature! 
In heat chambers not equipped with a device 








like WasTE Sropper, heat is wasted up the 
chimney (See Figure 1). The result—less heat 
in the home, higher operating cost. 


With Duo-Therm’s money-saving WASTE 
STOPPER, many heat units which would ordi- 
narily be lost up the chimney are picked up 
and sent into the home as usable heat (See 
Figure 2). The result—greater efficiency — 
more heat from every drop of oil. 


Another Duo-Therm Sales Point! 


WASTE STopPER is another of the many im- 
portant reasons why Duo-Therm users will 
always enjoy maximum comfort, convenience, 
economy and performance. 


And another reason why Duo-Therm deal- 
ers will always have an exclusive story to sell. 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION, LANSING 3, MICHIGAN 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 


Copyright 1946, Motor Wheel Corporation 
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A mighty sweep of popular demand 
for the QUALITY—the BETTER Style, Tone, Performance, Value 
and TRIPLE-POWER of the new postwar 


‘Emerson kadio 


is again proving that constructive policies 
SPECIALIZED engineering and dynamic promotion are the 


real ingredients of success in radio 





Emerson Phonoradio Model 506. Automatic record changer. 
Emerson Compact Model 502. _—_Super-powered radio with enclosed Super Loop and “Mir- | Emerson Portable Model 505. “3- 
AC-DC. Highly powered chassis §acle Tone” Speaker. New plastic and metal 100 Way” operation—battery, AC-DC. 


with enclosed Super Loop and features. Approximately Amazing power for near and far- 
“Miracle Tone” Speaker. New tube off broadcasts. Light weight and 


developments. $ 3 = weather resisting. $ 4 ft} 
OPA Approved OPA Approved 


Complete 
Emerson Pocket Radio Model 508. 
Self-powered — no outside wires. 
Light weight, unbreakable case. 
New tube developments, Fits easily 


in your pocket. $95 
OPA Approved 


Complete 












With a wide range of models to follow 
with production ‘snowballing’ and with continuing nationwide 


advertising, Emerson Radio is emphatically the 


“Indispensable Line 


in every retail merchandising operation 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y. 
World’s Largest Maker of Small Radio 
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INCENTIVES FURNISH 
THE DRIVE 





follow can bring unprecedented prosperity 
to the people of the United States if the in- 
centives to secure it are provided. 

We have the advantage of starting with an 
economy which has demonstrated a capacity for 
expansion unequalled in any other country in the 
world. Our economy has demonstrated, also, one 
grave weakness—a recurring interruption of the 
upward trend of production and living standards 
by wasteful and paralyzing periods of recession. 
Recovery from each depression always has car- 
ried us to new heights of economic welfare, but 
the toll of the years of blight has been harmful 
to everyone. 

The job ahead of us is a dual one. We must 
maintain the vitality of an economy which, over 
the years, has yielded an enormous increase in 
the American standard of living, and we also 
must improve its stability. 


Ak COMING YEAR, 1946, and the years to 


The Dynamics of American Production 


In the last prewar year, 1940, the population 
of the United States was 3% times as large as 
it was in 1870. But the national production, meas- 
ured in dollars of constant purchasing power, 
was 10 times as large at the end of the period, 
and industrial output had increased 20-fold. 

In the meantime, the average number of hours 
of factory workers had been reduced from about 
63 per week in 1876 to less than 40 in 1940, while 
average hourly earnings had more than trebled 
in dollars of constant purchasing power. Thus 
“real” weekly or annual wages in manufactur- 
ing had doubled over the 70-year period, even 
though the work-week was cut by 35 per cent. 
This was made possible chiefly by a tremendous 
increase in the quantity and quality of the me- 
chanical facilities which were provided in Ameri- 
can manufacturing industry. Manufacturing 
capital investment per worker was multiplied 
by 6 times over the period in question. But the 


return per dollar invested, while it has fluctuated 
widely between good years and bad, showed no 
general upward trend over that portion of the 
period for which measurement is practicable. 


Incentives in American Manufacturing 


There has been, historically, a remarkably con- 
sistent pattern in the division of the realized in- 
come from the expanding manufacturing output 
of America. Reliable statistics are not available 
for as far back as 1870, but from 1899 through 
1939 the average share of wages and salaries has 
been 8212 per cent against 1742 per cent as the 
share to investors (including dividends, interest, 
rents, royalties, and non-corporate profits ). There 
have been, from year to year, relatively minor 
divergences from this pattern of distribution, but 
there is no discernible trend during the period 
away from the averages cited. 

It is suggested that the persistence of the aver- 
age 1712 per cent share of realized income from 
manufacturing that was maintained for the 40 
years preceding World War II may represent the 
proportion that is needed to produce the divi- 
dends, interest, rents, royalties, and non-corpo- 
rate return that will provide for the continuing 
investment upon which an expanding produc- 
tivity such as we have had in the past depends. 
At any rate, it would seem reckless to depart too 
radically from such an established pattern at a 
time when unprecedentedly large private capital 
investment is counted on to make up for the 
drastic curtailment of such investment during 
the war years, and to carry us to the new high 
levels of civilian production set as our postwar 
goals. 


The Distribution of Manufacturing Income 
in War 
At the beginning of the war, the Government 
adopted controls and a tax program designed to 
prevent wartime activity from resulting in un- 
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duly swollen private returns. Due primarily to 
huge volumes, the profits before taxes of manu- 
facturing industry were very high, but through- 
out the war its profits after taxes averaged returns 
no larger than they had been in good prewar 
years. Relative to volume, they were consider- 
ably lower than in prosperous years in the past. 
Again, there can be no complaint at results that 
generally were in accord with a national war- 
time policy. 

But it is fair to note that the wages of manu- 
facturing labor were allowed to increase sub- 
stantially during the war. Between January 1, 
1941 and April, 1945, average weekly earnings 
per worker increased by 77 per cent. This was, 
in considerable part, a result of increased work- 
ing hours and a shift from low- to high-paid in- 
dustries, but straight-time hourly earnings on the 
same jobs increased about 40 per cent against a 
cost-of-living rise of about 30 per cent. 

The net result was to alter drastically the 40- 
year relationship of the 1712-821 per cent divi- 
sion of Realized Income from Manufacturing. The 
share of wages and salaries increased to over 90 
per cent, and the investment share shrunk to less 
than 10 per cent. 


Its Postwar Distribution 


This wartime shift in the proportion of dis- 
tributive shares has an important bearing upon 
current wage controveries. With union demands 
for wage increases ranging up to 30 per cent, and 
the economists of the Office of War Mobilization 
and Reconversion asserting that an average in- 
crease of 24 per cent is feasible without raising 
prices, it is pertinent to inquire how such 
increases would affect the prewar ratios that 
governed realized income distribution in manu- 
facturing. 

Forecasting is always hazardous, but if we 
assume (1) that in 1946 we shall reach the $160 
billion level of national output which the Gov- 
ernment proponents of general wage increases 
expect, and (2) that there will be little increase 
in productivity because of the continuing process 
of reconversion, and (3) that the Government 
will succeed in carrying its announced purpose 


to maintain present price ceilings, it appears that 
a 24 per cent general wage increase would re- 
duce the share going to capital from 17% per 
cent to 11 per cent even allowing for its increased 
return resulting from the repeal of the excess 
profits tax. The prewar ratios would be about 
maintained if wages remained at present levels. 


Conclusion 


Since the maintenance of these prewar ratios 
was accompanied by an unparalleled rise in the 
“real wage” of American workers, there is a 
powerful prima facie case for not tinkering with 
them. It should be noted, however, that some 
economists think that the size of the investment 
share of manufacturing income tends to provide 
more capital than can be absorbed by a mature 
economy, and thus contributes to those breaks 
in the expansion of the economy which, as stated 
at the outset, have been its principal blight. 

Regardless of what may ultimately prove to 
be the validity of this view, no one can respon- 
sibly contend that at this early but crucial stage 
in the reconversion process is the time to test it. 
Now, no one knows whether, or what dimension 
of, additional wage increases can be supported 
without forcing up prices or reducing profits to 
a point that will discourage vitally needed pri- 
vate capital investment. 

We want high and increasing wages in Ameri- 
can manufacturing. We need them to provide an 
active incentive to workers to support expand- 
ing productivity, as well as to continue the trend 
of rising living standards in America. Equally, 
we need a continuing profit incentive of suffi- 
cient attractiveness to call forth the new in- 
vestment upon which expanding productivity 
depends. 

We can never attain our dual objective if we 
push one of these aims so far and so fast that 
it defeats the other. 





President, McGraw-Hill Publishing Co., Inc. 


THIS IS THE 43xp OF A SERIES 
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10 YEARS SALES and RETAIL VALUE of 





Hlectrical 
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1934 1935 1936 1937 1938 
Number Retail Number Retail Number Retail Number Retail Number R 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Val 
Floor Type .. 687,890 $40,526,797 850,109 $49,136,470 1,084,656 $60,816,848 1,210,191 $67,785,502 967,002 $57,027,8 313" 
Hand Type. 246,009 3.834.686 294'441 4.248005 361.461 5.078.528 421/121 5.798.439 295,610 4,368.83 397", 
CLOCKS 2,100/000 13,200/000 | 2,310,000  8.940/C00} 3,000,000 12,000,000 |  2,876/811 13,866,225 |  2,500'000 12,000 §°'-”’ 
FANS: 
Ceiling 55,920 1,733,520 40,054 1,457,788 39,668 1,314,200 38,325 1,318,380 23,761 931. sot’: 
Desk and Bracke: 958,400 5,494,560} 1,363,215  9.700'552 1,279,600 9,724,960 | 1,9131834 13,588'214] —1,206.863 8,508 MB }0" 
Attic rere <i ea ree nce dota vane ? ba ee 8.522 *1,095.155 10,946 *1,494 3a" 
Other Vent. up to 16 in 26780 524.600 49.110 785.760 70.752 | 1,185,800 86.182 1.614.188 58.432 1.181. " 
FLASHLIGHTS: one 
Cases .. 5,500,000 2,200,000 | 6,000,000 2,520,000} 7,800,000 3,020,000 | 9,000,000 4,900,000} 9,000,000 4,050 Rr Or) 
Battery Celis 150,000;000 12,000,000 | 164,000:000 13,120,000 | 175,000,000 15,750,000 | 183,000,000 16,012:500 | 175,000,000 15,500 "400" 
HEATERS, RADIATORS 304" 863 670700 342/485 804840 400,000 900 000 482,950 1,835,200 388,100 1,540.8 gon" 
HEATING PADS 419/913 1,940,000 482,900 2,231,000 540,000 2,494,000 1,013,550  2.959'600 774,075 2,182.8 995" 
HOT PLATES, GRILLS. 394/439 990 000 433/364 1.089000 476,000 1,200,000 2'000 ‘1.228.000 409,600 1.0248 f5>" 
IRONING MACHINES 116,069 6,196,420 143.856  7/860.291 180/281 10,384,185 178.858 12,520,060 110,540 8,865.84 a4" 
IRONS, Total 3,968,215 13.161 .371 3,719,007 14,894,934] 3,765,559 16,670:122 | 4,157,050 16,086,565 |  3,£05.400 13,747 B5'430', 
Automatic ) 1'358'522 7.811.501 1'737,320 10,337/054| 2.255.910 12/971 .482 1,867,300 10,774.375 | 1,653,690 9,525 B5"ba3" 
Non-Automatic......... 2'609'693 5,349'870 1'981'687 4.557 /880 1'509'649 3.698640]  2/289'750 5,312,190 1'851'710 4.2216 
LAMPS, INCANDESCENT: > 
Total — All Types 625,889,000 127,572,000 | 740,166,000 133,529,000 | 883,100,000 145,500,000 | 935,500,000 152,615,000 | 803,000,000 128, 416,’5n0' 
Residential. . 147/460;000 25,797'000 | 157,141,000 24°930,000 | 173,700,000 26,400,000 | 181,100,000  261567.000 | 175,000/000 23. rt 
Commercial .. 174,006,000 53009000 | 182:476:000 50,958 '000 | 205,200,000 52,700,000 | 237,100,000 59,405,000 | 237,000,000 55,221.Be "aa," 
Industrial 58;218,000 19,432,000 | _73,4221000 22,274,000 | 83,600,000 23,300,000 | 88,500,000 24,153,000 | 75,000,000 19, 200.8; yon’ 
Miniature 246,205'000 29,334,000 | 327;127:000 35,367,000 | 420,600,000 43,100,000 | 428,800,000 42,490,000 | 316,000,000 30,0208 "45" 
MIXERS 3 413.753 7,100,000 447'748 8.449000 e+e e+e eee oes ood oe 
OIL BURNERS, Total 103.350 35.735. 165,000 57.131.250 224,850 75,430,100 218,874 71,647,462 201,858 61,813 31," 
ER Eee ie ae ey Sore Ey RL, rm yee eh ke 193,057 56,565,701 176,340 47,788, 19": 
Boiler Burner Units MD eévewsstced  ‘sidessect oak wut cesdedee! ance ees tre nee ee eee 14,431 8,557 ,583 14,226 7,881, " 
Direct Fired Air Cond. 16. 
Units : + 2 es | Poe ae ee 11,386 6,524,178 11,292 6,244.8 510" 
OIL SPACE HEATERS _ 247,783 "15,850,800 371,210 28,100,600 "000 33,705,000 305/000 21,075. 
PERCOLATORS: - 
Metal 287,207 2,345,000 327,172 2,591,200 515,000 2,279,576 428,0% 2,260,350 285,411 1,498,8, 343° 
Gless... |. | 100 000 647 000 118,000 763, 460 150,000 900000 950,032 3.733.625 947" 3,687 By’ s34" 
RADIO RECEIVERS . 4,084'000 270,000'000 | 6,027,000 330,000'000 | 8,248,000 450,000,000 | 8,065,000 450,000,000 | 7,100,000 250,000 "335° 
RANGES 123/000 15,990,000 215,000 | 27,305,000 318. 41,413,140 405, 54,270,000 2751000 39.875 
Household 1,283,000 220,676,000 1,568,000 253,648,000] 1,996,000 327,344,000} 2,310,000 395,010,000 1,254,000 215,688," *392 
Re ete See 100,000 1.500000 225,000 4,500,000 250/000 5,045,000 225,000 4,990.) 73>" 
ROOM COOLERS ee Meetserinnton hackle we 5,000 2,300,000 10,000 4,600,000 10,125 4,152.) 719’ 
SANDWICH TOASTERS 407,500 146,250 440.100 | 1,760,000 470,000 2,250,000 938/300 3.180.875 766,500 2,590.8, 350° 
SHAVERS, DRY...... FRR ae oe cacat eis a 1,580,000  25.280/000 1,300/000 19,500'§! 200. 
STOKERS: 
Residential 23,214 6,964,200 41,126 12,337,800 78,110 23,433, 000 93,519 28,429,776 89,690 20,279, = 
Apt. House 2'282 1,825,600 3,162 2.529600 4,785 3,828. \ 
Small Commercial 1|074 1,288,800 1/328 1,593,600 1'783 2,138,400 } 5,002; 2,876,150 7) 76 o 
TOASTERS. Total 1,783,673 8.740000 1,886°088 9.788000 1,800;540 10459397 |’ 2,222,970° 12,650,000] — 1,996,200 10,955,478 
Automatic ee Gee Seeds eet 436.540 5.753.597 650,900 8.539.120 583,350 7,338.8, S42" 
Non-Automatic eae ce dat aie ee ee 1,364,000  41705'800 | 1,563,070 4.110.880 1,412,850 3,616.8" "30" 
WAFFLE IRONS 634,298 "3,070,000 772.215 3,684,000 810,000 4,374,000 940/375 4.795.900 851.320 4.375 
WASHING MACHINES: » ot 
Electric 7 1,121,137 72,873,905 1,228,774 79,931,748 1,528,585 100,947,753 1,465,405 105,860,857 1,031,353 74,401,8'°323: 
Ges Engine... 119'147 10'723.230 184.987 16,669,178 200'550 18,211,945 176.614 17.007.928 106,261 9,734.8 193: 
WATER HEATERS, Storage 70,000 5,390,000 104,000 7,609,680 115,000 9,500,000 99'650 9.137. 





These figures are compiled by Electrical Merchandising, from sales records of associations and 


manufacturers and from estimates made by association executives and leading manufacturers. 
Oil burner figures courtesy Fueloil & Oil Heat. Copyright Electrical Merchandising 1946. 
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Merchandise 


FIRST FIGURES on 1945 PRODUCTION 














***Figures insufficient for estimate. 
reconditioned models. 
are based on information from manufacturers given to Electrical Merchandising. They are in each case a minimum figure, since reports were not 


received from all producers in any classification. 
Permission to reprint, quote or use is granted provided credit is given ‘* 





*Attic fan prices do not include installation. 
Stoker figures estimated by Committee of Ten — Coal and Heating Industries. 


1945 radio receivers re 
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1939 1940 1941 1942 1945 
Jumber Retail Number Retail Number Retail Number Retail Number Retail 
Sold Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
CLEANERS, VACUUM: 
1,084,605 $62,839,975 1,340,590 $73,155,645 1,670,129 3,600 , 906 579,567 $35,204,904 258.000 poe Floor Type** 
312,035 4,939,018 358 , 604 5,347 ,994 383 ,381 5,726,377 85,167 1,369 , 932 , Hand Type 
3,227,038 15,489,782 3,600,000 17,600,000 5,400 ,000 : a 2,000,000 10,000,000 ose oes ee 
24,943 823,125 27 ,950 876 , 200 30,590 902 , 400 23 ,450 736 ,300 woe ose Ceiling . 
1,501,734 10,572,207 1,681,900 10,663,250 1,984,650 14,587,200 1,887,000 14,847,070 eee oes Desk and Bracket 
,000 *1,875,000 20,000 *2,500,000 22,100 2,121,600 15 ,000 1,485 ,000 oes add Attic* 
84,580 1,704,300 107 ,000 1,923,850 116,800 2,044,000 140 ,000 2,527 ,000 oes ose Other Vent. up to 16 in. 
FLASHLIGHTS: 
0,000 ,000 4,500 ,000 11,000,000 4,950 ,000 15,000 ,000 7,500 , 000 17 ,040 ,000 8,520,000 oe oss Cases 
1,000,000 15,800,000 195,000,000 17,000,000 | 300,000,000 26,000,000 | 322,500,000 29,025,000 sas ose Battery Cells 
400 , 600 1,674,500 528 ,000 1,974,750 564,000 2,312,400 84,000 344 , 400 390 ,000 eee HEATERS, RADIATORS 
878 , 900 2,592,755 931,500 2,775 ,870 1,117,800 3,632,850 692 ,400 2,942 ,700 730 ,000 oes HEATING PADS 
432,200 1,063,200 415,000 1,033 ,350 547 ,800 1,429,750 200 ,000 530 ,000 68 ,600 eee HOT PLATES, GRILLS 
127 ,093 8,700 ,786 175,466 10,219,140 259,668 14,489,056 66 ,090 4,850 ,836 30 ,000 oes IRONING MACHINES 
4,993,278 17,957,835 5,171,000 18,853,500 5,585,000 21,099,750 1,145 ,000 4,973 ,250 1,686 ,800 ose IRONS, Total 
2,339,858 11,441,900 2,597,000 12,959,000 2,900,000 14,790,000 830 ,000 4,233 ,000 1,604 ,500 ose Automatic 
2,653,420 6,155,935 2,574,000 5,894,500 2,685 ,000 6,309,750 315 ,000 740 ,250 82,300 ose Non-Automatic 
LAMPS, INCANDESCENT: 
5,505,000 148,608,000 [1,115,473,000 176,511,000 [1 332,135,000 233,959,000 [1,185,900,000 257,350,000 |1,103,000,000 255,100,000 Total—All Types 
,209,000 25,108,000 221,733,000 33,034,000 f Residential 
,397 ,000 59,763,000 272,897,000 61,511,000 |, 726,603,000 169,880,000 |, 793,000,000 194,000,000 | 802,750,000 190,000,000 t Commercial 
,081,000 22,637,000 99,333,000 32,021,000 Industrial 
1,818,000 41,100,000 | 521,510,000 49,945,000 | 595,532,000 64,079,000 | 393,200,000 61,350,000 | 299,250,000 65,100,000 Miniature 
400 , 000 7 ,000 , 000 ,000 10, 120,000 510,000 11,220,000 306 ,000 6,732 ,000 —_ oo8 MIXERS 
247,655 69,284,930 302,868 85,491,800 321,564 107,061,950 99,514 29,871,600 © 135,785 OIL BURNERS, Total 
211,532 50,767,680 249,072 58,033,800 237,779 59,444,750 71,658 16,552,700 112,294 ose Conversion 
19,215 9,742,000 26,614 12,951,200 32,734 17,905,500 9,313 5,289,800 13,579 add Boiler Burner Units 
9,912 Direct Fired Air Cond. 
16,908 8,775,250 27,632 14,506,800 51,051 29,711,700 18 ,543 8,029, 100 Units ‘ 
340,000 21,420,000 390,000 25,603,500 446,000 31,197,700 oss oes eee ose OIL SPACE HEATERS 
PERCOLATORS: 
543 ,399 1,847 ,550 675 ,000 2,058 ,750 614, 250 1,873,450 150 ,000 457 ,500 nen oes Metal 
1,130,351 3,752,750 1,198 ,000 3,941,400 1,327,000 4,909,900 1,010 ,000 3,737 ,000 227 ,400 one Glass 
0,538,000 355, ‘ 11,531,000 347,841,000 13,700,000 415,795,000 4,307 000 205,940,000 250 ,000 eee RADIO RECEIVERS 
335,000 49,245, ,000 62,775,000 728, 103 , 376 ,000 225 ,000 eee 74,000 oe RANGES 
REFRIGERATORS: 
1,900,000 321,100,000 2,600,000 395,200,000 3,500,000 542,500,000 520 ,000 oe 263 , 860 eee Household 
235 ,000 5,475,500 260 , 000 6,084 , 000 290 ,000 7 ,366 ,000 125 ,000 2,862 ,500 23 ,800 oes ROASTERS 
20 ,000 5,200,000 ,000 5,175,000 30,750 paid oe ses = eee ROOM COOLERS 
718,839 2,975,950 805 ,000 3,372,950 869 , 400 3,703 ,650 190 ,000 809 , 400 1,400 oes SANDWICH TOASTERS 
1,200,000 18,000,000 900,000 11,700,000 1,100,000 15,950,000 780,000 12,402,000 7“? one phd ay DRY 
. S : 
94,551 26,663,382 144,758 , oo 182 ,956 sali 90 , 100 eee 112,000 ose Residential 
+* ee *** Prt Apt. House 
4,975 2,567 ,100 5,249 5,860 3,865 } 7,500 } | Smal (a 
2,166,375 14,861,200 2,272,000 15,000,950 2,640,840 17,945,700 oe eee oes ose TOASTERS, Total 
847,610 11,366,450 960,000 11,616,000 1,237,000 14,225,500 eee eee oes ose Automatic 
1,318,765 3,494,750 1,312,000 a, , 950 1,403 ,840 3,720,200 310 ,000 821,500 25 ,600 eee Non-Automatic 
704,763 3,580, 200 ,000 3,700 ,000 777 ,000 4,195,800 175 ,000 953 ,750 45 ,800 oe WAFFLE IRONS 
WASHING MACHINES: 
1,329,377 91,354,800 1,454,831 104,485,962 1,892,435 148,556,150 448,501 40,728,375 251.100 ose Electric 
‘RB 103,879 9,164,200 97 ,835 8,670, 137 122,000 10,773,820 32,898 3,041 ,420 : Gas Engine 
102,270 9,024,300 25,000 10,125,000 205,000 17,015,000 88 ,000 oe9 95 ,000 ose WATER ATERS, Storage 


res, floor type, include new and mfrs.’ 
adio figures include exports. 


1945 figures 
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TWO ESTIMATES 1946 BUSINESS 
Utility Forecast, 1946 Sales 
‘ oo (Projected to 
Average 29,215,000 
Unit Seles Customers) 
per 1,000 Estimated 1946 1946 Estimates of 
Appliance Customers Unit Seles Industry Production 
Refrigerators 97 2,833,855 3,200,000— 4,000,000 
Ranges 26 759,590 800,000— 900,000 
Water Heaters 11 321,365 250,000- 500,000 
Home Freezers 13 379,795 500,000 
Washers. 82 2,395,630 2,000,000— 3,000,000 
|  lroners 14 409,010 225,000— 1,000,000 
Home Radios 174 5,083,410 12,000,000-20,000,000 
Vacuum Cleaners 66 1,928,190 2,000,000— 2,500,000 
HE table appearing here, two in our opinion, highly justified. Gen- 
estimates of 1946 business, pre- eral Leonard S. Ayres, noted business 
sents two aspects of conservatism. forecaster, recently put it neatly when 


Manufacturers’ estimates of 1946 pro- 
duction are based on reasonable sup- 
ply of all materials and fairly satisfac- 
tory labor conditions. Our manufac- 
turers, like all others in the hard goods 
field, are dependent not only on raw 
material producers but suppliers of 
component parts. Strikes anywhere 
up and down the line can, as they 
have been doing, stop final assembly 
and the delivery of goods. The realiza- 
tion of these production levels, there- 
fore, is entirely dependent on events 
in the national labor field. As they 
stand, they are conservative in the face 
of accumulated need indicated by any 
ordinary expectation. 

The utilities’ estimate, shown by 
localities in other pages of this issue, 
is super-conservative. It seems hardly 
reasonable that refrigerator demand, 
for instance, would be than in 
1941, when 34 million refrigerators 
were sold. Such estimates, however, 
while lower than current trade opin- 
ion, may be valuable in discouraging 
over-optimism, Just the same, with- 
out rash over-optimism, a healthy be- 
lief in the capacity of the public to 
absorb large quantities of appliances, 


less 


he pointed out that people in America 
“have shortages of everything except 
money”. Certainly there are accumu- 
lated shortages of appliances, and large 
savings and vast credit are available 
for their purchase. 

There is one disturbing tendency 
forecast in the reports of the utilities 
summarized on pagé 57 of this issue, 
and that is the heavy increase in deal- 
ers anticipated by these companies in 
their territories. 

Such a situation existing over the 
large areas served by the reporting 
companies is undoubtedly a national 
situation, and one that is giving con- 
cern right now to many men in this 
business. The companies reporting, 
as will be seen from the tabulations, 
show a small decline in the numbers 
engaged in appliance retailing in 1945 
as compared to 1941, but they antici- 
pate by the end of 1946 that the num- 
ber of dealers will have increased 44 
percent over 1945. Putting it another 
way, in 1945 one dealer was serving 
an average 539 electrical customers. 
[he projection for 1946 would be one 
dealer serving approximately 374 cus- 
tomers. 








Vacuum Cleaners —— 





IN 1945 approximately 258,000 electric vacuum cleaners 


were made. 


100 ELECTRIC utilities now, December 1945, estimate a 1946 
market for 1,928,190 vacuum cleaners. 


MANUFACTURERS estimate 


1946 industry production at 


from 2,000,000 to 2,500,000 vacuum cleaners. 


these estimates 


S with all of 
A shown, the vacuum ac- 
cumulated demand has been forecast 
at a higher rate than the 1946 estimates 
by utilities and manufacturers. This 
earliest, and one of the most firmly 
established of motor-driven appliances, 
will undoubtedly make an important 
showing in 1946, Because volume has 
been maintained over so many years, 


cleaner 
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the rate of saturation is high and the 
replacement market very large. Needed 
replacements alone would absorb more 
cleaners than the manufacturers fore- 
cast as their 1946 production. Vacuum 
cleaner selling and consumer buying 
has its own particular pattern. House- 
to-house men, home demonstrations, 
and the trade-in will, in our opinion, 
be continuing factors in marketing. 


Review 








Electric Retrigerators - 





IN 1945 approximately 264,000 electric refrigerators were 


made. 


126 ELECTRIC UTILITIES now, December 1945, estimate a 
1946 market for 2,833,855 electric refrigerators. 


ELECTRIC REFRIGERATOR MANUFACTURERS estimate 1946 
industry production at from 3,200,000 to 4,000,000 electric 


refrigerators. 


TILITIES a year ago estimated 
an accumulated demand for 4,- 
379,245 electric refrigerators that 
would exist at the close of the war. 


This still seems a modest estimate 
when the position of the refriger- 
ator is considered. Replacment is 


a tremendous factor in this demand, 
but there is also a vast number 
of new families that will need elec- 
tric refrigerators as soon as living 
quarters become again available. The 
refrigerator bears a special relation to 
building, as do the eieciric range, 
water heater, and washer. 

Building forecasts are about 450,000 


new dwelling units in 1946, which will 
not begin to meet the demand. A 
steady market of over 1,000,000 homes 
a year is forecast in this field, with its 
necessary influence on the market for 
major electrical appliances. Refrigera- 
tor developments already shown by the 
models announced is toward the larger 
sizes, the steady increase over a period 
of years in the demand for the six cu. 
ft. refrigerators will give place to an 
equally steady demand for those of 
seven, eight, and even larger capacity 
models. 

Built-in freezer compartments will 
also be an increasing factor. 


IN 1945 approximately 74,000 electric ranges and 95,000 
electric water heaters were made. 


128 ELECTRIC UTILITIES now, December 1945, estimate a 
1946 market for 759,590 electric ranges, while 126 utilities 
estimate the 1946 market at 321,365 electric water heaters. 


MANUFACTURERS estimate 1946 industry production at 
from 800,000 to 900,000 electric ranges, and at from 250,000 
to 500,000 electric water heaters. 


OMPARE the above figures with 

utility estimates of a year ago 
showing an accumulated demand of 
1,251,213 electric ranges and 682.- 
480 electric water heaters at the close 
of the war. 

It need not be taken that there is 
any contradiction between accumulated 
demand estimate of a year ago and the 
present estimate by utilities of the 1946 
market. In all of the products shown 
on these pages the estimate of accumu- 
lated demand is higher than the esti- 
mates now made for 1946 market. This 
is logical since this accumulation can 
be expected to express itself in buy- 
ing over a longer term than the first 
year that products become available. 
It is noteworthy that the divergence 
between the utility estimate of 1946 
range market and the manufacturers’ 
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own estimate of production does not 
differ very widely. Territorial division 
of the range market can be studied by 
reference to page 42 of this issue, 
where range saturation or present use 
is computed with relation to urban, 
rural non-farm, and farm customers. 

It would be well to define the terms 
employed. Urban refers to all com- 
munities of 2,500 population and over; 
rural non-farm communities to less 
than 2,500 population, which embraces 
the important suburban market of the 
country; and farms of course. 

Again we point out that the compe- 
titive force presented in the areas of 
largest electric range saturation, sub- 
urban and farm, will be from liquefied 
petroleum. Every indication is that 
the large companies engaged in the 
marketing of this fuel have highly 
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ambitious plans. Competition will 
therefore be more and not less keen 
than in pre-war years. The only 
answer is public education through all 


and Corecast 


of the means of promotion and sales- 
manship that will convey to the public 
the superior merits of electricity for 
cooking and water heating. 











IN 1945 approximately 250,000 home radio receivers were 


78 ELECTRIC UTILITIES now, December 1945, estimate a 
1946 market for 5,083,410 home radios. 


MANUFACTURERS estimate 1946 industry production at 
from 12,000,000 to 20,000,000 home radios. 


T is remarkable that of all the vari- 

ous estimates that have been made 
of accumulated demand for appliances, 
the radio estimate has not beei: greater. 
Radio manufacturers themselves have 
on the basis of past experience calcu- 
lated as high as 30,000,000 home ra- 
dio sets to be the demand accumu- 
lated since manufacture was suspended. 
Utilities a year ago estimated this 
demand at over 10,000,000 sets, whereas 
the Office of Civilian Requirements 
in its study estimated this accumulation 
at only 2,682,000. A recent survey 


made by Sylvania, shown in detail 
elsewhere in this issue, gives the pres- 
ent figure of demand at 18,700,000 sets. 

Models announced by the radio man- 
ufacturers for 1946 selling are of an 
exceptional character with many sales 
creating improvements. The develop- 
ment of frequency modulation obsoletes 
a vast number of existing receivers. 
Television is making its progress, with 
shipments of television receivers ex- 
pected within six months. All these 
things point to an immense radio mar- 
ket during the next year. 





Washers and lroners 








IN 1945 approximately 251,100 washing machines and 30,000 


ironing machines were made. 


115 ELECTRIC UTILITIES now, December 1945, estimate a 
1946 market for 2,395,630 washing machines, while 107 
utilities forecast a 1946 market for 409,010 ironing machines. 


MANUFACTURERS estimate 1946 industry production at 
from 2,000,000 to 3,000,000 washing machines, and at from 
225,00@ to 1,000,000 ironing machines. 


LL appliance forecasts of accumu- 
lated demand place washers very 
high. A year ago the utilities estimated 
an electric washer accumulated demand 
of 3,725,200, and the Office of Civilian 
Requirements at 4,261,500. Whatever 
the theoretical figure’ might be, it is 
so large as to make the above estimate 
for 1946 very modest in comparison. 
If we are to take the estimates quoted 
above made by 115 utilities forecasting 
a 1946 market for 410,010 ironing ma- 
chines, it would seem as though this 
important appliance is in for a greater 
relative demand than in the past. This 
is as it should be because of the great 
usefulness of the ironer. 
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Great interest attaches to the pros- 
pects for the sale of automatic washers. 
Of the utilities which in their reports 
to ELecTRICAL MERCHANDISING made 
an estimate of the division of their mar- 
kets between automatic and conven- 
tional types of washers, they forecast 
that 26.6% of the washers to be sold 
in 1946 will be of the automatic type, 
with 61.9% definitely forecast for the 
conventional models, and a balance of 
11.5% unclassified. This latter is pre- 
sumably the margin that expert sales- 
manship will convert. All types of 
home laundry equipment as shown by 
announced models represent great value 
with compelling sales features. 


1, 1946 











Heating Appliances 


FE gee om irons, followed by 
other heating appliances, were 
among the earliest electrical products 
authorized for manufacture, the amount 
produced in 1945 was only a fraction 
of the existing market. The total of 
those on which there was sufficient 
data for ELectricAaL MERCHANDISING 
to report shipments in 1945 totaled only 
4,886,000 units. This contrasts with 
production of the same group of 17,- 
900,000 units in the last full year of 


production in 1941. 

This class of traffic goods, always in 
very active demand, should enjoy a 
very large but probably not a run-away 
market in 1946. Manufacturers’ capac- 
ity to produce these goods, once in full 
operation, is indicated at from two to 
five times pre-war volume. Before the 
end of 1946 therefore, there should be 
ample supply even though the accumu- 
lated and current demand is as large 
as may be anticipated. 








Newer Appliances 





Sewing Machines 


Although there is nothing new about 
a sewing machine, it merits inclusion 
under this head because it has not been 
regarded in the past as an appliance. 
Just before the war shut off produc- 
tion, electrical distributors and retailers 
were evincing an interest in the sew- 
ing machine that its relation to other 
electrical appliances justifies. There is 
also ample evidence today to indicate 
that the electrical wholesaler and re- 
tailer will play a larger part in the 
sale of sewing machines in the future. 
There is a very large backlog of busi- 
ness in accumulated demand which has 
been estimated at some 3,500,000 units. 
It is probable that the 1946 production 
of sewing machines will run about 
1,000,000, leaving the major portion of 
this backlog untouched. Some 23,000,- 
000 machines now in homes are for the 
foot-operated treadle ma- 
The electric sewing machine 
therefore has the advantage of an obso- 
lescence factor greater than perhaps 
any other product that can be classified 
as an appliance. The sale of the sewing 
machine requires demonstration and 
instruction, taking its place with -the 
ironing machine particularly in the 
dealer’s setup. The price and margin 
structure are attractive so that the 
sewing machine offers the enterprising 
dealer an added opportunity in the 
major appliance field. 


most part 
chines. 


Dishwashers 


There is abundant indication that the 
dishwasher is in for an upward trend 
toward important volume. Its sale will 
be much influenced by the building 
market, the influence of which should 
be felt in 1946 but become steadily more 
important in the years to follow. The 
dishwasher is now in a position of high 
electrical and mechanical development 
that insures user satisfaction and word- 
of-mouth advertising. It is encourag- 
ing to note that in the utilities report- 
ing forecasts for 1946 sales in their 
territories to ELECTRICAL MERCHAN- 
DISING, several large and important 
companies have scheduled the dish- 
washer among other major appliances 
as products on which they are looking 
forward to an encouraging volume. 


Blankets 


This is truly a new product, although 
in the immediate prewar years much 
valuable pioneering work had been 
done. Setting a new high in luxury, 
the electric blanket promises to replace 
the traditional woolen blanket in mil- 
lions of homes. It will command a 
price that makes selling and promotion 
by the specialty trades possible and 
profitable. 


Dryers 


Another product with a pre-war rec- 
ord of introductory selling that demon- 
strated the satisfactory character of 
the product. Climatic conditions in the 
United States make this a most desir- 
able piece of home equipment over vast 
areas in the country. Because it is a 
220 volt appliance, the existing market 
is primarily in those homes where elec- 
tric ranges are installed. A reference 
to page 42, which shows electric range 
saturation by states, is also the indica- 
tion of those areas of the country where 
the sale of the home dryer will meet 
with the lowest resistance on account 
of installation requirements. 


Home Freezers 


This new appliance has had a larger 
build-up than probably any other home 
equipment development of recent years. 
Hand in hand with the expansion of 
the frozen foods industry, these home 
freezers will play a part in the im- 
provement of the American dietary. 
Much will probably have to be learned 
as marketing proceeds. Conservatively 
inclined producers of home freezers 
estimate the 1946 market at around 
500,000 units. It is believed that the 
bulk of these will be sold in the sub- 
urban areas, otherwise classified as 
rural non-farm in our statistical com- 
putation of domestic electric customers 
on page 40. There will be a large mar- 
ket on farms, especially for the large 
sized units. 

Some market may be anticipated in 
urban centers, but it is generally be- 
lieved that the urban need for frozen 
food storage will be most readily served 
by the low temperature compartments 
in standard refrigerators. 
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DOMESTIC AND FARM ELECTRIC CUSTOMERS, JAN. 1, 1946 





Total 
Residential & 


Urban 


Rural Non-Farm 




















STAT Hlectric Electric Electri Cust 
—— hay Gale Gaseeines leo. 1. 1946 
Jan. 1, 1946 Jan. 1, 1946 Jan. 1, 1946 

Maine 215 026 93,629 96,172 25,225 
New Hampshire 140 818 77,479 48,544 14.795 
Vermont 85,894 32,795 36 , 204 16.895 
Massachusetts 1,174,755 1,024,002 121,158 29 595 
Rhode Island 191, 654 171, 468 17,041 3,145 
Connecticut 479,719 317,605 141 494 20 620 
NEW ENGLAND 2, 287 , 866 1,716,978 460 613 110,275 
lew York 3,569, 550 2,988 , 350 451,675 129 525 
New a 1,186,441 948 , 909 211,552 25,980 
‘Pennsylvania 2,298,091 1,649,792 524,134 124,165 
MIDDLE ATLANTIC. 7,054,082 5,587,051 1,187, 361 279 ,670 
Ohio 1,837,363 1,319, 947 320, 146 197 ,270 
Indiana 867 , 408 532,573 190 050 144,785 
Illinois 1,981, 395 1,577,278 272,902 131,215 
Michigan 1,439,740 976 , 882 294, 768 168 ,090 
Wisconsin 763,109 460 ,743 169 , 376 132,990 
EAST NORTH CENTRAL 6,889,015 4,867 ,423 1,247 ,242 774,350 
' "588, 400 366, 865 122, 680 98 , 855 
— 552,757 279 ,522 135,815 137 ,420 
Missouri 761 , 356 532.652 150 , 849 77 ,855 
North Dakota 77,713 32,609 38,434 6,670 
South Dakota 82,850 37,177 36 ,034 8,885 
Nebraska 247 748 134,081 74,087 39 , 580 
Kansas 381,262 220 , 843 113,819 46 600 
WEST NORTH CENTRAL 2,691, 332 1,603,749 671,718 415 865 
Delaware 66, 903 39,068 22,215 : 5,620 
Merytand ; 587, 816 446, 965 112,161 | 28,690 

District of Columbia j J 
Virginia 458 391 258 , 517 135,504 64, 370 
West Virginia 308 ,516 129,132 143 ,529 35.855 
North Carolina 699, 127 294 , 535 229, 922 ‘1 113 ° 650 
South Carolina J 61,020 
Georgia 417 ,490 227,910 106 , 220 83, 360 
Florida 409 893 289,174 97 ,009 23,710 
SOUTH ATLANTIC 2,948 , 136 1,685, 301 846 , 560 416,275 
Kentucky 393 533 215,221 108 , 322 69 990 
Senenea 434,435 264, 350 102, 395 67 690 
Alabama 358 , 182 192,158 95 074 70,950 
Mississippi 189 , 316 85,403 45 663 58 , 250 
EAST SOUTH CENTRAL.. 1,375,466 757 ,132 351, 454 266 , 880 
Arkansas 204, 801 105 , 834 54, 667 44, 300 
Louisiana 330,719 224,291 73,138 33,290 
Oklahoma 348 , 833 229 , 269 80,679 38 885 
Texas 1,113,111 716,407 241, 869 154,835 
WEST SOUTH CENTRAL.. 1,997 ,464 1,275,801 450 , 353 271,310 
Montana 101,670 53,500 36,055 12,115 
Idaho 121,829 49 466 35,923 36 440 
Wyoming 45, 284 23 , 394 15,950 5,940 
Colorado 241, 904 153,098 61,776 27 030 
New Mexico 67 , 780 38 , 086 21,769 7,925 
Arizona 105 , 760 50,978 45 957 8.825 
Utah 143 , 156 84,829 36 , 947 21 , 380 
Nevada 28 ,047 12,874 13,193 1,980 
MOUNTAIN 855,430 466 , 225 267 , 570 121 635 
Washington 539,610 319, 308 147 ,312 72,990 
Oregon 306 , 763 171,549 82,409 52,805 
California 2,270 , 336 1,708 , 385 431,376 130 575 
PACIFIC 3,116,709 2,199,242 661 ,097 256 , 370 
UNITED STATES 29,215,500 20. 158 , 902 6,143,968 2,912,630 

















—Estimated by Market Analysis Department of ELECTRICAL MERCHANDISING on Basis of 9 Mos. 1945 
Customer Data Compiled by Edison Electric Institute, and Farm Data as of July 1, 1945 Compiled by Rural 


Electrification Administration. 
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omestic Electric Customers 


HE data on the basic market as 
represented by electric custom- 
ers for the first time in our re- 
porting bears the head, “Domestic and 
Farm Electric Customers.” Since these 
figures were first published, they have 
been classified as “Wired Homes.” 
Actually the number of wired dwelling 
units in individual homes, apartments 
and housing projects is 3,500,000 more 
than this figure shown here of 29,215.,- 
500. This discrepancy is explained in a 
letter from Mr. W. M. Carpenter, 
economist of the Edison Electric Insti- 
tute. 

“T hope that you will entitle this ex- 
actly what it represents: namely elec- 
tric customers. It does not represent 
‘wired homes’ or anything near it. At 
the present time there are more than 
34 million homes using electricity that 
are not in this table. 

“On April 1, 1940, there were 27,- 
229,000 occupied residences using elec- 
tricity, according to the U. S. Bureau 
of the Census. On that same date, the 
number of residential and rural electric 
‘customers’ totaled 25,805,896, the dif- 
ference of 2,423,104 representing resi- 
dences in multiple dwellings served 
through single meters, and a number of 
combination homes and stores using 
electricity on other tha» ‘residential’ 
or ‘rural’ rate schedules. 

“On October 1, 1944, the recent re- 
lease of the Census showed that 31,- 
922,000 occupied residences were using 
electricity, against a total number of 
‘residential’ and ‘rural’ electric ‘cus- 
tomers’ of 28,435,257, or a difference 
of 3,556,743. In four and a half years 
the discrepancy between the electric 
‘customers’ and the total number of 
families using electricity has grown by 
1,133,639, representing, in large part 
the growth of community housing 
projects all over the country, each of 
which purchases current through one 
single meter.” 


Wi. are showing here only the 
tabulations of electric customers 
for two reasons. First, because the 
most recent release of the U S Bureau 
of Census showing the total of 31,- 
922,000 is not divided by states but is 
simply reported as total U. S. Second, 
because these Edison figures issued pe- 
riodically are therefore comparable one 
year with another, maintaining a con- 
tinuous statistical base for state as well 
as national market competition. 
Therefore, all figures on saturation in 
this issue are computed against this 
E.E.I. base. 

If our saturation figures or number 
of products in use were compared with 
the Census figure, the percentage re- 
ported would be actually lower than 
when compared with the E.E.I. 
figure. 
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“7 WASHER SATURATION—{Electric & Gas Engine) IRONER SATURATION 
- as 
tom- otal Eiectric %, of Stat Total Electri %, of S 
re. STATE ee ‘Plectric. STATE Casteanene With *wecerte 4 
. Engine Washers Customers : Elec. Ironers Customers 
and fn i sees Jan. 1, 1946 Jan. 1, 1946 Jan. 1, 1946 
mise Maine..... 120 , 358 55.97 inca a oie elle 11,352 5.28 
have New Hampshire 62,002 44.03 DO NED, 5s te ec ceenace 9,620 6.83 
ies.” Vermont..... 58, 355 67.94 Vermont............. 5, 386 6.27 
ling Massachusetts 641 , 907 54.64 Massachusetts...... “are 65,031 5.54 
ne Rhode Island . 96,651 50.43 Rhode Island...................... 10,006 5.22 
— Connecticut. .. 295 ,423 61.58 RS sie k Gwe op kes 45 , 984 9.58 
nore ———— —— ‘ —_—_—__—_. — 
15, NEW ENGLAND 1,274, 6% 55.72 NEW ENGLAND 147,379 6.44 
— New Yerk........ 1,338,522 37.50 New York............ shore 189, 321 5.30 
ate T, New Jersey.... 532,491 44.88 ns kn cc daesas 00% eee 71,766 6.05 
asti- Pennsylvania. 1,980 , 430 86.18 EIS, kc assyy pkeg earn abie de 195 , 862 8.52 
ex- MIDDLE ATLANTIC 3,851,443 54.60 MIDDLE ATLANTIC. ....... 456,949 6.48 
Hec- Ohio Deke, cust cane 1,504,470 81.88 "ip RE an oe 186,242 10.14 
sent Radfeca Lea 654,673 75.47 Indiana... .... 56, 374 6.50 
At Illinois 1,484,410 74.92 bs wha paih nas es 156 , 230 7.88 
han Michigan 1,088 , 689 75.62 I aii sa0a shbesaknedegte 131,601 9.14 
jun Wisconsin 581,728 76.23 Wisconsin............... st 54,835 7.19 
7 EAST NORTH CENTRAL 5,313,970 77.14 EAST NORTH CENTRAL 585, 282 8.50 
hoo Minnesota....... 583,552 99.18 Minnesota... 48,291 8.21 
ie lowa....... é 486,901 88.09 Iowa....... CME RIE Fs 28, 668 5.19 
Missouri... . 727,616 95.57 Missouri... .. copa wae 49, 255 6.47 | 
the North Dakota 96,651 124.37 North Dakota 4, 656 5.99 | 
tric South Dakota 105,769 128.84 South Dakota 4,579 5.58 
dif- Nebraska. . 231,597 93.48 Nebraska. . ee ere 19,048 7.69 
awd Kansas. . 266 , 246 69.83 aan ens swawws bet ewes enmen 15,392 4.04 
te WEST NORTH CENTRAL*....| 2,498,332 92.83 WEST NORTH CENTRAL... 169, 889 6.31 
ro ee annem eee —— 
sing Delaware... wioleilin ie tee eoen 45,590 68.14 I 5 25's arwiel wai haem outa mie arg 4,040 6.04 | 
tial’ Maryland on eae 198,771 59 25 5 Maryland. Teer ee eee eT 15, 200 4 5.73 \ / 
District of Columbia 149 535 cae District of Columbia... 18,471 | eh 
SNS cnned ae. 204, 243 44.56 Virginia........... <2 7S 10, 967 2.39 
re- West Virginia 297 | 247 96.35 West Virginia... .. aR eS 22,511 7.30 
Ji, North Carolina 142, 241 25 04 | North Carolina. eas 7, 6% 1.46 } 
sing South Carolina 32,825 ead South Carolina........ 2,501 ee 
a Georgia...... 91, 180 21.84 RR ai een cu, See's ¢ 11,352 2.72 
Florida. ... 98,476 24.02 PAN SIE 10, 389 2.53 
>us- scctsslltae eect eenligaiiane hike 
nce SOUTH ATLANTIC.. 1,260, 108 42.74 SOUTH ATLANTIC. 103, 127 a. 
a Kentucky 242,539 61.63 Se ae 13,276 3.37 
- Tennessee 235,244 54.15 Tennessee....... eR: 14,431 3.32 
of Alebamea. fete 87,533 24.44 Alabama....... scsi vics 7,310 2.04 
| by Mississippi... ..... pia Seki 21, 883 11.56 Mississippi................ 2, 116 1.12 | 
na EAST SOUTH CENTRAL...... 587,199 42.69 EAST SOUTH CENTRAL... 37 , 133 2.70 
| of SIRE FOOTE LCE 69, 297 33.84 NS 2. sand Ue dlneaack és ood 3,462 1.69 
one Louisiana. 158 ,653 47.97 Louisiana. . a A A eats eae 7,310 2.21 
Oklahoma. 249 , 832 71.62 Oklahoma. Raitt aeice wiehis 12,891 3.70 
Texas.... “454,078 40.79 NE ins si tle canoes onus 29 , 246 2.63 
the WEST SOUTH CENTRAL...... 931, 860 46.65 WEST SOUTH CENTRAL...... 52,909 2.65 
lers — — _ —— 
the SE ee 83 , 886 82.51 Ns dscdivrdbinbkeibeken gh 8,465 8.33 
ite idaho... 71,120 58.38 Idaho...... ‘aad elaclink tip Cai dasa’ 6,927 5.69 | 
31 Wyoming............ 31,001 68. 46 Wyoming........ hatloiceael cm digs 4,040 8.92 
=~ “ee 173, 242 71.62 Es iin ub ced oiahendechebs’ 16,738 6.92 
t is New Mexico........ 29,178 43.05 ES On Aen ee 1,924 2.84 
nd, A re 67 ,473 63.80 ED iv dat + 05 ciwidvsicahdaaee 6,158 5.82 
pe- ay SERS 133, 123 92.99 aR aeneeeemesteapeien vegas 11,160 7.80 
fie RE Ea ie aaa 14,589 52.02 EER See eee mere ee 2,116 7.54 
a MOUNTAIN®................ 603, 612 70.56 MOUNTAIN. .....<.....4..... 57,528 6.73 
ve - a —- —— —- 
ion. Washington....... 351,955 65.22 Se eee 50 , 408 9.34 
in ae a0 6.4.0 _ 193,300 63.01 Oregon...... ae career wa ack aati 26,744 8.72 
hi California... . 1,369, 525 60.32 i ee ae ana ete 236 , 652 10.42 
ee eS 1,914, 780 61.44 EES oa 313,804 10.07 
er ESE ee Yin eye es pe eegern” 
‘ith UNITED STATES................ 18, 236,000 62.42 UNITED STATES.................. 1,924,000 6.59 
re- 
‘ *Reflecting use of gas-engine washers in homes without power. 
mT. —Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING. 
as Based on data from American Washer & lroner Manufacturers’ Association and 
Edison Electric Institute. 
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Ranges 





ELECTRIC RANGE SATURATION 











Total Electric Urban Electri Rural Non-Farm Rural Farm 
Gueteqean @ ‘Gaus : Electric %, of Stat Electric 
with %, of State wit % of State Customers > & State Customers 
STATE mnths: A Electric Household Urban Electric wit Rural | tena with 
Electric Customers Electric Customers Household oo lectric Household 
Ranges Jan. 1, 1946 Ranges Jan. 1, 1946 — Jan 1 19% Slocerte 
Jan. 1, 1946 Jan. 1, 1946 Jan. 1.1946 a 1 1946 
Maine. . aie 33,692 15.67 19 467 20.79 13,100 13.62 1,125 
New Hampshire 26 , 204 18 61 17,195 22.19 8,013 16.51 996 
Vermont.. 14,764 17.19 8,929 27 .23 5,120 14.14 715 
Massachusetts 94,136 8.01 73,539 7.18 17,490 14.44 3,107 
Rhode Island 17,775 9.27 13,463 7.85 3,816 22.39 496 
Connecticut 62, 658 13.06 23,647 7.45 33,867 23.94 5,144 
NEW ENGLAND 249,229 10.89 156, 240 9.10 81,406 17.67 11,583 
New York 166 , 550 4.67 100 , 913 3.38 53,529 11.85 12,108 
New Jersey 51, 806 4.37 19,158 2.02 26,178 12.37 6,470 
Pennsylvania 263,349 11.46 140,734 8.53 98 , 993 18.89 23,622 
MIDDLE ATLANTIC 481,705 6.83 260 , 805 4.67 178, 700 15.05 42,200 
Ohio 270,449 14.72 111,587 8.45 108 , 991 34.04 49,871 
Indiana 141,517 16.31 73,447 13.79 46,871 24.66 21,199 
Illinois 188 , 406 9.51 91,999 5.83 75,758 27.76 20.649 
Michigan 311,074 21.61 156,719 16.04 110,431 37.46 43,924 
Wisconsin 132,717 17.39 74,149 16.09 47,990 28.33 10,578 
EAST NORTH CENTRAL 1,644,163 15.16 507,901 10.43 390 041 31.27 146, 221 : 
Minnesota 117,931 20.04 75,783 20 66 37,101 30.24 5,047 5.11 
lowa 57,879 10.47 30,954 11.07 22,104 16.28 4,821 3.51 
Missouri 91,432 12.01 51,056 9.59 33,107 21.95 7,269 9.34 
North Dakota 21,563 27.75 10,598 32.50 10,652 27.72 313 4.69 
South Dakota 21,529 26.22 10,855 29.20 10,129 28.11 545 6.13 
Nebraska 22,398 9.04 11,161 8.32 ,609 12.97 1,628 4.11 
Kansas 31,407 8.24 12,984 5.88 13,046 11.46 5,377 11.54 
WEST NORTH CENTRAL 364,139 12.30 203,391 12.68 135,748 20.21 25,000 6.01 
Delaware 
Maryland 63,455 9.69 26,873 5.53 31,176 > 23.20 5,406 > 
District of Columbia 
Virginia 73,014 15.93 34,718 13.43 33,200 24.50 5,096 
West Virginia 30 046 9.74 16,525 12.80 11,523 8.03 1,998 
North Carolina 105 , 626 « 63,851 36,029 5,746 
South Carolina 45.750 21.65 23.868 | 29.78 18,625 } 23.77 3.257 
Georgia........ 93,070 22.29 48,992 21.50 37 ,693 35.99 6,385 
ae 112,461 27.44 80,421 27.81 26,799 27.63 5,241 
SOUTH ATLANTIC... 523,422 17.75 295 , 248 17.52 195 ,045 23.04 33,129 
Kentucky 23,617 6.00 10, 243 4.76 10,176 9.39 3,198 
Tennessee 119, 756 27 .57 71.411 27.01 38 633 37.73 9,712 
Alabama 65,191 18.20 38,124 19 84 22,849 24.03 4,218 
Mississippi 15,826 8.36 7.171 8.40 7.036 15.41 1,619 
EAST SOUTH CENTRAL... 224, 390 16.31 126,949 16.77 78,694 22.39 18,747 : 
Arkansas 8,834 4.31 4,982 4.71 2,939 5.38 913 2.06 
Louisiana 7, 5% 2.30 2,315 1.03 3,967 5.42 1,314 3.95 
Oklahoma 7,154 2.05 3,388 1.48 2,742 3.40 1,024 2.63 
Texas 60,422 5.43 25,117 3.51 25,057 10.36 10, 248 6.62 
WEST SOUTH CENTRAL 84,006 4.21 35, 802 2.81 34,705 7.71 13,499 4.98 
Montana 24,361 * 23.% 16,816 31.43 6,853 19.01 692 5.71 
Idaho 41,962 34.44 27 , 963 56.53 8,057 22.43 5,942 16.31 
Wyoming 4,603 10.16 2,570 10.99 1,712 10.73 321 5.40 
Colorado 22,183 9.17 14,672 9.58 6,176 10.00 1,335 4.94 
New Mexico 3,469 5.12 2,063 5.42 771 3.54 635 8.01 
Arizona 7,311 6.91 1,414 2.77 4,039 8.79 1,858 21.05 
Utah.... 41,217 28.79 33,580 39.59 5,869 15.88 1,768 8.27 
Nevada... 9,206 32.82 6,073 47.17 2,873 21.78 260 13.13 
MOUNTAIN 154,312 18.04 105,151 22.55 36,350 13.59 12,811 10.53 
Washington 174,226 32.29 137,011 42.91 31,396 21.31 5,819 7.97 
Oregon 110,728 36.10 84,530 49.27 19,964 24.23 6,234 11.81 
California 130 , 680 5.76 61,354 3.59 35,088 8.13 34,238 26.22 
PACIFIC. 415,634 13.34 282,895 12.86 86,448 13.08 46,291 18.06 
UNITED STATES 3,541,000 12.12 1,974,382 9.79 1,217,137 19.81 349 481 12.00 
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Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING based on data from the 
Edison Electric Institute, the National Electrical Manufacturers’ Association, and the U. S. Bureau of the Census. 
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ELECTRIC REFRIGERATOR SATURATION 

































































Total Electric Urban Electric Rural Non- Rural Farm 
Customers &% of State justomers % of State Farm Electric of State Electric % of State 
iota al with “Blectric with Urban Customers ural Non- Customers Rural Farm 
STATE Household Quetemers Household Electric with Farm Electric wit Electric 
Electric Jan. 1, 1946 Electric Customers Household Customers Household Customers 
Refrigerators ’ Refrigerators Jan. 1, 1946 Electric Jan. 1, 1946 Electric Jan. 1, 1946 
Jan. 1, 1946 Jan. 1, 1946 Refrigerators Refrigerators 
. Jan. 1, 1946 Jan. 1, 1946 
a RRS ae 88,740 41.27 46,251 49.40 33,943 35.29 8,546 33.88 
New Hampshire 65.077 46.21 40.784 52.64 18,664 38.45 5.629 38 05 
aaa ................ 43385 50.51 21124 64.41 15,827 43.72 6.434 38 08 
Messachusetts......... 776.967 66.14 702.223 68.58 61,303 50 60 13/441 45 42 
Seats istend............ 112/493 58.65 101.702 59 31 9'127 53.56 1574 50 05 
Connecticut. ..... 343,128 71.53 228/969 72.09 98.238 69.43 15'921 77 21 
NEW ENGLAND................. 1,429, 700 62.49 1,141,053 66.46 237, 102 51.48 51,545 46.74 
ns ee eae 2,565,571 71.87 2,242,822 75.05 261,175 57.83 61,574 47.54 
UMM... bewccsecch 840.072 70.81 696084 73.36 124/414 58.81 19'574 75 34 
I. so awids cob wales macnn’ 1,768,885 © 76.97 1,348,775 81.75 351,654 67 .09 68 , 456 55.13 
MIDDLE ATLANTIC....... 5,174,528 73.66 4, 287,681 76.74 737,243 62.09 149,604 53.49 
ga 1,271,940 69.23 998 , 854 75.67 185,831 58.05 87,255 44.23 
Indiana... 530,468 61.16 373,662 70.16 100/524 52.89 56,282 38 87 
Illinois... _. 1,496,748 75.54 1,287.503 81.63 . 146.382 53.64 62/863 47.91 
ee aaelated a- meta 936,700 65.06 725.755 74.29 142'472 4833 68.473 40 74 
rc 396.372 51.94 288 083 62.53 72,497 42.80 35.792 26 91 
EAST NORTH CENTRAL... 4,632, 228 67.24 3,673,857 75.48 647,706 51.93 310 , 665 40.12 
Minnesota... 422,008 71.72 321,570 87.65 68,197 55.59 32,241 32.61 
lows.......... 325,380 58 86 208.211 74.49 67646 49 81 49523 36 04 
Missourl.._._. 577.795 75.89 448,600 84.22 968% 64.23 32° 299 41.49 
North Dakota. 37,468 4821 21.166 64.91 14,354 37.35 1/948 29 21 
ne... ...... ec ceuee ed 47,328 57.65 26.437 71.11 16,844 46.74 4'047 45 55 
Nebraska....._. 159,732 64.47 104' 656 78.05 36.898 49 80 18/178 45 93 
i ae at he aaiale: Sapte 212977 55.86 129/831 58.79 54.735 48 09 28' 411 60.97 
WEST NORTH CENTRAL....... 1,782,688 66.24 1,260,471 78.60 355,570 52.93 166,647 40.07 
ees 45,357 67.80 27,749 71.03 14,628 65.85 2980 53.02 
Maryland. .__ 264) 248 | 173, 162 | \ 
District of Columbia 193,255 | 77.83 193,255 81.98 75,469 | 67.29 15,617 | 54.43 
es... 311.577 67.97 183,488 70.98 88,799 65.53 39,290 61.04 
West Virginia... 214,948 69.67 110548 85.61 88,515 61.67 15,885 44 30 
North Carolina... 339, 183 } a a 165,284 | pages 114,169 ) nee 59.730 52.56 
Sent Castiins.............. 163.675 | 73.801 | 63,015 } 26/859 44.02 
ial Re Ri: 305.660 73.21 183,121 80.35 87/816 82.67 34'723 41.65 
ane a 276,080 67.35 199 606 69.03 60,738 62.61 15.736 66.37 
SOUTH ATLANTIGC..............] 2,113,983 71.71 1,310,014 77.33 593,149 70.07 210,820 50.64 
MR ee 258 , 332 65.64 155,619 72.31 70,757 65.32 31,956 45.66 
ME sc ee oe en 313.548 72.17 192/048 72.65 79,955 78.08 41545 61 38 
CE nn ee ee 218,892 61.11 132.211 68.80 60/830 63.98 25'851 36 44 
a en a ie oa ts 104,517 55.21 52.990 62.05 30,592 67.00 20/935 35 94 
EAST SOUTH CENTRAL........ 895,289 65.09 532,868 70.38 242, 134 68.89 120, 287 45.07 
RT pee tlt 122,263 59.70 72,759 68.75 32, 118 58.75 ‘17,386 39.25 
i ee. 211.003 63.80 136,857 61.02 53.848 73 63 20’ 298 60.97 
PS 203,117 5823 137/429 59.94 43.122 53.45 22’ 566 58 03 
ce ee 774.997 69.62 511.963 71.46 175,304 72.48 87.730 56 66 
WEST SOUTH CENTRAL 1,311,380 65.65 859, 008 67.33 304,392 67.59 147,980 54.54 
Te os 65,075 64.01 39, 104 73.09 19,594 ; 6,377 52.64 
ES Se er ae 74.937 61.51 36,929 74.66 18/847 52.46 19161 52 58 
Wyoming................ 25.637 56.61 14890 63.65 8.355 52.38 2392 40.27 
SS ne ee ee 140/011 57.88 102,334 66.84 25,972 42.04 11,705 43 30 
ie: ot 35,497 52.37 21/667 56.89 9/396 43.16 4\434 55.95 
ae aaa Saeheameete aig 63,103 59 67 29' 873 58.60 25/860 56.27 7,370 83 51 
apatites ieee 98 600 68.88 67/531 79 61 21,179 57.32 9/890 46.26 
a cree et 21/692 77.34 10,707 83.17 9'391 71.18 1594 80 50 
R52)! weet 524,552 61.32 323,035 69.29 138,594 51.80 62,923 51.73 
NSS EL Oats Meter 6) 309, 604 57.38 203,472 63.72 72,292 49.07 33,840 46.36 
SaaS pri: Nani I: 183,397 59.78 119,190 69.48 42'034 51.01 221173 41.99 
ce Rg i aie Fest > 1,362,651 60.02 1,041°746 60.98 222/930 51.68 97.975 75 03 
SOLE CNY 1,855,652 59. 1,364,408 62.04 337, 256 51.01 153,988 60.06 
UNITED STATES.................... 19,720,000 67.50 14,752,395 73.18 3,593, 146 58.48 1,374,459 47.19 
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Radio Receivers 


RADIO SATURATION, JANUARY 1, 1946 


Tota! Homes 
with Radio 








Rural Non- 
Farm Homes 
with Radio 


% of State Rural Farm % of State 
Rural Non- Homes with Rural 


Farm Homes Radio 


% of State 


Urban Homes % of State 
Total Homes 


with Radio Urban Homes 





Maine 201 , 300 87.44 87 ,626 94.28 80,641 85.04 33,033 
New Hampshire 125,050 90.05 73,479 93.35 37,715 86.88 13,856 
Vermont 88 , 450 93.09 33,505 97 49 33,301 93.43 21,644 
Massachusetts , 134,600 96.42 1,018,984 96.81 93,378 94.13 22,238 
Rhode Island 192, 150 97 .37 176,010 97.77 13,700 94.07 2,440 
Connecticut 454,450 96.40 310,480 97 .08 121,384 96.11 22, 586 


, 196,000 95.08 


1,700,084 96.74 380,119 91.72 


NEW ENGLAND 


3,681, 350 95.85 
,110, 200 96.44 
,464,400 93.40 


New York 
New Jersey 
Pennsylvania 


414,520 
165 , 642 
563.116 


+ 143,278 
316,276 
189, 308 
284, 289 
243,723 
152,598 

1,186,194 


126 ,044 


3,103,746 96.85 
913,917 
, 729,516 


ase 
£88 


171, 768 


3| 


, 747,179 365 ,493 
, 300,717 
535,261 
,650, 123 
944,081 
476,059 


MIDDLE ATLANTIC , 255, 950 95.09 


| 


Ohio , 845, 250 92.82 
Indiana 899,750 89.21 
Illinois , 147,200 |. 93.41 
Michigan 381,650 94.28 
Wisconsin 808 , 250 93.32 


228 , 257 
175,181 
212,788 
193 ,846 
179 , 593 


ataiate 
BECoB 


,082, 100 92.86 
Minnesota 704,550 92.25 

lowa 671,000 91.35 309 , 264 150, 103 211,633 
Missouri 905 , 850 80.74 552,025 167 ,220 ; 186 , 605 
North Dakota 143 , 350 89.15 34,332 43,106 ’ 65,912 
South Dakota 146 , 400 83.46 42,178 42,397 : 61,825 
Nebraska 323,300 85.89 143, 287 78,400 101,613 
Kansas 448 , 350 84.03 213,818 111,908 122,624 


3,342,800 86.46 1,684, 168 939 , 454 
Delaware 64,050 87.63 35,625 : 19,791 ; 8,634 
Maryland 430 ,050 87.82 280 , 134 110,179 
District of Columbia 173,850 95.15 173 , 850 
Virginia 445 , 300 67.70 216 , 861 
West Virginia 353 , 800 75.64 133,029 
North Carolina 512,400 62.04 195,942 
South Carolina 228 , 750 50.08 87, 908 
Georgia 414, 300 52.55 206 . 860 
Florida 356 , 850 65.54 237,270 


| 


EAST NORTH CENTRAL 


8 


4,906,241 989 , 665 


| 


389 , 264 189 , 242 


~ 
— 


BUSSles 
SESRaE 


WEST NORTH CENTRAL 719,178 


Fs 


| 


&= 
Sz 


seeaes 
SSrere 


, 979,850 66.40 


SOUTH ATLANTIC 1,567,479 


& 
R 


F 


Kentucky ’ 66.35 

Tennessee § 63.10 226 , 353 
Alabama 49.73 166 , 466 
Mississippi 222,650 39.56 77,193 


,531,100 55.71 


576,251 


147 ,085 
141,352 
93, 896 
94,359 


476 ,692 


| 


212,311 


ras 
eon 
oor 
BESS 
a=aa 


z 


682,323 372,085 


265 , 350 51.13 93,960 62,915 
335, 500 53.15 


EAST SOUTH CENTRAL.. 


= 


13 


Arkansas 


108 ,475 
Louisiana 


xy 
eo 


Oklahoma 
Texas 


WEST SOUTH CENTRAL 


442, 250 
, 183,400 


69.15 
67.18 


62.88 


203 , 682 
222, 806 
665 ,071 


1,185,519 


75 , 857 
95,128 
248 , 987 


482,887 


FESS 
SESE 


| 


g 
z 


124,316 
269, 342 


SENS 
wes 


558 ,094 


4 





Montana ' 87.09 . ; 44,550 
Idaho.... . 87.53 ; 37,194 
Wyoming q 87.63 ; J 
Colorado , ; f 84.38 ‘ ; 64,285 
New Mexico - 54.14 35,912 é 21,784 
Arizona . 68.09 42,255 ‘ 40,401 
Utah.... eee 137 , 250 93.89 82,776 : 35,575 
Nevada. sls ear 27 , 450 83.46 11,949 ; 12,457 


MOUNTAIN... 


BReS3Ss 





SESERSRS 
eeseeer 


oo 
N 
SSSSauk 


| 2 


— 
o 


954,650 81.13 





277,101 
133,275 
84,565 
368 , 594 
586 , 434 
5, 983, 396 


479,249 


a] 
Co 
3 | 
on 
= 
& 


r 





Washington 512,400 91.05 
Oregon... 317, 200 89.48 
California 2,101,450 93.81 

PACIFIC 


UNITED STATES.. 


294,169 
170,051 
1,576,718 


eS 
x 
— 
oe 
a 


SB 
ESS 
3s 


2,931,050 92.83 2,040 , 938 


30 , 500 000 83.46% 


F 4 
& 


| 
| 





19,993, 180 % 4,523,424 


a) 
ad 
z 
S 
ba J 
~~ 





























—Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING. Based on Estimate of 
36,544,000 U.S. Homes as of January 1, 1944, Data from U.S. Bureau of Census. 
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PERCENTAGE NUMBER OF 
APPLIANCES OF HOMES HOMES 
WITH WITH 


PERCENTAGE NUMBER OF 
OF HOMES HOMES APPLIANCES 
WITHOUT WITHOUT 













eS ae 88.9 25,965,000 





ta) =D DOG .i.c ee lrons 
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THE DEALER'S STAKE 


MPORTANT strides now are be- 
I ing made in the lighting industry. 
Although realization of some ma- 
jor objectives may not be fully attained 
within less than five years, the fact 
hat the initial steps already have been 
taken is of tremendous import today 
to the electrical product dealer. This 
year there are highly attractive profits 
within his reach in this market. 
Good lighting always has been good 


isiness Far better lighting, here 
now, will be far better business 
On the radio-appliance front, the 
war effort necessarily left the dealer 
severely out in the cold. In lighting 
even then, however, he at least had 
some bread-and-butter items on his 
shelves. Estimates of lamp bulb sales 
during past years provide the answer. 
The totals 
LARGE INCANDESCENT LAMPS 
Year Quantity Retail Value 
1940 593,963,000 $126,566,000 
194] 726,603,000 169,880,000 
1942 793,000,000 194,000,000 
1943 790,400,000 198,000,000 
1944 845,000,000 201,000,000 
1945 802,750,000 (est.) 190,000,000 


The foregoing totals do not include 


sales of miniature lamps because thes 


did not reach radio/appliance outlets 
in quantity during war years. 

FLUORESCENT LAMPS 

Year Quantity 

1940 7,000,000 

1941 21,000,000 

1942 33,000,000 

1943 36,000,000 

1944 37,000,000 

1945 (est.) 40,000,000 


[In 1940, 
of large 


appro» ! tely 37.5 percent 
incandescent bulbs 
tured were 


manufac- 
absorbed by the re 
while 


sidential 
market 


more than 40 percent 
were sold in the commercial market 
the two markets of importance to the 


dealer. Althoug! Pearl Harbor 
abruptly halted all production of spe 
cialty lamps for these two markets, and 
wartime lighting requirements, until 
Tokyo folded, rated priorty call on vast 
proportions of both incandescent and 


fluorescent lamps, ertheless, these 
two markets continued to receive sub- 
stantial quantities of staple items, 
thereby maintaining a fair standard of 
lighting in homes, stores and offices 


across the nation. 
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LIGHTING 


MA 


RKET... 


The wartime emphasis on industrial lighting now swings sharply to residential 
and commercial lighting, with production geared to reach new peaks — 


all to the good of the 


aggressive retailer. 


Here's the over-all picture for 


this year, and beyond, as seen by officials of General Electric Co., at Nela Park. 


By LANSDELL ANDERSON 


LOOKING AHEAD 


Now, the wraps are off. The em- 
phasis swings sharply to the residential 
and commercial lighting fields—all to 
the good of the aggressive dealer who 
features lighting as a part of his busi- 
ness. 


1) The national market has a five- 
year total lighting potential of $3,500,- 
000,000. 

2) The production of incandescent 
lamp bulbs this year specifically, for 
residential lighting will top any past 
peak year. The sale of more than 50,- 
000,000 fluorescent lamps also is esti- 














picture of lighting, 


practice. 


KWH for Lighting . 


in terms of KWH, of where the industry was before the 
where it plans to go within five years as it “Moves the Sun Indoors.” 


= Estimate of actual lighting KWH in 1940. 
=5-Year objective, assuming education, promotion and selling. * 
“} = Potential based on present light sources ond accepted standards of 













































RESIDENTIAL 
1940 11.1 BILLION KWH 
1950 
Objective 22.0 
Potential =a 60.0 
450% Ap Cost of Equip 
‘for 5-Year Objective = $2,000,000,000 
COMMERCIAL 
1940 14.1 BILLION KWH 
100 
eA 
a Objective 178% 
4 Pete 146.1 
327% poms Sunapee 
“itn = $1,090,000,000 | | 
The approximate cost of equipment for the five-year objective in the Industrial Market | 
is $250,000,000. For other Remaining Markets it is $156,000,000. The total National Light 
ee Market objective thus is $3,500,000,000. | 
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mated for this year of full production. 

3) Launched with impressive back- 
ing this year; an aggressive pro- 
gram will start to “Move the Sun In- 
doors.” Its $2,000,000,000 objective is 
the sale of $74,000 in lighting equip- 
ment per 1000 homes during a five-year 
period—with an inviting spot in this 
program reserved for successful appli- 
ance retailers who establish a “Sun- 
shine Shop.” 

Furthermore: 4) Surveys indicate 
50 percent of home will buy portable 
lamps, an average of more than two 
per home. 

5) Specifications certifying portable 
lamp performance will protect the re- 
tailer on many counts. 

6) Circular fluorescent, now in the 
hands of lamp equipment manufactur- 
ers, will reach dealers this year in port- 
able, wall, and ceiling fixtures of un- 
usual sales appeal, as demonstrated by 
their reception when exhibited at the 
Victory Lighting Jubilee in New York 
last November. 

7) Many other improved lighting 
tools—such as a pin-it-up valance; an 
add-a-light package; flush ceiling fix- 
tures for continuous lighting around 
corners; shielded ceiling fixtures for 
the kitchen; snap-on shielding for ex- 
posed fluorescent tubes; a plug-in 
fluorescent fixture, with three conven- 
ience outlets, for the kitchen; a new 
fluorescent sun lamp; and others—also 
will reach the dealer this year. 

8) Surveys last tallied in May, 1945, 
place one or more fluorescent fixtures 
in 2,750,000 residences, nearly 10 per- 
cent of the 28,436,657 wired homes 
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Illustrating typical layouts for lighting department in stores of radio/appliance 
dealers who get behind the movement to "Move the Sun Indoors" for home owners. 























YEARS’ SALES 


Item 





reported January 1, 1945. This is 
indicative of the mounting trend 
towards fluorescent in this field. 

9) In the commercial market, a na- 
tion-wide survey of fluorescent light- 
ing in average stores reveals that 65.9 
percent of merchants who do not now 
have this type of lighting will purchase 
it when available. 

10) The normal 10 percent of empty 
lamp sockets in homes rose during war- 
time to 17 percent; the wrong-size bulb 
situation slipped from “fair” to “very 
bad.” The home market is ready for an 
empty-socket campaign, one which 
should prove the most profitable in 
history. 

11) Millions of new homes will be 
built over this five-year period ; millions 
of existing homes will be rejuvenated. 
The farm sector of the home market 
now has a double-barreled sales poten- 
tial of great proportions. Half a 
million new stores also are expected 
to open. 

12) Surveys estimate the market for 
local or supplementary lighting in the 
residential and commercial fields is 
nearly as large as the volume repre- 
sented by general illumination. 

All this adds up to the certainty that 
during this period more people will 
spend more money to buy new lighting 
equipment than at any other time in 
history. 

These are the views of key officials 
in the Lamp Department, General 
Electric Co., Nela Park, Cleveland, 
Ohio, as recently expressed when dis- 
cussing lighting developments which 
will affect the retailer this year. The 
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source of figures relating to sales vol- 
ume of former years is the perform- 
ance record of the industry. Figures 
pertaining to the future are quoted 
from such sources as comprehensive, 
weighted surveys directly conducted or 
carefully checked by Nela Park’s lamp 
division; from literature prepared by 
that division; and from statements of 
Nela Park officials. 


The National Market 


Regarding the over-all market for 
lighting placed at $3,500,000,000 for a 
five-year period, E. D. Stryker com- 
ments as follows: 

“Never before has the demand for 
lighting and lighting equipment been 
so vast. In relighting America, there 
are unprecedented opportunities which 
have been created by two great forces. 
One is the pent-up need accumulated 
during war years. The other, equally 
important, is the influence of advances 
in the art and science of illumination, 
improved light sources, fixtures and 
portable lamps, which, in themselves, 
generate new desire throughout the 
market.” 

What does a five-year national light- 
ing potential of $3,500,000,000 mean to 
an average radio/appliance dealer with 
a lighting department? If located in a 
typical territory with a population of 
20,000, and after conceding 90 percent 
of the lighting business potential to 
competitors, he has an objective of 
$50,000 for the five-year period, or 
$10,000 annual volume. In a territory 
of 40,000, by this yardstick, his objec- 
tive is doubled. On the other hand, if 
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The objective in the program to “Move the Sun Indoors.” 


he must concede 95 percent to competi- 
tors, it remains at the $10,000 annual 
volume level. 


Lamp Production 


“The dealer’s lamp business this 
year should be at least as good as in 
1941,” says P. D. Parker. He con- 
tinues: “Curtailment of war contracts 
and government orders allows us to 


shift production emphasis to home 
lighting. Since restrictive bars now 


are down on all bread-and-butter items, 
this market will be satisfied. Consigned 
stocks already are increasing, indicat- 


ing we are shipping faster than they are 
selling. 

“Reconversion isn’t simply a matter 
of changing shipping labels to dealer 
addresses instead of to the government. 
Reconversion means modernization and 
building of manufacturing equipment, 
which takes time. Christmas tree 
lamps, for which the pent-up demand is 
terrific, illustrate this point. During 
the war, the electronics department 
took over these manufacturing facili- 
ties. Now we face difficult reconvers- 
ion problems. Nevertheless, this year 
we expect to ship close to our prewar 
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peak of these lamps. There will be a 
steady increase in availability in all 
types of currently hard-to-get lamps— 
specialities such as flame shape, round, 
and streamlined—and by fall they will 
begin to flow freely. New facilities 
coming along for straight fluorescent 
tubes, photoflash bulbs and sealed beam 
lamps insure greater production this 
year than in prewar. 

“Tn circline fluorescent we are start- 
ing from scratch and so will not be in 
full production until later this year. 
Circline therefore won’t start to satisfy 
the tremendous demand for it until 
1947.” 

On this same subject, N. H. Boynton 
says: “Home lighting production will 
top any past peak year. There will be 
no shortage of standard bulbs in this 
market. But it will take several years 
to catch up on all items all the way 
down the line. By forgetting the hard- 
to-get numbers and _ concentrating 
strictly on the staples, the dealer this 
year can make greater sales than ever 
before.” 


Fixture Production 


At the Victory Lighting Jubilee, 
where 134 leading manufacturers of 
lighting equipment displayed their 
newest wares, in cooperation with 
G-E’s Lamp Division, the consensus of 
opinion then expressed by heads of 
these concerns regarding production 
was that they would be in full swing 
on fixtures and lamps well in time to 
assure reasonably heavy deliveries to 
dealers beginning early this year. Cost, 
in some cases, will be below prewar 
levels, particularly on utility fluorescent 
lighting for the home. 


Certified Performance 


For the average appliance dealer 
carrying a lamp department, the es- 
tablishment of certified lighting per- 
formance standards brings new confi- 
dence. The products offered to him 
will be efficient and foolproof, without 
having unduly cramped the designer’s 
artistic leeway. 

Commenting on the home lighting 





Fluorescent lighting is steadily moving 
into kitchens across the country, with 
approximately 2,000,000 now so lighted. 


aspects of this program, E. W. Com- 
mery says: 

“Certified Lamp Makers are making 
studies of all possible types of floor, 
table and wall lamps, with this work 
conducted by their own technical com- 
mittee so that they as an industry group 
can write their own specifications. 
These, covering the first family of 
portable lamps, are to be released early 
in March. Two types of general pur- 
pose floor lamps—with and without 
circline fluorescent—have been devel- 
oped, and models of these types dis- 
played at the Lighting Jubilee. 

“When their program is launched 
commercially, there will be about 10 
models all simply identified by certifi- 
cation tags, all representing real ad- 
vances in lighting performance. Style, 
still prevailing, will not mask out light- 
ing performance. Many retailers thus 
may sell these types, assured they are 
dealing in something more than style 
creations. They can buy with the confi- 
dence only the most experienced lamp 
buyers normally attain. The market 
will be made firm and attractive 
through a sustained program of na- 
tional advertising. ' 

“A program to certify lighting fix- 
tures for the home also is under way 
by the American Home Lighting Insti- 
tute, an association of residential fix- 
ture manufacturers. This will be ex- 
tremely beneficial all the way down the 
line.” 

At the Lighting Jubilee, a certified 
floor lamp of generally conventional 
appearance, combining incandescent 
with circline fluorescent lighting, 
demonstrated through a light meter 
that the new design incorporated in 
the bowl boosted the former peak effi- 
ciency of the enclosed incandescent bulb 
from 20 to 32 foot candles. The com- 
bination together recorded a total light 
output of 50 foot candles, far the great- 
est amount ever produced by a portable 
lamp of similar wattage. 





“Moving the Sun Indoors” 


Not merely an intriguing phrase, 
this is a practical sales philosophy 
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which definitely will contribute to bet- 
ter living for all—and better profits for 
participating dealers. Harold H. Green 
describes the aggressive program to be 
launched this year as follows: 

“We now can bring indoors under 
perfect control, wherever and when- 
ever desired, all the major benefits of 
sunshine—its light rays for easy seeing, 
its infrared rays for pain-relieving heat, 
and its ultraviolet rays for health pro- 
tection. The average home can become 
a ‘Sunshine Home’ for about what its 
owners paid for an electric refrigera- 
tor or the wall paper. The benefits are 
very apparent and very great; the cost 
is within the income of millions of 
people. 

“By spring, public utilities will be 
well under way creating sales promo- 
tion programs which will be supported 
by manufacturers and wholesalers. The 
utility programs, generally, will be de- 
signed to: 

1) Acquaint the public, through 
newspapers, radio, direct mail and 
motion pictures, with the benefits of 
‘Moving the Sun Indoors.’ 

2) Contact homes with representa- 
tives trained to sell the benefits of ‘In- 
door Sunshine.’ 

3) Write the ‘Sun Moving’ specifi- 
cations for home owners. 

“Based on our knowledge of market 
potentialities, new products and promo- 
tion plans, we estimate that by 1950 
homemakers will have spent $2,000,- 
000,000 for equipment to ‘Move the 
Sun Indoors.’ The success of this en- 
tire program, however, is largely de- 
pendent on the establishment of ‘Sun- 


Circline fluorescent is what the portable 
lamp designers have keenly been await- 
ing. Balance lighting has acceptance. 
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shine Shops’ in each community. 
“Sunshine Shops” 


“Detailed plans, flexible and varied 
to match merchandising opportunities, 
now are being drawn for the ‘Sunshine 
Shop,’ basically a section of a store in 
which : 

1) The light bulbs and tubes, the cer- 
tified lamps, and new fixtures designed 
to ‘Move the Sun Indoors’ may be 
purchased. 

2) The merchandise is so displayed 
as to tell the public they can obtain all 
sunshine benefits in this store. 

3)The sales people receive sufficient 
training to sell the advantages of this 
merchandise and to fill the prescriptions 
written for homemakers by utility 
representatives. 

“The ‘Sunshine Shop’ presents a 
great opportunity for retailers who 
have successfully merchandised other 
major appliances. Many of us believe 
the ‘Sunshine Home,’ the newest major 
appliance, is the greatest electrical ap- 
pliance of all. 


“Sunshine Home” Market 


“From a lighting angle, here is the 
picture of the average home in 1940:' 


Light sockets 26 


Watts per socket 48 
Empty sockets , 26 


Portable lamps 7 
Fixtures 12 
Connected lighting 

load 1.25 KW 


“Tn a lighting man’s dream the aver- 
age home would have 255 light bulbs 
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and a lighting load of 1l KW. But as 
a definite objective which is practical 
and obtainable in the light of new pro- 
ducts, existing needs and stored-up 
purchasing power, here is an average 
home which is conservatively light 
conditioned : 


Light sockets 43 
Watts per socket 75 
Empty sockets — 


Portable lamps 16 
Fixtures 20 
Specialty items a 
Connected light- 

ing load 3.4 KW 


“With that as a goal, G-E’s planned 
five-year program, to obtain 45 percent 
of the long-range objective, calls for an 
expenditure of $74,000 per 1000 homes 
for lighting equipment within this 
period. 


The Plan 


This can be accomplished as follows: 


1) Nothing sold to 100 homes. 

2) Minimum improvements, approx- 
imately $4 per year, sold to 300 homes 
in the low income group. 

3) Conservative light conditioning 
sold to the remaining 600 homes, 
wherein incomes exceed $1500, at an 
average expenditure of approximately 
$20 per year per home over this five- 
year period.” 


New Major Apliance 


“Moving the Sun,” as a new major 
appliance, into 600 homes out of each 
1000— 


Model* Cost No. per 5-year 
year total 
A $250 10 $12,500 
B 200 12.5 15,000 
Cc 150 20 15,000 
D 100 20 10,000 
E 75 25 9,375 
F 50 30 7,500 
Total—600 units in five years.... $69,375 


* Actually, specifications for “Mov- 
ing the Sun” would vary, and cost 
would not come out in round figures 
as above. 

“This promise of the future may be 
weighed by past performance—nearly 
24 times as many lamps sold for gen- 
eral lighting in 1943 as against 1933, 
nearly 44 times as many 100-watt lamps 
sold in 1943 than in 1933; a decade 
which recorded the sale of 13,500,000 
I. E. S. type lamps and 14,000,000 pin- 
to-wall and adaptors—ali this during a 
particularly difficult period. All we 
now must do is promote and sell the 
advantages of “Moving the Sun” as 
we have electric kitchens, washing 
machines, water heaters, etc.” 


Portable Lamp Sales 


Surveys show that 50 percent of 
homes will buy table lamps, an average 
of more than two units per home; and 
that 48 percent of homes will buy floor 
lamps, an average of almost two units 
per home. The total—more than 100,- 
000,000 portables. 

What does this mean to that average 
dealer with a “Sunshine Shop” in his 
store which is located in the typical 
20,000 population territory? After con- 


Of the 2,750,000 homes now having one 
or more fluorescent fixtures, 30 percent 
now use them in living and dining rooms. 
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The bathroom is the next room likely to 
go fluorescent, with incandescent com- 
bined, in both new and modernized homes. 


ceding 95 percent of this potential busi- 
ness to competitors, his objective is the 
sale of nearly 750 units, possibly spread 
over a period of two to three years. 
Conceding 90 percent to competitors, 
his objective is about 1500 units. Fair 
enough for a compact lighting depart- 
ment in an appliance outlet in a com- 
munity of this size? 


Home Fluorescent Lighting 


Despite restrictions on new home 
building the past several years, when 
even any considerable amount of home 
modernization was impossible, surveys 
indicate a steady upward trend in fluor- 
escent lighting in this field, particularly 
in kitchens. On this score, E. W. Com- 
mery says: 

“Even though there has not been any 
great amount of preparation or design- 
ing of goods for the home lighting mar- 
ket until this year, tremendous interest 
in fluorescent lighting has come to the 
front in this field. 

“Fluorescent fixtures in home May, 
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2,750,000 have one or more fixtures. 
70 percent of these are in kitchens. 
30 percent in living and dining 
rooms. 
86 percent in kitchens are two-tube. 
8 percent in kitchens are one-tube. 
6 percent in kitchens are three-tube. 


“Substantially more than _ three- 
fourths of the center kitchen fixtures 
have 15- and 20-watt tubes. Very few 
fixtures are installed over sinks, ranges 
or work counters.” 

Often, it actually is as easy to sell 
the home owner about twice the watt- 
age of fluorescent lighting, pulling less 
load than the existing filament lighting 
it replaces, than merely to swap equal 
fluorescent foot candles of lighting for 
the incandescent on the basis of a sav- 
ing in the electric bill which the cus- 
tomer quickly can estimate will have 
to accumulate years before the saving 
offsets the inital cost of this one new 
fixture. In other words, why sell the 
owner 40-watts of fluorescent to replace 
100-watts of incandescent centered in 
the kitchen ceiling when he probably 












can be sold 100-watts of fluorescent 
which will provide far more adequate 
lighting without any uppage of his 
monthly electric bill? 


Circular Fluorescent 


No blue sky dream of the future, 
circular fluorescent lamps now have 
arrived. Commery says: 

“Circline fluorescent is what the por- 
table lamp designer has been waiting 
for. He now can proceed with designs 
of portables that are more nearly re- 
lated in shape and size to the conven- 
tional lamps than he ever could with 
straight fluorescent tubes. Now he can 
work with an adequate unit of light 
output without having to go to ex- 
tremes of shape and size in lamp 
shades. The maximum dimension of a 
straight 40-watt fluorescent tube is 48 
inches. When it is bent into a simple 
circle, the maximum dimension is re- 
duced to about one third. Used alone 
and in conjunction with incandescent 
filament bulbs, the whole tone of port- 
able lamp design and performance im- 
proves.” 

Circline fluorescent portables will 
come to the dealer packaged as com- 
plete units—ready for sale. 


Farm Sector 


It is estimated that there are 2,000,- 
000 farms now on high line service and 
new lines will reach out for a million 
or more additional farms within five 
years. This sector of the residential 
market is viewed as having a double- 
barrelled potential because each farm 
is both a home and a business. The 
farmer can benefit more from “Moving 
the Sun Indoors” than any other class 
of people; better lighting for better 
living. -Infrared and ultraviolet radia- 
tion for increased quantity and quality 
of his production, lowering of his 
costs. The farmer today has the money 
to buy equipment for better living. 


Commercial Lighting 


The dealer can have a big stake in 
the vast expansion now indicated in 
(Continued on page 182) 




























Prying Retail Salespeople 








1. (a) How Many Full-Time Salesmen Will You Have Outside? 
(b) How Many, If Any, Will Sell Inside Only? 





Note—The miscell 


Based on information supplied by 93 dealers—87 reporting on their outside salesmen, 
with 86 reporting on their inside salesmen—the following table summarizes the 
number of salesmen to be employed by dealers of various types: 


Outside Salesmen (Based on 87 Dealers) 


Number of Namber of Number of Outside 

Dealers Outside Sales- Salesmen per 

Reporting men Employed Average Dealer 
Elec. Appliance Dealers... . 60 209 3.48 
Furniture Dealers... .... 14 38° 2.71 
Department Stores........ 3 6 2.00 
Miscellaneous Dealers. $c 10 23 2.30 
etal he leg 87 276 3.17 


*6 are part time. 


Inside Salesmen (Based on 86 Dealers) 


Number of Number of Number Inside 
Dealers Inside Sabes- Salesmen per 

Reporting men Employed Average Dealer 
Elec. Appliance Dealers 53 95 1.79 
Furniture Dealers. . 20 123** 6.15 
Department stores. . apeoaeee 3 41 13.67 
Miscellaneous Dealers. 10 22 2.20 
Total 86 281 3.27 


*°10 are part time. 


Total Salesmen (Based on 93 Dealers) 


Number of Total Number Number of 
Dealers of Salesmen Salesmen per 
Reporting Employed Average Dealer 

Elec. Appliance Dealers. . 60 304 5.06 
Furniture Dealers ' 20 s66°"" 8.05 
Department Stores 3 47 15.67 
Miscellaneous Dealers... . 10 45 4.50 
ee ; 93 557 5.99 


*°°16 are part time. 


sroup includ 





hardware drug, plumbing, and unspecified types of businesses. 


2. Will You Have More or Fewer Outside Salesmen Now Than 
in Prewar? 











A total of 94 dealers answered this question— as follows: 
58 23 3 10 94 
Elec. Appl. Furniture Department Miscellaneous Total 
Reply Dealers Dealers Stores Dealers Dealers 
a 24 13 1 4 42 
More than Prewar. 24 7 1 5 37 
“One More" 13 2 ae 2 17 
“Two More” 4 2 1 7 
“Three More” 3 2 1 6 
“Four More” 1 en Fis 1 
“Five More”... .. 1 con 1 
Number Not Given 2 1 1 5 
Less than Prewar 7 3 1 11 
“One Less”... . 2 oe ) 
“Two Less” 1 1 1 3 
“Three Less’. 1 wake 1 
“Twenty Less”. ... 1 ae 1 
Number Not Given 2 2 4 
Not in Appliance 
Businessin Prewar 3 es 1 Tat: 4 
Total P 58 23 3 10 G4 
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HE amounts and methods of 

paying sales people is one of the 

most important problems which 
the dealers will have to solve when 
merchandise is rolling again. The 
amount which can be paid is a number 
one problem because the sum of direct 
sales cost in the form of salary and 
commission to salesmen and super- 
visors aggregates the largest single 
item in the dealer’s budget. 

In studies made of retail operating 
costs for the year 1939 by Dun & Brad- 
street and by ExecrricaL MerRcHAN- 
DISING this item of expense was higher 
than any other classification. In the 
Dun study it averaged 10.7% of a total 
expense of 32.8%. In an ELectricaL 
MERCHANDISING study for the same 
year, it averaged 11.4% of a total 
expense of 33.1%. 

The survey reported in the tables of 
these pages is therefore of wide im- 
portance. The figures are based on the 
reports from 100 dealers. The trend 


indicated is that these retailers are 
planning to allocate a higher percent- 
age to direct sales expense than was 
general before the war and that the 
tendency noticeable of paying on a 
more secure basis is continuing. 

The method of paying is equally im- 
portant with the amount paid. The 
trend shown here is that of salary plus 
commission by more dealers and away 
from the straight commission basis. 
Both these tendencies will reinforce 
the dealer’s ability to sell specialty 
items offering special features and 
commanding higher prices; both de- 
sirable qualities are promised in the 
pre-views of new merchandise. 

Selling this better merchandise calls 
for more experience and better trained 
sales people, and this in turn calls for 
a more stable character of employment 
in this field. Stability of employment 
depends both on good compensation 
and on the security which is guaranteed 
by some form of salary compensation. 


3. Will Your Outside Salesmen Have Floor Time? 





86 dealers answered this question—as follows: 





"Yes" 

Number % of 

Dealers Total 

Appliance Dealers... 46 82% 
Furniture Dealers... . . 17 100% 
Department Stores... . 2 67% 
Miscellaneous Dealers 7 10% 
Manis cu. nk eacarh 72 84% 








“No” Total 
Number % of Number % of 
Dealers Total Dealers Total 

10 18% 56 100% 
saints oa 17 100% 
1 33% 3 100% 
3 30% 10 100% 
14 16% 86 100% 


4. How Will Your Salesmen Be Paid? 





The methods of compensation which will be employed by the dealers answering the 
question are summarized in the following tabulations: 


Inside Salesmen—(Based on 89 Dealers) 


Salary Commission Salary and 
Only Only Commission 
13 11 32 
5 9 12 
a 2 
1 * 
18 21 55 
20.2% 23.6% 61.8% 


Outside Salesmen—(Based on 83 Dealers) 


Number 

Dealers 

Reporting 
Appliance Dealers... .... 54 
Furniture Dealers........ 24 
Department Stores........ 2 
Miscellaneous Dealers. . . y 
Se 89 

% of Total. 100% 

Number 

Dealers 

Reporting 
Appliance Dealers....... 56 
Furniture Dealers......... 16 
Department Stores........ 3 
Miscellaneous Dealers. . . . 8 
Rs A i aed 83 

5 a 100% 


Salary Commission Salary and 
Only Only Commission 
1 25 33 
1 ~ 8 
; 3 
3 5 
2 37 ay 
2.4% 44.6% 59.0% 


Since a number of dealers use more than one method of payment—for instance, 
“Commission Only” and “Salary and Commissions’—it will be noted that the 
figures under the compensation columns do not cross-check into the total columns; 


nor do the percentages add to 100%. 
+ 
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A survey on the methods dealers will use in compensating appliance 


and radio sales personnel, both inside and outside the store 








This survey disclosed an answer to the 
question as to what the dealer plans to 
do in order to attract a better class of 
salesmen. The dealers widely are look- 
ing to these two elements of incentive, 
bonus or commission plus a regular 
salary to raise the standard of their 
operations. 

One of the questions to which the 
answers do not appear in the company 
tabulations was the use of women as 
sales people on appliances. Electrical 
appliance and furniture dealers and 
miscellaneous dealers all are planning 
to use women as well as men on the 
sale of major appliances. This makes 
sense, especially where the appliances 
are in the specialty class. Manufac- 


5. What do You Estimate Will be 
the Average Annual Earn- 
ings of Your Salesmen? 


turers are making definite plans for 
the employment of women demonstra- 
tors and home service women who will 
follow the product into the home for 
careful demonstration. The sales- 
woman, especially in the smaller 
establishment, should be an admirable 
asset in this respect, not only selling 
her prospect but carrying through a 
home demonstration. The ironing 
machine has always had to be demon- 
strated and on this product, women 
should be able to sell effectively. Sew- 
ing machines are also going to be a 
part of a great many dealers’ merchan- 
dising programs, and here a woman 
who can demonstrate and instruct will 
be essential. 


6. What Percentage of Your Sales 
do you Expect Will be Made 
Outside? 





From figures estimated by 77 dealers, the 
following averages were obtained: 


Num- 
ber Esti- 
Dealers mated 
Report- Earnings 
ing per Year 
50 — Elec. Appl. Dealers... $3,062 
19 Furniture Dealers...... $3,610 


2 Department Stores..... $4,000 
Miscellaneous Dealers. $2,325 


Averages, obtained from figures supplied 
by 75 dealers, are given below: 


Num- Aver- 
ber age 
Dealers Per- 
Report- cent- 
ing ages 

48 Elec. Appl. Dealers... 54.4% 

17 Furniture Dealers...... 36.8% 

3 Department Stores... .. 32.0% 


7 Miscellaneous Dealers.. 52.1% 





Total Dealers.. $3,165 


75 Total Dealers... 50.0% 


7. What is the Expected Sales Costs, in Percentage of Retail 


Volume, for Salesmen? 





While 51 dealers estimated the percentage “for salesmen only,” only 39 volunteered 


an estimate “for salesmen plus supervision.” 


centages estimated by dealers: 


**For Salesmen Only” 


Number 

Dealers 
Elec. Appl. Dealers. . 30 
Furniture Dealers... .. .. 16 
Department Stores... . 1 
Miscellaneous Dealers... . 4 
ML iss cwwus one wed 51 


The following are averages of the per- 


**For Salesmen Plus 








Supervision” 
Average Number Average 
Percentages Dealers Percentages 

12.3% 23 14.7% 

9.6% 13 12.5% 

9.5% 1 12.0% 
14.0% 2 14.0% 
11.5% 39 13.8% 


8. If Salesmen Will be Paid by Salary “Only,’"*’ How Much 


Will be Their Weekly Salary? 





Although 20 dealers indicate that they pay by “Salary Only,” only 13 speci- 


fied the amount paid: 


Inside Salesmen 
Number 
of Average 
Dealers Weekly 
Reporting Salary 
Elec. Appliance 


Dealers.......... 10 $42 

Furniture Stores. . . 2 $51 

DepartmentStores. .....  ..... 

Miscellaneous 

Se ee tate oe Wa 
WEY nko bana 12 $44 
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Outside Salesmen 
Number 
of Average 
Dealers Weekly 
Reporting Salary 
Elec. Appliance 
ae 1 
Furniture Stores. . 
Department Stores 
Miscellaneous 
Stores 
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9. If Commission Only, How Much? 





Only the appliance dealers, the furniture stores, and the miscellaneous group will 
pay by commission only. From figures submitted the following averages have 
been obtained: 


Inside Salesmen— Average Commissions 





Number (Based on 20 Dealers) 
Dealers Refrig- Other 
Reporting erators Washers Ranges lroners items 
Appliance Dealers. 10 10.9% 11.0% 11.0% 11.0% 12.7% 
Furniture Dealers....... 8 7.79% 1.1% 64% 54% 12.7% 
Miscellaneous Dealers. . 2 710% 171.0% 10% 1.0% 1.0% 
Total Dealers....... 20 91% 9.1% 8.5% 8.1% 12.1% 


Outside Salesmen— Average Commissions 





Number (Based on 35 Dealers) 
Dealers Refrig- Other 
Reporting erators Washers Ranges lroners items 
Appliance Dealers... .. 23 11.5% 11.5% 11.9% 12.1% 124% 
Furniture Dealers... .... 8 9.6% 9.6% 110% 9.0% 15.5% 
Miscellaneous Dealers. . 4 10.5% 10.5% 10.5% 105% 10.5% 
Total Dealers....... 35 10.9% 10.9% 11.4% 11.1% 12.9% 


Note—Although 20 dealers reported on commissions for Inside Salesmen, against 35 reporting on outside 
men, the number of dealers reporting percentages on the individual appliances varied. 


10. If Salary and Cemmission, How Much? 





The following is a tabulation of the averages obtained from figures submitted by the 
dealers: 

















Number 
Dealers Inside Inside Salesmen—Average Com- 
Report- Salary missions (Based on 37 Dealers) 
ing on Average Refrig- Other 
Salary Weekly erators Washers Ranges lroners Items 
25 Elec. Appl. Dealers. $33 49970 48% 48% 54% 61% 
12 Furniture Dealers...... $35 429% 42% 42% 429% 42% 
2 Department Stores..... $27 5.0% 5.0% 5.0% 5.0% 5.0% 
5 Miscellaneous Dealers.. $35 9.0% 9.0% 9.0% 9.0% 9.0% 
44 oe $34 5.0% 5.0% 5.0% 5.3% 5.7% 
Number 
Dealers Outside Outside Salesmen— Average Com- 
Report- Salary missions (Based on 33 Dealers) 
ing on Average Refrig- Other 
Salary Weekly erators Washers Ranges lroners Items 
21 ~=Elec. Appl. Dealers... $32 8.1% 19% 1.9% 85% 9.2% 
7 Furniture Dealers...... $34 5.0% 5.0% 5.0% 5.0% 5.2% 
2 Department Stores... . . $27 10% 60% 10% 1.0% 60% 
3  DMiscellaneous........ $24 10.0% 10.0% 10.0% 10.0% 10.0% 
37 a $31 7.4% 17.29% 142% 134.6% 17.9% 


Note—While a total of 37 dealers reported on commissions to be paid inside salesmen, with 33 reporting on 
commissions for outside salesmen, the number of dealers reporting on the individual appliances veried. 


11. Will You Have an Automobile Allowance? 





. 88 dealers answered the question, as follows: 





“or” “No” Total 
Number % of Number % of Number % of 
Dealers Total Dealers Total Dealers Total 
Appliance Dealers... 21 38.9% 33 61.1% 54 100% 
Furniture Dealers... . . 6 27.3% 16 72.7% 22 100% 
Department Stores... . ee 3 100.0% 3 100% 
Miscellaneous Dealers 3 33.3% 6 66.7% + 100% 
Total. . 30 34.1% 58 65.9% 88 100 
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17. 
18. 
19 


20. 
21. 


23. 
24 
25. 


26. 
27. 
28. 


29. 


SUMMARY OF COMMENTS ON HOME FREEZERS 





Refrigerators compete in demand.......... 39.9% 
Better homes want home freezers separate... 1.9 
Public need to be educated on advantages of 
GOGHBTS ccccccccccccccccccccccccscccccce 4.4 
Freezer alone in demand.............+++++ 7.5 
Price will control sale of refrigerator com- 
RimeMOR co cccccsccccvcccccesccncsceceses 5.1 
Market overestimated on combination and 
DUG cccccccccvcecececencssntsénesecs 1.9 
Farming area will go strong for freezers.... 16.5 
Farming area large sizes predominate....... 3.1 
Leoal fecher plawt...ccccccccccesccccccece 7.5 
Refrigerators with large freezing complete. 0.9 
Deluxe models will be in greater demand than 

@ stripped box... ...ccccccccccccccccccces 0.3 
Home freezers expensive..............+..++ 1.3 
Farmer wants walk-in type refrigerator.... 0.6 
Demand is for a refrigerator with a fairly 

good size freezing compartment............ 1.6 
Believe lack of space will limit sales of 
WOUNIS cccccccccccestocoscncesnescesees 0.9 
Freezing compartment should be put in small 
refrigerators foo ..........ceceeeccees ‘ 0.9 
People want separate refrigerator.......... 0.9 
Make 4 foot freezer for city apartment..... 0.3 
Middle aged will buy freezer complete but not 

WEEE PORTED cccccccccccescccceceescoces 0.3 
9 or 10 cubic feet farm freezers will sell very 

WE cccccccceccccccccccccesccesceseseees 0.6 
Most home freezers are too small for up-to- 

date farms; should be about 24 cubic feet.... 0.3 
A 6 cubic foot with freezing compartments 

TS WEEP W BOOKER. 2c cccccccccesiccvccccce 0.3 
Home freezers are still a luxury item....... 0.3 
Many people will not care to process food.. 0.3 
A small unit 4 to 6 cubic feet will be in good 
GRTRERE  ccccccccccccvcecccsccecesceccece 0.3 
Farmers want 10 to 64 cubic foot farm 
WOENIFS cc cccesccccsescccveeseeccccesees 0.3 
2 cubic foot deep freeze complete in refriger- 

ators seems to be popular trend........... 0.3 
Home freezer with eye appeal and conven- 

Be ee Oe Gs oc cucescasescnsssceseee 0.6 
People who have refrigerators will buy 
freezers; new customers will buy combination 0.9 

100.0% 











3. 


4. 


6. 


7. 





We intend to sell many complete kitchens... . 


Complete kitchen installation demonstration 
best for selling appliances.................. 


Complete kitchen installations involve too 
many parties such as plumber, carpenter, etc. 


1 find several who want complete kitchens. . 

Selling merchandise from complete kitchen is 
not wise, especially refrigerators. Straight 
model selections are best. This keeps cus- 
tomer interested in what she wants to buy 
A complete kitchen will enable salesmen to 
make larger sales with less time loss........ 
—— kitchen too high in cost for my 
GRIEG. cvccccevecssecdvcccceccevececs eceese 


8. If complete units are so constructed as to make 


complicated installations dealers will leave 
them alone for contractors................. 


SUMMARY OF COMMENTS ON KITCHEN INSTALLATIONS 


35.0% 
15.0 


5.0 
15.0 





Dealer Views 


on Refrigerators, 
Kitchens and 
Home Freezers 


QUESTIONNAIRE sent to 12,000 
dealers across the country dur- 
ing November, devised to per- 

mit “comments,” brought more than 
1,000 comments from 2,343 dealers 
who returned the voting form. Seeking 
“non-existent information,” as deter- 
mined by examination of recent year- 
end statistical issues of ELECTRICAL 
MERCHANDISING, Floyd M. Slasor, 
manager, refrigeration sales division, 
Edison General Electric (Hotpoint) 
Appliance Co. fashioned four groups 
of questions concerned with the way 
dealers will display refrigerators; at- 
titude on trade-ins; home freezers; 
and type of store. 


“Complete Kitchen" Use 


Figures tabulated up to December 
1, representing more than 20 per cent 
of the dealers queried, indicate that 
more than one-half will use “operating 
complete kitchens” as merchandising 
vehicles. That, according to Mr. Sla- 
sor, is the greatest change in merchan- 
dising technique growing out of the 
war. Previously dealers sold refrig- 


erators mainly from “straight model 
selection” display, he said. 

Almost 30 per cent of the dealers 
think that trade-ins will figure in less 
than 10 per cent of refrigeration 
transactions in immediate post-war 
although another question of prewar 
experience brought the response that 
30 per cent of prewar sales included 
trade-ins. 

Other highlights of the survey 
brought out that: 89 per cent will 
handle “complete kitchen installations,” 
(although only 51 per cent will have 
“operating” kitchen displays.) A sur- 
prising 45 per cent of those answering 
said that they would handle only one 
line of refrigerators, while at the 
other extreme, 13 dealers said that 
they would display nine different 
makes of refrigerators. 


Home Freezer Market 


Saying that dealers are familiar 
with consumer thinking because of 
war-time close associations on service 
matters, Mr. Slasor asserted that he 
sought their opinions on the possible 





SUMMARY OF COMMENTS ON REFRIGERATOR TRADE-INS 
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11. 
12. 
13. 
14. 


15. 
16. 
17. 





1. No trade-ins at present.......... cocccccce See 
2. No trade-ins till one year from now......... 9.3 
3. Hope to keep trade-ins ata minimum........ 3.7 
4. More trade-ins later ............-eeeeee05 9.3 
5. Many old wornout models in this community 
cannot be repaired satisfactorily for resale 3.7 
6. pees will determine amount of trade- - 
7. Don't believe we will have many trade-ins.. 9.3 
8. Trade-ins will be necessary part of business. 1.8 
9. Trade-ins are losses..........-.eeeeeeeees 4.6 
10. Trade-ins almost impossible on low margins.. 2.8 


Ceilings must be maintained on trade-ins... . 
Present discounts will stifle trade-ins........ 
Expect to junk most trade-ins.............. 


Profits on refrigerators at present can't allow 
@ dealer to trade@..........cceecceecvecees 


Do not intend to take trade-ins........... eid 
Will take no trade-ins under O P A prices. ... 
Will sell trade-ins to second hand dealer... . 
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Trend in merchandising technique from “straight 


model selection" display to include “work cen- 


ter 


and model kitchen display shown in new 


Hotpoint survey ... Trade-in data also given. 


pattern of development of the market 
for home freezers. That question, 
bringing out that most dealers feel 
that home freezers have a limited 
appeal for city- and town-dwellers, 
headed a group of questions on that 
appliance. 

Other questions that were tabulated 
by the Hotpoint commercial research 
division, included: “What type of lo- 
cation does store occupy?”; “What 
percent will buy combination refrig- 
erators’?”: and name of city and 
state. 

Mr. Slasor pointed out that the most 
interesting information developed by 
the survey was included in the 1,000- 
plus comments that were written-in. 
Those were the feelings of dealers 
toward manufacturers who have not 
been delivering as much merchandise 
as early estimates of production has 
led them to expect. 

The 12,000 dealer list was selected 
from the 20,000 dealer mailing list 
receiving the company’s home study 
course, “Planned Electric Merchan- 
dising,” before it was temporarily sus- 
pended with the August issue. Mr. 
Slasor said that the service would be 
resumed soon to Hotpoint franchised 
dealers. 


20% Opening New Stores 


The tabulated ballots indicate that 
more than 20 per cent of those receiv- 
ing the questionnaire are opening new 
stores. A majority of those dealers 
will use “operating kitchen displays.” 

The No. 1 question: “Which way 


50% of dealers will display model kitchens 


will you sell,” brought the response 
that 58 per cent will use the old- 
established “model selection” display 
method. A duplication of figures indi- 
cates that some dealers will have “com- 
plete kitchens” on display, but will 
depend upon a line of models to make 
their sales, Mr. Slasor said. 

“We are going to give the closest 
study to the many constructive com- 
ments brought in by this survey; they 
mean that dealers are thinking for 
themselves, and that means a healthy 
condition in our industry,” the Hotpoint 
official said, adding, “we are pleased 
with the keen interest shown in com- 
plete kitchens. That means that the 
advice supplied by manufacturers and 
editors during the past several years 
has not been mis-directed. Most deal- 
ers are proceeding on good faith, but 
they are gaining an advantage, because 
competitive conditions will quickly 
bring out the greater profit oppor- 
tunity of this type of display.” 

On the question concerning trade- 
ins, 1284 (53%) dealers said that they 
will be set up to “re-condition” old 
models, while 625 said that they would 
not offer that service, and 413 did not 
include an answer to that question. 
Mr. Slasor said that the large number 
of “no answer” is a result of a “wait- 
ing attitude.” 

“Most dealers appear to feel that a 
straight, no trade-in policy is the best 
merchandising bet for immediate post 
war selling. Many commented that 
present boxes were worn beyond the 
point of good “re-conditioning for 
resale.” 























WHAT 2534 DEALERS EXPECT 


is Your Present Store Located 
in 


Dewntewn Aree 75% 
Neighberheed Shopping Center 25% 


Type of Store Reporting 


Herdware 490 — 19% 

Appliance Specialty 1378 — 54% 

Department 135— 5% 

Furniture 531 — 22% 
Total returns ....... 2534 


Which te Will You Display 
Refrigerators? 


From straight model selections 58°% 
From complete kitchens ..... 50% 
From work centers .......... 19% 


Do You Plan To Handle Com- 
plete Kitchen Installations? 


Yes .....5- seve 89% 
Ne ..cccce cocce VIG 


How Many Brands of Refrig- 
erators Will You Sell? 


One brend ......... neene 54% 
Two brands ....... sseeeoves 34% 
Three brands ........ cocces « 
Four or more brands....... oo 3% 


Concerning Trade-ins 
Approximate per cent of pre-war 


refrigeration sales that involved 
trade-ins: 
Included trade-ins Dealers reporting 
1—10% 33% 
10 — 20% 15% 
20 — 30% 16% 
30 — 50% 18% 
50 — 100% 18% 


Approximate value of average 
trade-ins. 
Value of trade-ins Dealers reporting 
$ 1—20 29% 
$20 — 30 21% 
$30 — 40 19% 
$40 — 50 15% 
$50 — 100 6% 


What per cent of post-war refriger- 
etor sales will include trade-ins. 


Trade-ins post-war Dealers reporting 


1—10% 28% 
10 — 20% 15% 
20 — 30% 19% 
30 — 50% 25% 
50 — 100% 13% 


Dealers set up to re-cendition trade- 
ins. 


Yes .... 68% No .... 32% 


Home Freezers 


What per cent of city and town 
homes will buy home freezers. 


Homes will buy Dealers reporting 
1— 10% 28% 
5— 10% 29% 
10 — 20% 17% 
20 — 50% 23% 
50 — 90% 3% 


Estimated per cent that will buy 


refrigerator with freezing com- 
partment. 
Homes will buy Dealers reporting 
1—5% 7% 
5— 10% 10% 
10 — 20% 13% 
20 — 30% 16% 
30 — 50% 28% 
50 — 75% 16% 
80 —100% 10% 








58% of dealers will use straight model display 











18,700,000 RADIO SET|D 




























































































Many other important marketing facts | "© 
Mr. John Q. Public wants 18,700,000 trend,” he said, “makes it evident that tend to buy radios already know how = 
radios—and he wants them right sales managers should begin to think much they want to pay, he added. The for | 
LOCATION OF SETS IN HOME a more of the number of rooms in homes trend is toward larger sets in the kitel 
That is a picture of the radio sales when they are thinking of the market higher price ranges. More than 50% loca! 
When we study the location of sets in the market as described by Frank Mans- potentials for home radios.” say they will pay $100 or more, while 
home we find that radio sales are not even field, director of sales research of the , less than 10% say they plan purchases 
capueedieg the saturation point. Sylvania Electric Products'Corp. Mr. Peetenenee to Sate Cochenged of less than $50. “If the radio market ; 
Mansfield said that the figure was Most people have not changed their materializes along these lines,” he N 
Percent of Homes With Radios in necessary to meet the demands of 60% minds about the type of set they want, affirmed, “we can expect the average cord 
of the present set owners who plan im- he continued. 38% of the radio listen- price will allow plenty of margin for will 
Designated Rooms mediate purchases. ers. still want console combinations; the inclusion of FM and Television in depa 
Living room 88.5 He pictured an increasing desire on 34% want consoles and 20% want new sets.” 82.3 
Dining room 8.0 the part of radio owners to have sets table models. Less than 5% want table Mr. Mansfield believes that slightly chas 
Bedroom. ... 33.0 in several different rooms instead of the combinations, midgets, or other types. more than half of the new sets will be Nea 
Kitchen and pantry 18.5 one traditional living room set. “This Three quarters of the people who in- sold to replace old ones and 40% will @ will 
Carry around . 38 allo 
Miscellaneous rooms 7. - 
PRICE THEY WILL PAY RADIO MODEL AND ROOM USE Mr. 
, . ing 
— 3 ms of ce Soe to — A surprisingly large percent of sets are used in rooms other than the living room: 3% 
radios have already a price range in 
V-J DAY RADIO DEMAND mind: Total Midget Table Console Comb. Portable mal 
‘ Total Living room.......... 56.5% 23.0% 39.0% 840% 86.0% 19.5% om 
Just before V-J Day nearly 900,000 radio — Price % Dinin s y : t 
: - IN. tin saw aes 5.0 3.0 6.0 5.5 2.0 3.0 
a — — a - well Number Answering 100.0 | Re 205 37.0 305 5.0 5.5 44.0 
ee oe ae ee Up to $9.99...... 3 Kitchen and pantry.... 11.5 28.0 17.5 1.0 1.5 17.0 
° ’ $10.00-14.99... 4 arry around......... 2.0 5.5 RL ae 10.0 
(Mejor Radios 31,000,000) $15.00-19.99._ 9 Miscellaneous... ..... 45 3.5 50 83 AS 50 866.5 
% Number $20.00-29.99... 3.8 —- —- — —— —— —_—— 
Moeler sedics out of use $30.00-49.99... 2.8 _ | ere 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
of which 4.7 1,457,000 — $50.00-74.99 ——— 
Have no second radio... 2.6 806,000 ¢7500-9999................ 5.0 ™ 
Do have a second radio. 2.1 651,000 ¢1400.00-149.99.. aps 43.4 Do 
Second radio out of use -_ 93,000 ¢$1450.:00-249.99.. 26.0 t 
— Song ne 29 899,000 $250.00 and over. . 14.0 PEOPLE INFLUENCING TYPE PURCHASED 
radio reception ’ 
Number of sets out of Don't know........... 27.8 The type of set has a distinct bearing on the influence exerted by various members o — 
re - is a mini- Te PO ee ee a the family. Also in the number of people who are present at time of purchase: 
; ee lines we can expect the average price to be Total 
substantially higher than prewar . . . number of Re 
allowing plenty of margin for inclusion of people t 
F. M. and Television in new sets. present Friend 
TYPE OF SET THE at time of Son or and 
PUBLIC WILL BUY purchase Husband Wife H& W Daughter Relation Gift Tor 
REPLACEMENT FACTOR . _ ie Percent of times a a is present tek = 
Yet the public h t ch d its mind sub- ~ Midget........ 1.435 54. 26.5 9.5 0 12.0 J ‘ 
“stantially coin Gs tee Py ry it And the demand originates partly for re- Table model.... 1.400 54.0 26.5 9.5 12.0 9.5 19.0 
intends to buy: placement and partly for use in new Console....... 1.735 66.0 40.0 21.0 8.0 7.0 10.5 , 
— d locations: Combination... 1.855 67.5 40.0 25.0 15.0 5.0 8.0 | 
ing ee Total Portable. . 1265 510 195 60 165 11.0 165 Bra 
or Each Type % Seanad are Riis fasten Liste pi teinl Ne, 
Between Number Answering 100.0 Total...... 1.545 59.0 320 145 10.5 8.5 8615.5 Sh 
—_— My = “a Ow +d = = Mo —— ont ale 4 The number of persons present increases as the value of the set increases. a 
3 i me ; | 
Doesn't know which... .. ree 8.9 Tes 
Console combination. 37.8 36.5 O 
Console. . 34.0 27.5 as 
Table. ... 19.8 20.7 MANY WILL TRADE-IN 
— = . WHO SELLS RADIO SETS? 
vt 95 3.4 And the trade-in feature may become an 
; , important factor in the market. Of those The radio store, department store and furniture store sell nearly 60% of all sets. = 
ho intend to has t f - : 
didn of A eieiieertimaiconias Midget Table Console Comb. Portable Total 
Total Radio store. . . ... 32.0% 23.5% 240% 245% 28.0% 25.0% 
% Music store... ... . a 45 7.0 9.0 6.0 5.5 Ce 
18,700,000 SETS 100.0 Electric app. store..... 105 120 95 135 180 11.0 Tc 
in period between V-E Day and V-J Day people be- Intends to trade in a set......... 82.3 Drug store........... 2.0 1.0 a 2.5 1.0 Te 
" que Giily mame exmendive to ten otoe Gecsesttatendteteds........ 14 Department store...... 18.0 180 180 17.5 140 18.0 Te 
chase of sets Post-war. Does not know ~15) C oke 10.1 Furniture ee 10.0 14.5 22.0 15.5 7 0 16.5 
> Sporting goods store... 2.0 3S 1.0 3.5 —- 1.0 N 
ra And of those who intend to trade Auto supply store..... 3.0 5.5 3.0 3.0 6.0 4.0 rr 
Redio ing «= Number IRS ch eiecnnsis 1.0 5 1.0 —— —— 5 D 
sete VE Dey 2h Se on Se cee Purchase depends on good allow- sis Miscellaneous........ 200 200 145 135 190 175 D 
e vy / A le d Sa seeeeesoecsenvesoctoses . —o citimianiin 
Vd ber” sieensee Tens 10,300000 + ee en SE | RRS 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 7 
Rete ccacewtervesewha . 
There still exists « large and important market. Does not know................ 15.1 Yet the pattern of channel of distribution varies widely with general type of set. 
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T|DEMAND . . . SURVEY SHOWS 


























































cts | revealed by Sylvania radio study 
von be bought as additions to sets already 
he owned, Tomy Ge Deine comm seem IF PROSPECT DOES NOT BUY WHY PEOPLE BUY AT CERTAIN TYPES OF STORES 
the for 56% of the radios, bedrooms 21%, a 
0% kitchen and pantry 12%, and all other _If your prospect does not buy while he is in The reasons why people buy a certain type of stores instead of other types 
‘ locations about 11%. the store—here are the reasons. 
hile Total Reason Total Group A GroupB GroupC Group D 
H Plenty of Trade-Ins Reason % sisi ih a ‘ pe % % > 
i ' J 00.0 00.0 100. 
he Nearly 60% of all new radios, ac- es pen en 246 146 ‘a 2 - 8 29.0 
age cording to Sylvania’s research expert, Didn't like the ones seen........ 37.8 rt hae aa 157 e70 00.7 160 99.1 
for will probably be sold through radio, Model or style not available..... 31.8 Tk a d ie ‘ke pe oN eae : , 7 ‘ : 
1 in department and furniture stores. About Too expensive...............-. 28.5 . | wr a ag qe 12.5 19.1 17.7 13.4 1.7 
82.3% of the people making new pur- Didn't have any radios.......... 25.8 encase eee o je 73 we P 
ntly chases will trade in their old sets. Made a better deai elsewhere.... 23.5 Ne pa ; bemaae ants oy a ay pay py 
b Nearly a third say that their purchases Preferred radio seen elsewhere.... 21-2 Boushtfromatriend (secondhand) 52 1.1 £420 48 811 
will will depend a good deal on trade-in Wanted to shop around......... 3.7 Had an account at the store 46 22 3.4 3.1 19 
<—_ allowances. Automobile drivers want Hed no credit there............ 1.4 Gun nck... F : 3.0 11 39 30 30 
80% of their cars equipped with radios. ee 42 That is the proper kind of place to F ‘ : , 
Not so sure of himself, however, is 
: . : Don't know—no special reason... 3.2 a ee 2.9 2.2 6.4 3.2 1.2 
Mr. Public when it comes to specify- oo ane Gn Gill bias © eatin exe 
ing what brand of radio he wants. Only *Percentages total more than 100% be- panels te yP 23 3.4 3.0 16 3.0 
3% of the time does he know which cause many people gave more than one = "TT : . . : ‘ 
le make he is going to buy. reason. All other onowers..........0.0 oo. — 1.5 2.6 1.4 
5 Ne Wasn't present and so don't know 9.3 9.0 5.4 8.8 11.7 
D *p 
ercentages total more than 100% because some people gave more than one reason. 
: BRAND PUBLIC WILL BUY Reliability as a reason increases sharply as income decreases. 
4 Only 3 in 10 have decided on brand they intend to buy: Conversely, friendship for dealer decreases as income decreases. 
d Total Group A GroupB GroupC Group D 
% %o % % Jo 
0% enher Anmedes 100.0 100.0 100.0 100.0 100.0 IF THEY HAVE BOUGHT IN STORE BEFORE 
Has a particular brand in And those who have purchased at your store previously have bought this type of 
— mind pa ee PO 30.4 32.3 30.9 30.1 30.3 merchandise: 
Does not have a particular ‘ 
brand in mind.......... 69.6 67.7 69.1 69.9 69.7 Kind of merchandise ys ae 5 A Group B fu Cc - D 
lo 
And there is little change of pattern by income class. Number Answering 100.0* 100.0 100.0 100.0 100.0 
$0 Furniture, floor coverings. ....... 31.4 17.0 20.8 31.9 38.4 
7 Radio, radio parts, phonograph... 15.3 27.6 23.8 14.0 11.2 
REASONS FOR SELECTING BRANDS House furnishings (linens, china, 
Reasons for selecting that particular set (brand, color, etc.) instead of some other set of lamps, etc.).......-.-s scenes 12.0 17.0 10.9 11.2 12.9 
the same generic type: Clothing eceeeceeseeceseeeseeeee 1 1 4 10.6 9.9 1 1 5 1 2.1 
Combination Large equipment (refrigerator, etc.) 10.6 43 13.9 11.0 9.8 
Midget Table Console Table & Console Small electrical appliance........ 9.7 149 168 8.9 6.7 
ift Tone.....-.-00e eee eeee erences 802% 15.6% 11.6% 16.0% Auto accessories (tires, tubes, etc.) 6.7 6.4 4.0 6.4 8.5 
Price... 80.2 71.2 55.6 41.2 Hardware and sporting goods... . 6.4 4.3 5.9 1.9 4.5 
0 Appearance. .... 52.0 45.5 56.4 62.0 Musical equipment............ 1.2 6.4 2.0 8 = 
. Style end color............... £..5 16.4 26.7 28.0 
. SR 20.6 18.5 15.4 20.4 Ps 6h 65.055 kin semen 14.0 10.6 11.9 15.6 12.9 
+ i cao sin pis cabelas Vad 1.6 3.0 2.7 1.8 : 
; Appearance of cabinet........ 8.3 7.6 11.1 12.0 Don't know............++ee0+: 5 1.0 5 7 
_ Brand...........-.---+--se00e. 34.7 51.5 53.9 49.5 * Percentages total more than 100% because some people named more than one 
5 Number tubes................ 8.3 10.8 15.3 15.5 kind of thing. And the pattern by income class tells a story all its own. 
St cc apbae chen 8 6.2 10.5 7.8 **Less than 1%. 
ee 3.3 5.4 9.4 10.0 
i a 8 2.6 3.1 6 
Trade-in allowance.............. ee 1.2 3.4 1.2 
wi a ae oe 108 IF THEY COME BACK FOR OTHER MERCHANDISE 
And if he comes back to buy other merchandise—here is what he wants: 
WHEN SET DOES NOT PLAY Kind of merchandise Total Group A GroupB Group C Group D 
What do people do when their set doesn’t play well? Jo Jo % % % 
Number Answering 100.0* 100.0 100.0 100.0 100.0 
Thing Done — ——- A ~—- . ee 4 c ~~ D Furniture, floor coverings... .. 23.2 5.0 132 266 25.8 
| 0 0 ‘0 aa 
| cy jtcte cnn heehee sade Hegre Te 
Called a repairman. .... eesecees 35.4 53.8 38.8 35.9 30.0 Radio, radio parts, phonograph. = 14.0 27.5 94.2 13.3 7.4 
Took the radio to a repairman... 29.2 27.8 26.9 28.4 31.8 Small electrical appliance........ 9.7 7.5 11.0 8.9 11.1 
Took tubes to repairman for testing 19.9 14.4 20.2 20.8 19.1 Large equipment 7.7 12.5 44 7.4 8.9 
“ a Te icc sweccccccss ; ’ ; t 
Took from out tube Hardware and sporting goods. . .. 6.8 7.5 6.6 7.4 5.8 
and bought replacement....... 6.1 1.0 5.8 5.8 7.4 aie conemaiien oo 59 5.0 33 59 47 
No tube ever hed burned Ae 5.5 1.0 5.0 5.3 6.9 Musical equipment > pallial tail 6 5.0 11 3 7 
| repair radios myself........... 2.9 2.0 2.9 2.6 a Oe ee : . . 
_ <4 have a radio........... 9 cer, cue 1.1 1.2 PE inte ceadwesvaneen 18.5 15.0 17.6 20.7 15.8 
CG on wnceeeben bxese' a —— ° wate 
3 All groups rely primarily on the repair man—but there is a tendency for the lower Don’t know.....-.+++++egerees 6 2.5 6 5 
0% income groups to replace their own tubes. * Percentages total more than 100% because some people named more than one 
* Less than 1%. kind of thing. 
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ESTIMATED MAJOR APPLIANCE 

















ELECTRICAL MERCHANDISING 

presents in the following pages 
its breakdown of appliance markets 
and estimated 1946 sales of major 
electrical devices by regions of the 
country. 

These estimates were made by utility 
company commercial executives from 
158 companies representing 18,295,033 
domestic electric customers in the 
country—62.6% of the 29,215,000 
wired homes in the entire country. 

In addition to the data on estimated 
unit sales of appliances in 1946, the 
regional surveys which follow contain 
information on the number of urban 
and rural customers by companies and 
regions; a comparison of a number 
of appliance dealers serving each ter- 
ritory in 1941 (pre-war), 1945 and 
1946, and data on dealer cooperation 
programs and merchandising plans of 
individual utility companies. 


Estimated 1946 Sales 


H OR the second successive year 


The national summary of estimated 
unit sales of appliances in 1946, per 
1,000 customers, shows the following: 

Sales of 1,439,575 refrigerators or 
97 per 1000 customers; sales of 394,216 
electric ranges or 26 ranges per 1000 
customers; sales of 161,741 electric 
water heaters or 11 per 1000 custom- 
ers; sales of 160,710 home freezers 
or 13 per 1000 customers; sales of 
1,054,408 washing machines or 82 
per 1000 customers; sales of 181,625 
ironing machines or 14 per 1000 cus- 
tomers; estimated sales of 1,787,012 
radio sets or 174 radios per 1,000 
customers; sales of 778,991 vacuum 
cleaners or 66 cleaners per 1,000 cus- 
tomers. 
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These figures, incidentally, are not 
all based on the total of 158 utility 
companies reporting and 18,295,033 
customers they represent. In a few 
cases, individual companies would 
make no estimates on 1946 sales in the 
case of some particular appliance. The 
estimates, however, are based on any- 
where from 78 to 128 utility companies, 
representing anywhere from 10,279,507 
customers as in the case of radio, to 
14,910,527 customers as in the case of 
ranges. While the foregoing represent 
accumulated 1946 sales nationally, the 
regional surveys which follow contain 
similar estimates broken down by re- 
gions and by individual utility compa- 
nies. 


The Dealer Picture 


The national sumrnary table shows 
the number of dealers serving various 
territories for 1941, 1945 and 1946. 
The utilities estimate that there were 
30,240 dealers in their territories in 
1941; 29,300 in 1945; and that 42,196 


dealers will be serving those same ter- 
ritories in 1946. 

The 1946 dealer figure represents 
44% increase over the 1945 figure and 
a 40% increase over the pre-war, or 
1941 figure. In other words, there is 
a rush on to get in on the retailing 
ground floor in appliance merchandis- 
ing—a fact which is amply demon- 
strated by the hundreds of listings 
which have been appearing for the past 
year or more under the “New Busi- 
ness” department in every issue of 
ELECTRICAL MERCHANDISING. Un- 
doubtedly many of these new retailing 
ventures due to inexperience, lack of 
proper financing and other causes, will 
fall by the wayside after the first flush 
of prosperity and the gradual filling 
of the consumer appliance demand 
backlog. 


Utility Merchandising 


Of the 158 utility companies in the 
United States responding to the survey, 
154 companies provided information on 





NUMBER OF DEALERS 
(Utilities Reporting) 











Number of Dealers 
Region 1941 1945 1946 
New England..::.... 927 785 1,433 
Middle Atientic..... 6417 6,580 7,928 
East North Central... 6277 5,951 1,667 
West North Cental 2025 2100 3,150 
South Atlentic....... 3168 2865 4049 
East South Central 1265 1,238 2,369 
West South Central 3 3,248 5,568 
Mountain. .......... 2,750 2420 3,082 
Pe eindccesceven 3,581 4,113 6,950 


30,240 29,300 42,196 


UTILITY MERCHANDISING 
154 U. S. companies answered, as follows 





“Yes” “No” 

One Basten, 33. cccccccccecess 13 3 
I cascnenecnatie 11 9 

East North Central.............- 19 5 
West North Central...........-- 20 1 
South Atientic...........6.-055 - 8 
East South Central.............- 3 5 
West South Centval............. : : 
EOE FEE 
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1946—ELECTRICAL MERCHANDISING 


The following 


pages contain esti- 
mates from the nine 
major regions of the 
country on esti- 
mated ‘46 sales, 
utility merchandis- 
ing policy, and the 
number of dealers 
serving the areas 


their own merchandising plans. The 
breakdown of the figures shows that 
94 of these companies or 61% plan 
to merchandise while 60 companies or 
39% will conduct no selling operation 
of their own. These figures differ 
little from last years totals which 
showed 62.4% planning to merchan- 
dise and 29.5% doing no merchandis- 
ing and 8.1% undecided. 

Of the 94 companies planning to 
merchandise, 77 or 81.9% will handle 
refrigerators ; 89 or 94.7% will handle 
ranges; 87 companies or 92.6% will 
sell water heaters; 73 companies—a 
surprisingly large number—or 77.7% 
will sell home freezers; 67 companies 
or 71.3% will sell automatic washers; 
a slightly larger number, 69 companies 
or 73.4% will handle conventional 
washers; 71 companies or 75.5% will 
handle ironing machines; only 15 com- 
panies or 16% plan to sell radio sets; 
64 companies or 68.1% will sell vac- 
uum cleaners and 79 companies or 
84% will include small appliances in 
their merchandising plans. A rela- 
tively small number of companies also 
indicated that they would also handle 
other appliances, such as dish washers, 
clothes dryers, electric blankets, attic 
fans, room coolers and garbage dis- 
posals. 

Whether or not utilities will mer- 
chandise or not, there seems to be a 
pretty complete agreement on the sub- 
ject of dealer cooperation programs. 
The total of 147 companies or 96.7% 
have definite plans for tying in their 
activities with dealers on a cooperative 
merchandising setup; only 5 compa- 
nies or 3.3% indicated that they had 
no plans looking toward stimulating 
sales through dealers. 















SALES IN 1946 BY REGIONS 


ELECTRICAL APPLIANCE MARKET DATA—NATIONAL SUMMARY 













































































































































































5 
DEALER DO you 
NUMBER OF | ESTIMATED UNIT SALES OF APPLIANCES IN 1946, NUMBER OF DEALERS | CO-OPERATIVE PLAN TO 
NUMBER | CUSTOMERS PER 1,000 CUSTOMERS SERVING TERRITORY PROGRAM? | MERCHANDISE? 
UTLITES 
REPORTING |———__——_— 
(Urban & (Figures from 130 
Rural) Refrig- Elec. Water Home Redio Vecuum Utilities) Number Number | Number Number 
Dec. 31,1945 | erators Ranges Heaters Freezers Washers lroners Sets Cleaners| 1941 1945 1946 Yes No Yes No 
} pisos at hoes 
NEW ENGLAND 
no eter 1 145,000 69 34 10 7 69 5 34 150 100 200 1 1 ves 
New Hampshire 3 104,600 89 29 5 7 53 5 14 110 62 300 3 3 Ge 
Vermont... EES 1 38,000 | 79 26 7 ben 53 9 ae 26 107 80 125 1 1 wre 
_ OSES See 7 553,667 61 17 4 4 ” . 47 18 193 228 368 7 “ 1 
Connecticut 4 377,384 | 118 34 16 20 106 40 336 95 367 315 440; 4 2 2 
TOTAL NEW ENGLAND. . 16 | 1,918,651 | 9% 31 12 14 81 22 317 57 927 785 1,433 | 16 ae 3 
fl 
MIDDLE ATLANTIC 
oe io ct se aancn'’ a | 1,114,985 69 17 4 a 55 4 137 44 1868 1,976 2355/ 7 1 4 a 
No occncx niiwewes 3 | 1,033,234 48 13 7 4 50 5 90 42 1,282 1,264 1,588 3 2 1 
Pennsylvania... . 9 1,922,344 | 105 22 - 10 101 13 193 78 | 3467 3,340 3,985| 9 5 4 
TOTAL MIDDLE ATLANTIC 4,070,563 89 19 5 9 75 10 157 57 | 6617 6,580 7,998 | 19 1 | 4 9 
| 
EAST NORTH CENTRAL 
F a 7 882,199 | 106 27 9 13 101 21 184 97 772 535 939, 7 _ 5 g 
Indiana. = 4 393,455 | 169 46 23 19 191 23 61 149 = «683 835, 4 ay 2 
Ilinois..... 3 1,090,470 | 108 18 4 - 57 10 200 69 1,567 1,995 2945, 3 | 3 1 
Michigan... .. 5 1,215,080 | 108 29 7 3 19 9 138 55 1424 1145 1557) 5 oe , 
Wisconsin... .. 5 526,916 | 128 28 19 16 396-115 19 197 97 1,765 1,593 209) 5 . 
TOTAL EAST NORTH CENTRAL 24 4,108,120 | 112 25 9 8 83 13 173 72 6277 5,951 7,667) 24 . | 9 5 
WEST NORTH CENTRAL | 
Minnesota.......... 5 493,900 26 15 8 4 13 2 201 9 360-316 502 5 5 ; 
Os ac a cikpiks 4 281,415 64 22 17 13 59 10 15 33 270 0239 481 545| 5 | 6 i 
Missouri............ 4 595,017 | 58 17 5 14 43 6 98 54 985 885 1,385, 4 : ol 
South Dekota.......... 1 20,413 | 196 98 49 49 196 24 245 49 100 225 300| 1 ; 2 a 
Nebraske........... é 2 89,678 | 169 18 12 67 123 3 294 16 mk 2 | ee 
Th | ean 3 136,477 | 101 15 6 3 121 12 49-269 97 310 193 418 3 a 1 

e ieteidiliedesietinmehernanan ae — - ———— ee EE ee en 
that | TOTAL WEST NORTH CENTRAL. 21 1,616,900 60 18 9 13 45 6 136 38 2025 2100 3,150| 20 20 1 
plan a aH Sei io, ore ee seine | i 
s or SOUTH ATLANTIC | 

, ee , 1 44,616 90 12 9 4 112 11 67 22 32 35 so; ... 1 
tion Maryland te 3 412,330 | 104 18 5 10 78 5 102 51 377-267-395 1 1 
iffer District of Columbia... .. 1 198,300 | 70 17 1 3 22 11 397 20 | 184 184 950 1 Sa 1 
hich Virginia... .... ois 4 303,000 66 20 7 5 33 165 83 600 750 1,000 1 ae 1 
West Virginia........ 1 130,500 31 3 less than 1 3 43 5 38 46 200 150 225 1 1 ia 
nan- North Carolina..:...... 1 128,960 78 23 12 2 86 7 31 16 600 300 500 1 e 1 
dis- South Carolina 2 65,000 35 15 7 36 32 7 164 17 | 60 44 «194 2 1 1 
Georgia. 3 289 762 178 47 30 17 63 8 262 68 | so331 272 470| 3 y 1 
j Florida. . 4 363 | 129 52 29 31 36 6 9 24 | #784 «6863 «1035, 4 = 3 
r to — eaten <j ice ARRANCAR tame To ia i — —eeeee———————eee—eeeeeee 
a dle TOTAL SOUTH ATLANTIC 17 1,872,831 | 98 27 13 10 52 6 173 43 3,168 2865 4049| 15 - | @ “ 
: ssid oe: = — iasunenetitinstnstniagenill itiaittastiniieia ited ia SSS SSS ee Se 
ndle 
will EAST SOUTH CENTRAL 
Kentucky........... 2 218,060 | 145 33 6 eia 84 6 200 65 426 «395s 2 ‘ne oo 2 
s—a Tennessee.......... .. 4 164,370 | 298 60 31 16 157 13 326 68 259 337 403 4 4 1 3 
7 Mississippi............ 1 43,000 93 28 12 9 35 ’ 116 12 | 80 126 141 1 1 = 
salons Alebema........... 1 | 176,467 35 32 24 ; 20 1 61 3 | 500 450 1,200 1 } 1 
. _ —— = ———E — ee ————$_____— —— - —_ —— 
ers; TOTAL EAST SOUTH CENTRAL... _ | 6 601,897 | 129 “1 21 15 82 . 182 39 | 1965 1,938 2369) 8 we 3 5 
nies , y a> ae ve oe | oe eee q , x 
onal WEST SOUTH CENTRAL 
will 1 a can vounse0s wey Se 1 127,600 95 22 6 19 47 : 94 | 600 800 1,250 1 bas 1 
= ~=eeeaanae : 3 191,700 | 119 13 3 5 120 # 193 17 | 542 418 778 2 2 5 
-om- Oklahoma... .... 3 288,700 | 111 16 1 28 78 12 185 | 680 420 940 2 2 
sets; Rae 9 799,877 | 107 12 * 11 70 a 182 56 1,808 1,610 2600 9 = 6 2 
vac- j TOTAL WEST SOUTH CENTRAL 15 1,407,877 | 108 14 4 15 71 9 173 47 | 3630 3,248 5,568) 14 ber - 6 
; or . a a Se | — —e . “ nie ame ae ed 
‘s in MOUNTAIN | 
rela- MEEs cincdncsnescansns 1) 75,672 | nae a Rees ee ' | 1102 89800 1,150, 1 ine 1 
pret Idaho. 1 69.000 | 166 93 45 10 116 a 38 | 6410 469 519; 1 1 sole 
ME So csecescs. 1 3,710 | 54 27 13 53 27 54 7 | 6 4 14 1 1 
indle I iiss occas CaaS 3 166,770 | 59 12 12 4 35 4 98 12 150 153 188 2 1 2 
hers New Mexico.: ...... 1 1,686 | ; ae vais ; wig | 10 10 13 | : 1 cate 1 
he Arizona ~ 2 55,150 | 98 14 6 cy 100 - 112 84 | (190 175 200 1 ; cn 1 
attic «ae 4 | 130,974 ; : 812 750 900 3 1 1 3 
dis. Nevada..... 2 21,662 | 143 106 65 18 285 25 121 50 70 59 98 2 Bi wis ¥ 
TOTAL MOUNTAIN 15 524,624 | 127 62 33 10 103 9 158 46 2,750 24290 3,082| 11 3 | 5 8 
mer- — — ————__——_—_—. ———$_____—_—__—_——— Sa a 
be a PACIFIC | | 
sub- ee 5 509,193 62 62 52 11 107 20 208 67 569 420 645 5 ba 4 1 
ams . MES Giigiesien cence’ . 294,445 69 58 35 9 25 20 100 82 464 385 893 5 dp) 6 
5 7% California........ 1 2,069,932 | 104 31 7 29 159 42 197 134 | 2548 3,308 5,412) 10 q | g » 

0 anaes ses — $$$ —__—— —|—_____—____ Ce 
their © TOTAL PACIFIC..... on sf 22 2,873,570 95 cy] 17 24 836139 39 «195 127 | 3,581 4,113 6950| 20 1 6 15 
ative z sens a ee ee, ery! ~~ Chi (ie eRe hy’ 
mpa- TOTAL UNITED STATES.. me 158 18,295,033 7 26 11 13 82 14 174 66 | 30,240 29,300 42,196 | 147 « | 94 60 
had Se 2 137,000 a2 17 9 1 44 3 «153 23 144 24126), = @ 
ating ee geek ok 1 47000 | 213 106 85 21 213 34 439 46 53 Pe sa oe 1 
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Get in touch with your Westinghouse radio distributor today 
and make a date to see and hear these fine instruments. Home 


Radio Division, Westinghouse Electric Corporation, Sunbury, 
Pennsylvania. 

















THE 
AMAZING 
NEW 


PLENTI-POWER 
CIRCUIT 


THE CONCERT GRAND 


An automatic radio-phonograph in an exquisite bow front 
crotch mahogany veneer cabinet. The exclusive PLENTI- 
POWER CIRCUIT gives this moderately priced 7-tube in- 
strument 10 watts 
of undistorted out- 
put—more than 
most 12-tube sets 
had pre-war... extra 
large record storage 
space .. . six electric 
push buttons ... 
tuning eye... single- 
button control au- 
tomatic record 
changer . . . continu- 
ously variable tone 
control . . . built-in 
loop antenna .. . 7 
tubes including rec- 
tifier. Standard and 
Shortwave Bands. 


RADIO’S FIRST NAME 


























TH E DU O Lift out the 


A revolutionary new radio-phonograph with radio... 
an automatic record changer and a slide-out 
carryabout radio that can be used anywhere in 








the house! The low slung, compact, air-stream 













cabinet is in beautifully marked mahogany 











veneer .. . the automatic changer is operated 
with a single button—it is simple and will 







stay in adjustment . . . built-in loop antenna 
- continuously variable tone control . . . 
6 tubes, including rectifier . . . Standard Band. 

















TUNE IN: John Charles Thomas, Sunday, 2:30 P.M., EST—NBC 
Ted Malone—Monday through Friday, 11:45 A. M., EST—ABC, 
Westinghouse—maker of 30,000,000 home appliances 


THE LITTLE JEWEL 


Only 914"x6"x6". Never before has such perform- — 
ance been packed into a set of this size. It’s a % p 


otal 








2 radio in capsule form—with power out- 5 vd 


you'll have to hear to believe . . . air- 


a 


teabinet in ivory or pastel green plastic 


old satin finish metal . . . completely 


at EE. tte 


and styled on all sides . . . retract- 
g handle . . . built-in 
- » - 6 tubes including 


ee ee 





Never before has yy! 
such performance IN 
been packed into a IN 


set of this size. 



























The exclusive Westinghouse a 
PLENTI-POWER CIRCUIT pro- SSM 


vides the extra reserve of power you need 





for true-to-life performance. For example, it 
gives the popularly priced 7-tube Westinghouse sets 
more undistorted output than most 12-tube sets had 
oa pre-war. And the Westinghouse 14-tube instruments have 


. ‘ Sosmall...sosmart 
nearly twice as much undistorted power as comparable pre-war 











2-80 easy to carry, 
it can be used in 
every room. 







sets... 17 watts of flawless output that reproduces the program 
with the full brilliance of completely natural tone. 
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THE FM CENTURY 


The finest reception of FM, AM, and 
Shortwave—at the lowest possible 
*cost! You can’t buy finer radio engi- 
neering at any price. The exclusive 
Westinghouse PLENTI-POWER 
CIRCUIT provides 17 watts of un- 
distorted output . . . the full power 
you need for full-color reception . . . 
rich mahogany veneer cabinet . . . 
tuning eye . . . six electric push but- 
tons .. . 14 tubes, including rectifier. 
FM, Standard, Shortwave and fac- 
simile bands. 


THE SYMPHONIC 14 


A magnificent musical instrument... a 
masterpiece of cabinet craftsmanship! 
The exclusive PLENTI-POWER CIR- 
CUIT gives this instrument 17 watts of 
undistorted power . . . true-to-life FM 
that only the finest engineering can pro- 
vide ... the most dependable automatic 
record changer ever built . . . entire 
width of cabinet is available for record 
storage space .. . hand-rubbed crotch 
mahogany veneer finish, 14 tubes includ- 
ing rectifier. FM, Standard and Short- 
wave Bands. 


, 


— silent iis la 





6 to 10 times the record 
storage space as in the 


. same size pre-war cabinet. "4 
: Westinghouse eat 


RADIO TELEVISION . 






! 
| 
! 
| 
l 
! 
l 
| 
t 
l 
l 
l 
l 
| 
l 
t 
{ 
I 
! 
i 
f 








... New Maytag Master Model E and a full 


new line to meet every pocketbook. 


... backed as always by Maytag powerful 


national advertising. 


...and big SURPRISES on the way... real 
money makers for you. 
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Nail down your Maytag franchise now. If you are not 
already a Maytag dealer, it is possible that one of those 
profitable Maytag franchises may be available in 

your territory. Write the Maytag Company, Newton, lowa. 
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N the New England area 16 utility 
companies, representing 1,218,651 
domestic and rural customers, re- 
ported on estimated unit appliance 
ales for 1946, saturation, number of 
ealers servitfg the territory, and their 
wn merchandising plans. 


ESTIMATED 1946 SALES 


Oi these 16 companies, 14, serving a 
total of 761, 651 customers, estimated 
1946 sales for major appliances in all 
ategories. The figures show projected 
ales of 72,898 electric refrigerators, 
r 96 refrigerators per 1,000 custom- 
ers; 23,450 electric ranges, or 31 per 
1,000 customers; 8,795 water heaters, 
r 12 per 1,000 customers; 9,120 home 
reezers, or 14 per 1,000 customers; 
61,600 washing machines, or 81 per 
1,000 customers; 17,130 ironers, or 22 
per 1,000 customers; 61,100 radio sets, 
r 317 per 1,000 customers; and 38,120 
vacuum cleaners, or 57 cleaners per 
1,000 customers. It should be noted 
that some companies did not give fig- 
ures on all the appliances, but the 
totals represented are based on an 
wverage of 12 to 14 companies, with 
the exception of radio, on which only 
three utilities reported. Most of these 


(Cadtenst on tens One of those New England villages which have become part of the American Legend; this is East Corinth, Vermont. 
€ Oo age Oc 





ELECTRICAL APPLIANCE MARKET DATA—NEW ENGLAND REGION 


























| 
Number | 
of Aver. NUMBER |DO YOU 
| Custom- | Kw.-Hr. DEALERS PLAN TO 
| ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1946 SERVING MER- 
(Urban & | sump- TERRITORY CHAN- 
Rural) | tion DISE? 
Elec- Water Washers 
Dec. 31, Refrig- tric Heat- Wash- lroners Radio Vacuum Refrig- Water Home lroners Radio Vacuum 
1945 1945 | erators Ranges ers ers Sets Cleaners| erator Ranges Heaters Freezers Autom. Conv. Units Sets Cleaners | 1941 1945 1946| Yes No 
| % % % % % % % Units Units Units Units Units Units Units Units 
MAINE } 
Central Maine Power Co... ..| 145,000 1,020 39 16 45 ‘ , os 10,000 5,000 1,500 1,000 4,000 6,000 750 5,000} 150 100 200 x see 
| 
NEW HAMPSHIRE | 
New Hampshire Gas & Elec-| 

tric Co. 9,300 1,190 | 60 30 5 70 10 98 8s | 500 300 60 50 300 200 50 200; 25 S ie <«e 
Public Service Co. of N.H. ..| 91,000 | 875 48.1 15.7 3.2 . P . | 8,338 2,575 485 1,200 3,600 460 1,200 75 50 225 x _— 
Demy Electric Co. 4,300 800 70 15 1 75 5 100 80 | 500 150 25 50 25 200 25 100 10 7 15 * ove 

} 

VERMONT } 

Central Vermont Public Ser- | | 
vice Corp... . 38,000 | 1,080 70 22 4 65 a ° 60 3,000 1,000 250 2,000 350 1,000, 107 80 125 x wee 

MASSACHUSETTS | | 
Boston Edison Co..... 345,000 | 940 56.5 5 ‘ 55.7 ° 93 49 CO : ' : , . _ , x ove 
Brockton Edison Co... 40,600 1,095 58.1 19.8 44 ‘a - owe F | 2,000 500 200 50 2,000 100 750 50 50 150 x ome 

New England Gas & Electric 

Switch....... 112,000 850 61 5 : 55 3 — 40 | 81 105 130 7 ae 2 
Fitchburg Gas & Electric L ght 

Co... 12,707 722 65 2 5 75 5 98 70 800 100 25 100 200 600 200 600 500 22 28 28 x nil 
Westem Mass. Elec. Co., | 

Northern Div... . .. 24,100 | 1,150 | 55 27.5 ° ° ° ‘ 2,500 800 25 150 400 600 200. ; 29 25 31 » & 
Plymouth County Electric Co.| 18,000 . | 70 20 2 65 2 ose 35 | 360 225 715 100 50 200 oo ui 60 8 15 19 x = 

town Light & Power 

ch... 1,260 ‘ | 70 40 15 50 25 one — 200 50 25 20 25 50 10 10 3 5 10 . ° 

| 
CONNECTICUT 
Danbury & Bethe! Gas & Elec. 

Lt. Co. | 11,248 900 +75 30 5 30 5 90 90 1,000 300 100 200 300 150 50 500 300, 12 15 20 x _ 
Hartford Electric Light Co. 70,136 1,504 70 20 45 ‘ - 100 sats 8,500 2,000 900 400 1,000 5,000 500 | 100 60 100 . x 
United Illuminating Co......| 127,000 | 1,040 | 73 10 3 58 6 e 68 15,200 3,450 1,125 2,000 14400 7,100 7,400 19,000 80 100 120 . x 
Conn. Light & Power Co. 169,000 | 1,372 | 77 13 5 63 8 95 80 20,000 7,000 4,000 5,000 6,000 6,000 7,000 60,000 10,000) 175 140 200/ x... 

i - 
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WIDE OR NARROW NECK 


DE LUXE GLASS 
COFFEE VAC 


HAND DECORATED 


HE war is won!... now... 
product by product, White 
Cross Electric Table Appliances 
are marching back, greater than 
ever. Now available are the 
smart, convenient, gas or electric, 
wide or narrow neck Coffee- Vac 
models shown above. 
These efficient and luxurious 
coffee-makers come to you in 
eight cup size only... with 
platinum banding... wide-neck 
models complete with hinged 
decanter cover and double-purpose top cover with funnel 
holder of attractive, durable bakelite ... Specially designed 
features insure tight seal and perfect vacuum. Full-flavor, 
full-strength every time. Clean, easy, fast filtration... 


THESE ARE NOW AVAILABLE! 


NOTE: Narrow-neck models are similar to 
those illustrated above—but less decanter cover. 


WHITE CROSS Preview 


As materials and facilities become available, White Cross will offer an 
all-star production including our best “performers’’! 


THE AUTOMATIC POP-UP TOASTER 
HIGH SPEED HOT-PLATES 
1000-W LIGHT-WEIGHT AUTOMATIC IRON 
WAFFLE IRONS—SANDWICH TOASTERS 


... And many brand new products for greater convenience, service and 
freedom for America’s homemakers. 


* 
White Cross Delivers the Trend of Tomorrow . . . Today! 
LEADING JOBBERS EVERYWHERE 


New England 





figures represent a slight falling off 
from the projected totals for the coun- 
try as a whole. 


Of the 16 companies reporting, 15 
| estimated the number of dealers serv- 
ing the New England territory. Their 
| catianntes show that in 1941, or pre- 
| war, there were 927 dealers. This 
| figure fell to 785 by the end of 1945, 
| but it is estimated that this year there 
| will be a total of 1,433 dealers covering 
| the area served by the 15 reporting 
| 

| 


DEALERS SERVING TERRITORY 


utilities. 

All of the 16 companies have dealer 
co-operative merchandising plans, ac- 
cording to the reports. The merchan- 
dising plans of the utilities in the New 
England area show that of the 16 
companies reporting, 13 will conduct 
their own selling operation, and three 
will not. The 13 plan to sell refriger- 
ators, ranges, water heaters, and home 
freezers, also vacuum cleaners and 
small appliances; 12 of the: companies 
will handle both automatic and con- 
ventional types of washers, and ironers. 


INDIVIDUAL COMPANIES 
Maine 





The Central Maine Power Co., 
Augusta, Maine, serving 145,000 
domestic and rural customers, with an 
|average annual consumption of 1,020 
kw.-hrs., will merchandise all major 
appliances with the exception of radio 
sets in 1946. They will, however, 
limit their direct selling activities as 
long as goods are in short supply in 
order to favor dealers, as part of 
their co-operative program. They esti- 
mate that 150 dealers served the terri- 
tory pre-war, and that approximately 
100 are in business today, a figure 
which will probably double itself this 
year. They anticipate 1946 sales of 
10,000 refrigerators, 5,000 ranges, 
1,500 water heaters, 1,000 home freez- 
ers, 4,000 automatic washers, 6,000 
conventional washers, 750 ironers, and 
5,000 vacuum cleaners. No estimate 
made on radio sales. Present 
saturation in the territory shows re- 
frigerators, 39%: electric ranges, 
16%; and water heaters, 4.5%. 


was 


New Hampshire 


In New Hampshire, the New Hamp- 
shire Gas & Electric Co., of Ports- 
mouth, Public Service Company of 
New Hampshire, Manchester, and the 
Derry Electric Company, of Derry 
jand E. Jaffrey, representing a total 
| of 104,600 domestic and rural custom- 
ers reported. These three companies 
estimated that their aggregate 1946 
sales will approximate 9,338 refriger- 
ators, or 89 per 1,000 customers ; 3,025 
| ranges, or 29 per 1,000 customers; 


| 570 water heaters, or five per 1,000 


| customers; 100 home freezers, or seven 
———— per 1,000 customers; 1,525 automatic 
washers, or 15 per 1,000 customers; 


NATIONAL STAMPING & ELECTRIC WORKS 


3214 WEST LAKE STREET . CHICAGO 24, ILLINOIS 
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4,000 conventional washers, or 38 per 
1,000; 535 ironers, or five per 1,000 
customers; and 1,500 vacuum cleaners, 
or 14 per 1,000 customers. 
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The three companies reported 110 
dealers serving the territory in 1941, 
of which only 62 were in business in 
1945. It is expected, however, that 
there will be a total of at least 300 
dealers in business this year. All three 
companies plan to merchandise appli- 
ances, and all three likewise have 
some form of dealer co-operative move- 
ment. 

According to John W. Hopley, sales 
manager of the New Hampshire Gas 
& Electric Co., Portsmouth, their pro- 
gram of dealer co-operation will take 
the form of sales helps and advertising 
and display helps. Saturation is esti- 
mated as 60% for electric refrigerators, 
30% for ranges, 4% for water heaters, 
70% for washers, 10% for ironers, 
98% for radio, and 85% for vacuum 
cleaners. 

Merton T. Carter, general commer- 
cial manager, Public Service Co. of 
New Hampshire, at Manchester, re- 
ports that their program of dealer 
co-operation has not yet been formu- 
lated but will cover promotional items 
such as ranges, water heaters, etc. 
Average annual consumption is esti- 
mated at 875 kw.-hrs., and saturation 
as follows: refrigerators 48.1%; elec- 
tric ranges 15.7%; water heaters, 
3.2%. 

Martin H. Golden, general manager 
of the Derry Electric Co., Derry, 
N. H., and E. Jaffrey, N. H., says that 
their policy of dealer co-operation is 
under study at the present time. 


Vermont 


Only one company, the Central 
Vermont Public Service Corp., at Rut- 
land, reported. They serve 38,000 
residential, rural, and farm customers, 
having an average annual consumption 
of 1,080 kw.-hrs. They plan to mer- 
chandise all major appliances includ- 
ing packaged commercial equipment, 
but excluding radio. Dealer co-oper- 
ative policy will embrace maintenance 
of price, salesman training if desired 
by the dealers, and promotional ad- 
vertising. A. H. Allcott, sales man- 
ager of the company, says that esti- 
mated sales for 1946 will be 3,000 
refrigerators, 1,000 ranges, 250 water 
heaters, 2,000 conventional washers, 
350 ironers, and 1,000 vacuum clean- 
ers. Mr. Alcott figures there were 107 
dealers serving the territory before 
the war, of which 80 were left in 
1945, and 125 are anticipated to be in 
business this year. Saturation in the 
territory is estimated as follows: 70% 
for refrigerators, 22% for electric 
ranges, 4% for water heaters, 65% 
for washers, 4% for ironers, and 60% 
for vacuum cleaners. 


Massachusetts 


In Massachusetts seven utility com- 
panies, representing 553,667 domestic 
and rural customers reported. Average 
annual consumption varied from 722 
kw.-hrs. to 1,150 kw.-hrs. in the area 
served. 


(Continued on page 64) 
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BOWL-SHAPED TUB 


Just as a mixing bowl produces fast 
mixing — so the Speed Queen bowl 
tub produces fast washing — gets 
clothes cleaner, quicker. 


SUPER 
DUTY 
ALUMINUM 
WRINGER 


Safety bar: 

(1) releases 
pressure 

(2) disengages 
power 


(3) stops both 
rolls 





DOUBLE WALLS 


Water stays piping hot throughout 
entire washing. ONE fill of hot water 
is sufficient . . . ONE supply of soap. 
Porcelain tub is fully protected. 


tx, 


STEEL CHASSIS 


The Speed Queen tub is nested into a 
steel frame with legs running full 
length of washer, making an excep- 
tionally strong machine. 








Top roll assembly swings out 
when pressure is released— 
providing 23” clearance for 
easy-cleaning of rolls and 
absolute safety. 


The Speed Queen wringer 
really wrings. Four husky 
coil springs inside housing— 
easy to get at — provide 
more than ample pressure. 





1: 


THAT STILL PROVIDE THE PAY-OFF 





AK ii 


SPEED DRAIN 


Single pull opens drain spout — 
single push closes it. No time lost. 
Another aid to fast washing. 


, a 


Single control lever for power 
and pressure. To reset wring- 
er, lever is given a 4 turn 
lift. When it clicks, the 
pressure is reset. 








_ 
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BUILT BY HOME LAUNDRY ‘SPECIALISTS 




















BRIGGS & STRATTON ENGINES 
* PREFERRED POWER ” 
THE WORED OVER 



































































































































EACH year for over a quarter of a 








century Briggs & Stratton has been 











the largest producer of single cyl- 





inder, 4-cycle, air-cooled gasoline 











engines. This continued demand for 











more and more of these engines is 











a tribute to their dependable and 














economical operation—from users, 








dealers and producers of powered 








equipment the world over — and 










also an appreciated tribute to the 
men and women of Briggs & Stratton 
who build them. You can buy 
Briggs & Stratton powered equip- 
ment confident of receiving the 
utmost in engine performance. 


BRIGGS & STRATTON CORP. 


MILWAUKEE 1, WISCONSIN, U.S. A. 
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Boston Edison serves an estimated 
345,000 domestic customers, with an 
average annual consumption of 940 
kw.-hrs. The company plans to mer- 
| chandise most of the major appliances 
| in the post-war, except radio sets, and 
| does not intend to limit their activities 
in favor of dealers while merchandise 
is in short supply. They will, how- 
ever, have an active program of dealer 
| co-operation, which will include ad- 
| vertising assistance in display methods, 
|helping in revamping and moderniz- 
|ing dealer stores, etc. There were 
| approximately 150 dealers serving the 
territory before the war, but the com- 
pany makes no estimate of the number 
|in business this year. Saturation in 
| the territory is figured at 56.5% on 
| refrigerators, 5% on electric ranges, 
| 55.7% on washers, 93% on radio, and 
|49% on vacuum cleaners. 

W. G. Keay, at the New England 
Gas & Electric System, which serves 
112,000 residential and rural custom- 
ers, with an average annual consump- 
tion of 850 kw.-hrs., reports that the 
company will merchandise all major 
appliances, except radio sets. Depend- 
ing on conditions, however, they will 
limit their merchandising activities as 
goods are in short supply, he said. 
Promotional and advertising helps for 
the dealer will be a definite part of 
the System’s program. It is estimated 
that 81 dealers served the territory 
in 1941, whereas 105 were in business 
in 1945, and it is anticipated that 130 
dealers will serve the territory in 1946. 
No estimate is provided on estimated 
unit sales of appliances for 1946. Satu- 
ration, however, is given as follows: 
refrigerators 61%; electric ranges 
5%; washers 55%, ironers 3%, and 
vacuum cleaners 40%. 

At Brockton, Mass., the Brockton 
Edison Company, according to J. E. 
Averett, sales manager, serves 40,600 
residential and rural customers, with an 
average annual consumption of 1,095 
kw.-hrs. The company plans to mer- 
chandise refrigerators, ranges, water 
heaters, home freezers, ironers, clean- 
ers, and small appliances, but no wash- 
ing machines or radio sets. They do 
not plan to limit merchandising activity 
while goods are in short supply, but 
will have a program of dealer co- 
operation somewhat similar to their 
pre-war set-up. Mr. Averett figures 
there were 50 dealers serving the ter- 
ritory before the war, a number which 
had not changed substantially in 1945, 
but he figures will probably treble in 
1946. He estimates that the 40,000 
Brockton Edison customers should buy 
in 1946 some 2,000 refrigerators, 500 
electric ranges, 200 water heaters, 50 
home freezers, 2,000 washers, 100 
ironers, and 750 vacuum cleaners. 
Saturation in the territory is estimated 
as follows: refrigerators 58.1%; elec- 
tric ranges 19.8%; water heaters 
4.4%. 

Going further down the Cape, the 
Plymouth County Electric Co. serving 
18,000 customers, and the Province- 














town Light and Power Co. serving 
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about 1,260 customers, report that 
they will merchandise major appli- 
ances, except radio. Both will have a 
program of dealer co-operation. For 
data on the number of dealers serving 
the individual territories of these two 
Cape Cod companies and for estimated 
1946 sales and saturation, see the 
accompanying tables. 

In Western Massachusetts, while no 
reports were received from Spring- 
field, the Western Massachusetts Elec- 
tric Co. at Greenfield serving 24,100 
residential and rural customers, with 
an estimated average consumption of 
1,150 kw.-hrs., reported through H. E. 
Bailey, district superintendent, that 
they would do no merchandising. They 
will have a program of dealer co-opera- 
tion, which will include advertising 
allowances and an increased program 
of appliance demonstrations. It is 
figured that 29 dealers served the 
territory before the war, that 25 sur- 
vived by the end of 1945, and that 
about 31 will be in business in 1946. 
They expect to sell 2,500 electric re- 
frigerators, 800 ranges, 25 water heat- 
ers, 150 home freezers, 400 automatic 
washers, 600 conventional washers, 
200 ironers in the territory if mer- 
chandise is available. Saturation on 
refrigerators is given as 55%, on 
electric ranges 27.5%. 

The Fitchburg Gas and Electric 
Light Co., serves 12,707 customers, 
with an average consumption of 722 
kw.-hrs. They will merchandise a 
complete line of refrigerators and small 
appliances, but according to E. B. 
Flaherty, sales manager, will limit 
their own direct selling in favor of 
dealers if goods are in short supply. 
They see possible sales in the territory 
in 1946 of 800 refrigerators, 100 elec- 
tric ranges, 25 water heaters, 100 home 
freezers, 200 automatic washers, 600 
conventional washers, 200 ironers, 600 
radio sets, and 500 vacuum cleaners. 
Present saturation is as follows: re- 
frigerators 65%; electric ranges 2%; 
water heaters .05%: washers 75%; 
ironers 5%; radio 98%, and vacuum 
cleaners 70%. 


Connecticut 


Moving south to Connecticut, data 
from W. M. Walsh, merchandising 
manager of the Connecticut Light & 
Power Co., Waterbury, which serves 
169,000 residential customers, with an 
average annudl consumption of 1,372 
kw.-hrs., reports that the company will 
merchandise a full line of major and 
small appliances, except radio sets. 
The company’s selling activities, how- 
ever, will be curtailed in favor of 
dealers to a limited extent if appliances 
are not readily available. The policy 
is not to be “first” in placing equip- 
ment on display for sale. Their dealer 
co-operative program will be similar 
to that carried out previous to 1942 
only the dealer participates in all 
special inducements. The company 
estimates that there were 175 dealers 
serving the territory before the war, 
(Continued on page 66) 
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McGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 
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FREE Z-ALI 
EREEZ-ALI 


The original drawer lyme freezer 


PORTABLE ELEVATOR MFG. CO 


| Sener Eh, ichaeok, Pl aan, bone 
Quolity tince 1899 


Also Makers of PELCO Beverage Coolers 


Sold through distributors of store fixtures, hotel and A 
restaurant supplies and commercial refrigeration 

MODEL 513-CE. All purpose combination beverage 

cooler and food refrigerator. One of the most practical 

coolers ever developed. Chills beverages in the es dis- 

pensing compartment and pre-cools bottles and refriger- 

ates foods in the side compartment. 


Write for literature. 


PORTABLE ELEVATOR MFG. CO., DEPT. 11, BLOOMINGTON, ILL. 


New England 
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a number which fell to 140 by the 
end of the war, but which is expected 
to increase to 200 in 1946. These 
dealers and the utility, it is estimated, 
will account for the sale in 1946 of 
20,000 electric refrigerators, 7,000 elec- 
tric ranges, 4,000 water heaters, 5,000 
home freezers, 6,000 automatic wash- 
ers, 6,000 conventional washers, 7,000 
ironers, 60,000 radio sets, and 10,000 
vacuum cleaners. Saturation is figured 
as follows: refrigerators 76% ; electric 
ranges 13%; water heaters 5%; wash- 
ers 63%; ironers 8%; radio 95%, 
and vacuum cleaners 80%. 

In New Haven, the United Illumi- 
nating Co., which serves 127,000 do- 
mestic customers, with an average 
annual consumption of 1,040 kw.-hrs., 
will not do any direct merchandising, 
according to Laurence A. Dunn, mer- 
chandise manager. They will have a 
program of dealer co-operation which 
will take the form of a strong promo- 
tional program, including direct sales 
helps, demonstrations, and advertising. 
The 80 dealers which served the terri- 
tory in the pre-war had increased to 
100 by late 1945, and are expected 
to mount to 120 in 1946. It is antici- 
pated that these dealers will sell in 
1946: 15,200 electric refrigerators, 
3,450 electric ranges, 1,125 water 
heaters, 2,000 home freezers, 14,400 
automatic washers, 7,100 conventional 
washers, 7,400 ironers, 19,000 vacuum 
cleaners, 1,700 dishwashers, 1,450 
automatic sinks, and 1,500 electric 
blankets. Saturation is estimated as 
follows: refrigerators 73%; electric 
ranges 10% ; water heaters 3% ; wash- 
ers 58%; ironers 6%; and vacuum 
cleaners 68%. 

In Hartford, R. A. Gibson, sales 
manager of the Hartford Electric 
Light Co., which serves 70,136 cus- 
tomers, with an average annual con- 
sumption of 1,504 kw.-hrs., reports 
that the utility will not engage in any 
direct selling but will confine their 
activities to a program of sales pro- 
motional and advertising help to deal- 
ers. It is estimated that 100 dealers 
served the territory in the pre-war, a 
number which fell to 60 by the end 
of the war, but which is expected to be 
back at its pre-war strength in 1946. 
It is estimated that these dealers will 
account for the following sales of ap- 
pliances in 1946: 8,500 electric refrig- 
erators, 2,000 electric ranges, 900 
water heaters, 400 home freezers, 1,000 
automatic washers,;5,000 conventional 
washers, 500 ironérs. Saturation is 
estimated as follows: refrigerators 
70%, electric ranges 20%, water heat- 
ers 45%, and radio 100%. 

The Danbury & Bethel Gas & Elec- 
tric Co., Danbury, Connecticut, serves 
11,248 residential and rural customers, 
with an average annual consumption 
of 900 kw.-hrs. The company plans to 
merchandise, according to F. M. Car- 
ley, Manager Customer Service De- 
partment. In addition, the company 
will have a program of dealer co- 
operation. 
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PAINTED EXPRESSLY FOR CASCO BY THE DISTINGUISHED APTIST, BORIS ARTZYBASHEFF 


Oh To Be On Venus—With the Casco Power Tool Monopoly! 














Raise your sights! Shoot for the stars! This is that hand-sized, easy-to-oper- 
We know exactly how you feel. Some- ate tool that gets into small places— 
times it seems as if interplanetary trav- does fine detail work—works on 
el would be here before that handy, —_ wood, plastic or metal—comes com- 


dandy Casco Power Tool Kit that was plete with 35 attachments that sand, 

such a sensation before the war. drill, saw, engrave, carve, jig, do 
But we'll let you in ona little secret. | anything and everything. The 

We've been re-tooling—we've been __ public eats up this Kit! Believe us, 

scurrying around buying materials — we know! 

the day isn’t too far distant. And now Your jobber will have full details 

there’s the usual pause for station soon. Keep in touch with him. 


identification. Casco Products Corp., Bridgeport 2, Conn. 


watch 


CASCO. 


for new and unusual contributions to better livit.g 
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@ Appliance dealers who want to assure their 
business success in the golden years ahead are 
planning their washer and ironer profits with 


ABC—now! 


For ABC offers a complete line of washers and 
ironers, in sizes and styles to meet every dealer’s 
merchandising need. Some of these efficient, de- 
pendable, customer-winning products are shown 
here, including the sensational new ABC-O- 
MATIC Washer, and the famous ABC-O-MATIC 
Ironer, with its exclusive time and labor-saving 


features. 


There is the ABC “400,” a de luxe cabinet-style, 
wringer-type washer; ABC’s. wonderfully efficient 
spinner washer (Model 177); and several big 
capacity, beautifully styled, wringer-type washers 
(in both electric and gas engine models) with a 
dozen or more outstanding and exclusive ABC 


features . 


Although not all these models are available at the 
moment, production is well under way, and the 


quantities will be stepped up as fast as possible. 


Yes, from coast to coast, better appliance dealers 
are “tying in with ABC.” They know that ABC 
offers America’s most complete line of washers 
and ironers ... built by specialists ... who’ve been 
manufacturing nothing else but fine washers and 
ironers since 1909! Dealers who are looking for 
more sales... more profits... are invited to write 


or wire for ABC franchise information. 


ALTORFER BR BN a 


National Distributors for Canada 


NORTHERN ELECTRIC COMPANY, Ltd. 
HEAD OFFICE MONTREAL, QUE 


Yo 
YR WASHER AND IRONER SALES SUCCESS ASSURED wit) \B 
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THE TINIEST ARVIN — packs a surprising amount of performance—4 tubes, 
including rectifier for AC-DC operation—unbreakable cabinet —at low prices. 
Brown $10.40* Ivory $10.55.* Model 444 

*Prices include tax—slightly higher in Far West. 


FROM THE “lintest 


23 Top Flight Values .. . at prices your customers can . : ’ th 








afford ...in table radios, floor and table combinations, 
battery sets and portables . . . in cabinet styles to please 
every taste ... with top flight performance in every on 
price bracket! 

And Arvin dealer sales help is top flight, too! For ex- 
ample—the full line floor display pictured below is one of 


the most elaborate ever provided the radio trade. 





te 
or 


Life-like in size and in full color —alive with sales in- 
terest—this complete line display enables you to do a 4 ; - 
fast and efficient job of demonstrating and closing sales. 


Ask your Arvin distributor to show you all the many 
radio sales helps in the complete Arvin program of 
dealer cooperation. 


THE FINEST ARVIN—a radio phonograph bination of superb tone qual- 
ity. Features a powerful 12 tube (including rectifier) multi-brand receiver 





—*M, —AM and short wave, plus a deluxe type automatic record changer 
playing 10 and 12 inch records, intermixed. Cabinet in beautifully grained _ 
wainut veneer. Model 1088. 


we 
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HE 1946 appliance market in the 
Middle Atlantic region is re- 
ported on by twenty utility com- 

panies, representing 4,070,563 domestic 

electric customers. 

Of these companies fourteen esti- 
mated 1946 unit sales of appliances as 
follows: refrigerators, 227,718 units 
or 89 per 1,000 customers; ranges 49,- 
556 units, or 19 per 1,000 customers; 
water heaters 13,994 units, or 5 per 
1,000 customers; home freezers 21,- 
687 units or 9 per 1,000 customers; 
washers 145,570 units or 75 per 1,000 
customers; ironers 19,376 or 10 per 
1,000 customers; radio sets 300,135 
units or 157 per 1,000 customers; 
vacuum cleaners at 98,500, or 57 
1,000 customers. 

Of the twenty utilities in the Middle 
Atlantic region which comprise New 
York, New Jersey and Pennsylvania, 
eleven plai to merchandise through 
their own sales organization, and nine 
do not. Of the eleven who do plan to 
merchandise, two of them will handle 
a full line of major and small appli- 
and the remainder will carry 
most of the heavy promotional devices. 

In the Middle Atlantic region, six- 
teen of the twenty companies reported 
on the number of dealers serving the 


(Continued on page 72) 
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Looking 


up the Hudson towards Newburgh from the grounds of the U.S. Military Academy at West Point, N.Y 
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PRESENT SATURATION 


Number } 
of Aver. 
| Custom- | Kw.-Hr. 
ers Con- 
| (Urban & | sump- 
| Rural) tion 
Elec- Water 
Dec. 31, Refrig- tric Heat- 
1945 1945 | erators Ranges ers 
| | &% % % 
NEW YORK 
New York Power & Light! 

Corp. | 210,000 | 1,210 | 72 14 45 
Buffalo Niagara Electric Corp., 278,035 | 1,530 | 67.3 20.5 3.2 
Long Island Lighting Co. 141,000 | 995 64 1.8 4 
Rockland Light & Power Co..| 30,800 860 | 60 4 2 
Central Hudson Gas & Electric | 

Corp... . 70,850 | 1,320 | : : : 
Rochester Gas & Electric Corp.| 131,000 | 1,000 | 84 3.9 1.4 
Staten Island Edison Corp....| 45,000 | 1,100 | 85 12 1 
Central New York Power 

er 208,300 975 70 10 3 

NEW JERSEY 
Jersey Central Power & Light 

Co. 112,500 67.2 6.4 3.1 
New Jersey Power & Light 

Ce.. | 53,734 | 1,288 | 65 10 4.2 
Public Service Electric & Gas 

ities ghepansesesves | 867,000 893 

PENNSYLVANIA | 
Pennsylvania Power & Light! 

Co... | 381,400 900 | 65 14.5 1.8 
Pennsylvania Edison Co. 69,100 960 | 65 14 3S 
Pennsylvania Electric Co. | 170,100 | 1,000 | 63 6.2 3 
Philadelphia Electric Co... ..| 630,500 | 1,310 74 9 4.5 
West Penn Power Co. 225,500 | 1,260 71 11 1.4 
Luzeme County Gas & Electric 

Corp... .. ‘ 34,000 660 | 35 3 ; 
Edison Light & Power Co. . 31,854 | 1,310 | 80 23 2 
Pennsylvania Power Co".....| 50,890 | 1,424) 65 14 2.7 
Duquesne Light Co,........ 329,000 | 1,205 84.8 7 0 








Wash- lroners Radio Vacuum 
Sets Cleaners 


60 1 
75.3 125 
61 10 
60 5 
58 3.9 
604010 
16 7 
30.7 5 
89 5.5 
70 

90 
72 3.1 
1.8 72 
85 

60 ~=—«10 
ss 0s «19.8 


103.9 
100 
100 


95 


98 


100 


95 


128 


120 


128 


57 





Retrig- 
erator 
Units 


5,000 
21,000 
15,000 

2,500 


4,203 


15,000 


5,000 


3,000 


37,000 


16,515 
60,000 
37,500 


2,000 
4,000 


ESTIMATED UNIT SALES OF APPLIANCES IN 1946 


Water 


Home 
Ranges Heaters Freezers 
Units Units Units 
2,500 1,000 300 
7400 1,250 3,000 
3,000 600 2,000 
300 150 
676 239 
1,500 800 1,000 
1,000 500 300 
1,080 700 350 
11000 1,600 8,000 
6600 755 737 
5000 3,000 2,000 
6000 1,600 3,500 
1,500 1000 100 
2,000 800 350 


5,000 5,000 
13,000 
5,250 


1,500 


2,250 
1,000 


1400 


12,000 


1,000 6,000 


350 ©§=61,000 


10,000 35,000 
8,720 
5,000 25.000 


“900 «©: 800 
500 2,000 


250 
300 


750 


150 


4,000 
"9,346 


4,300 


$s: 


Redio Vacuum 


Units 


10,000 
21,000 
60,000 

4,000 


5,000 


25,000 


10,000 
5,000 


90,000 
17,135 


50,000 


3,000 


NUMBER DO YOU 
DEALERS PLAN TO 
SERVING | MER- 
TERRITORY | CHAN- 
| DISE? 
Sets Cleaners 1941 1945 1946) Yes No 
Units 
| 
7,500| 210 185 205 wi, 2 
10,000|1,000 1,200 1,200 x 
9,000' 150 110 275 x 
2,000 ‘ x 
| | 
124 101 130 ; x 
62 70 464150 x 
2,000 22 35 45 
10,000, 300 275 350 | . 2 
5,000| 200 144 250 | i 2 
2,000, 82 120 138 i sae 
1,000 1,000 1,200, x... 
35,000 1,800 1,600 2,000 x 
a+ x 
350 350 400 x ° 
x 
15,000, 861 836 981 i. < 
; | & 
52 4 50 x 
1000, 90 114 129) «x ‘ 
314 400 425 a Val 


} 
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We're just about ready with the most attrac- 
tive and modern line of Lamps and Fixtures 


you ve ever seen. 


New designs have been flowing off the draft- 
ing boards . . . tools and dies are being 
rushed to the production lines . . . and soon, 
very soon, we'll be ready with new model 
desk lamps, floor lamps and clamp-on lamps 
in both incandescent and fluorescent . . . in- 
cluding special designs for the “Circline” 


and “Slimline” fluorescents. 


Meanwhile, partial shipments are being 
made of items described in our No. 47 
catalog. As production increases from week 
to week, shipments will go forward more 


promptly and in greater volume. So, take 





care of your customers’ immediate demand 





from the No. 47 Flyer Catalog. If you don’t 





have your copy, write for it today, 







O AWC Mfg. Co., Decatur, III. 


PIONEERS 





IN LIGHTING EQUIPMENT SINCE 1880 








a 
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Middle Atlantic 





territory. The figures show a total of 
6,617 dealers in 1941, or prewar, 6,580 


|in 1945, and an estimated total of 





9,928 who will be in business in 1946. 
The majority of the companies will 
have some form of dealer-cooperative 
programs. 


NEW YORK 


Eight power companies in New 
York State representing 114,985 cus- 
tomers responded f6 the survey on ap- 
pliance markets with the notable ex- 
ception of Consolidated Edison Sys- 
tem in New York City. The summaries 
on estimated unit sales of appliances 
for 1946 show the following totals for 
the state: 

Refrigerators, 62,703 (6 companies), 
or 69 per 1,000 customers; ranges 15,- 
376 units (6 companies), or 17 per 
1,000 customers; water heaters 4,039 
units (6 companies) or 4 per 1,000 
customers; home freezers 6,300 (4 
companies) or 8 per 1,000 customers; 
automatic washers 11,850 units (5 com- 
panies) or 17 per 1,000 customers; 
conventional washers 26,150 units (5 
companies) or 37 per 1,000 customers; 
ironers 7,200 units (6 companies) or 8 


| per 1,000 customers; radio sets 125,000 


units (6 companies) or 137 per 1,000 
customers ; vacuum cleaners 40,500 (6 
companies) or 44 per 1,000 customers. 


Individual Companies 


The New York Power & Light Corp. 
at Albany, serves 210,000 domestic 
customers with an average annual con- 
sumption of 1210 kw.-hrs., according 
to Ralph Wagner, commercial man- 
ager. The company does not plan to 
merchandise appliances, but will have 
a program of dealer-cooperation which 
will take the form of help in sales 
programs, sales training, etc. 

Mr. Wagner estimates that there 
were 210 dealers serving the territory 
before the war, of which 185 were still 
in business in 1945, and an additional 
twenty are expected to open up in 
1946. He sees the estimated sales for 
the territory ag: refrigerators 5,000; 
ranges 2,500; water heaters 1,000; 
home freezers 300; automatic washers 
5,000; conventional washers 5,000; 
ironers 250; radio sets 10,000; vacuum 
cleaners 7,500. 

Present saturation on these appli- 
ances in the territory is as follows: re- 
frigerators 72%; ranges 14%; water 
heaters 44%; washers 60%; ironers 
1%; radio 95%; cleaners 75%. 

The Rochester Gas & Electric Corp., 
Rochester, N. Y. which serves 131,000 
residential and rural customers with 
the average annual consumption of 
1,000 kw.-hrs., will merchandise a full 
line of major appliances and radio sets 
in 1946 with the exception of vacuum 
cleaners. The merchandising plans of 
the Rochester company, however, ac- 
cording to R. E. Ginna, vice-president, 
will have limited activities in favor 
of dealers while appliances are in short 
supply, and in addition, the company 
will cooperate with dealers through 
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financing, campaigns, sales and servic- 
ing training schools, 

It is estimated that there were 62 
dealers in the Rochester area before 
the war, but that the number will be 
in the region of 150 in 1946. Saturation 
in the territory is figured as follows: 
Refrigerators 84%; ranges 3.9%; wa- 
ter heaters 1.4%; washers 58%; iron- 
ers 3.9%; radio 95%; and cleaners 
64%. 

The Central New York Power Corp., 
with headquarters in Syracuse, serves 
208,300 residential and rural customers 
with an average annual consumption of 
975 kw.-hrs., will not merchandise ap- 
pliances through their own sales force, 
but will have a program of dealer co- 
operation which will embrace adver- 
tising, display, meetings, prospect tips 
etc., according to J. M. Daly, commer- 
cial manager. There were 300 dealers 
in the area prior to the war, and the 
present number of 275 is expected to 
increase to about 350 during 1946. 

Estimated unit appliance sales for 
1946 if merchandise is available is 
estimated as follows: Refrigerators 15,- 
000; ranges 1,500; water heaters 800; 
home freezers 1,000; automatic wash- 
ers and conventional washers 12,000; 
ironers 300; radio sets 25,000; cleaners 
10,000. Present saturation in the ter- 
ritory is as follows: Refrigerators 
70% ; ranges 10%; water heaters 3% : 
washers 76%; ironers 7%, radio 
100%, and cleaners 50%. 

In Buffalo, the Buffalo Niagara 
Electric Corp., according to M. E. 
Skinner, vice-president, serves 278,035 
domestic customers with the average 
annual consumption of 1530 kw-hrs. 
The company will do no merchandising, 
Mr. Skinner stated, but will have a 
program of dealer-cooperation which 
will include advertising, range and wa- 
ter heater installation, and “in-guaran- 
tee” service assistance, sales training 
and dealer contact personnel. 

There were about 1,000 dealers serv- 
ing the territory before the war, and 
there are in the region 1200 in business 
today. 

Estimated unit sales of appliances 
in the territory for 1946 are figured 
as follows: Refrigerators 21,000; 
ranges 7,400; water heaters 1,250; 
home freezers 3,000; automatic wash- 
ers 3,000; conventional washers 13,- 
000; ironers 5,200; radio sets 21,000; 
cleaners 10,000; and food mixers 7,000. 
Saturation in the territory at present 
is about as follows: Refrigerators 
67.3%; ranges 20.5%; water heaters 
3.2%; washers 75.3%; ironers 12.5%; 
radios 103.9%; cleaners 70.8%. 

Central Hudson Gas & Electric 
Corp., which serves 70,850 residential 
customers in the Poughkeepsie New 
York area, whose average annual con- 
sumption now totals 1320 kw-hrs, will 
as usual do no merchandising in 1946, 
according to H. E, Dexter, vice-presi- 
dent in charge of commercial relations. 
Their policy, as in the past, will be 
that of 100% cooperation with dealers 
and all sales will go through dealers. 

There were about 124 dealers in the 
(Continued on page 76) 
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| Large surface 
even for com- 
plete meals, 
roasts, vege- 








High domed 
cover to in- 
crease depth of 
réaster for large 
fowl or for whole 











If it’s a Roaster Range 
It’s a MONARCH 










Convenient 
lifter rack for 
casserole dishes 
and other small 
utensils. 


ss 
By 
Smooth flat top 
for working 
space when 


roaster is not 
in use. 



























We a aa 


ES, there’s real satisfaction in selling a major appliance 

that scores such an instant hit with women... . and is 
so completely beyond the reach of competition. “Your electric 
roaster built right into the top of your electric range.” That's 
an exclusive sales feature that is really making women 
wait for this range... . and hold sales! 


MALLEABLE IRON RANGE CO. 
3816 Lake Street Beaver Dam, Wisconsin 








Volume Production - -> 


CONVENTIONAL WASHER 
1900 WHIRLPOOL “30” has finger- 
touch wringer release bar... 8 Ib. 
dry clothes load capacity ... 
completely welded chassis .. . 
streamlined, white enameled finish 
. . . lock-tight casters to accom- 


modate uneven floors. 


Coming Seon . 





Bae 





IRONER 
1900 Deluxe WHIRLPOOL Ironer 
has full open roll . . . knee control 
. self feeding shoe lip... 
thermostatic heat control . . . self 
adjusting shoe . . 


. lock-tight 


casters ... skirted legs .. . tuck- 


away shelves... arched foot rest. 


Low Cost 


PORTABLE 
1900 “Baby” WHIRLPOOL is ideal 
for apartment use . . . families 
with babies or small children. 
Holds 22 diapers or one sheet 
and pillow case; 6-gallon water 


capacity. Wringer detachable for 


storage in small closets. 


1900 WHIRLPOOL WHIRL-O-MATIC DRYER . . Zudly Automatic 
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WHIRLO- 


Washes --- Soup ee 


> one > ae 
. «thee 





— 


The standard agitator washing principle accepted by 
housewives for 20 years. Complete washing, rinsing 
and extracting in 30 minutes... with ONE dial setting. 
Fast agitator rinse removes soap in 3 minutes...damp 
drying cycle extracts 20% more water than wringer. 


Your Inquiries ate Invited 





- — 
PP gt Oe 
- 


THE COMPLETELY AUTOMATI 


TIC... 


-- Damp Dries 


alld alee < aN 








. 


-~ 


C WASHER 


Big, WHIRL-O-MATIC 16-gallon tub has 8 Ib. load 
capacity. Is rust-proofed throughout . . . streamlined 
for beauty with white baked enamel finish for easy 
cleaning. Quiet in operation yet washes gently but 
thoroughly finest fabrics or heaviest work clothes. 























= ENGINEERS 


A HURDRED 
onpor 


ST. JOSEPH MICHIGAN 
=== MANUFACTURERS 


NINE 


U.S.A. 
DISTRIBUTORS = 
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ORDER NOW - PROMPT DELIVERY 





IDEAL 


Deluxe Electric 





Better, 





Model No. 3 and No. 5 


Model No. 1 (at right) 
STRONG Adjustable RUBBER- 
COVERED ARMS to fit ANY 

CONVENTIONAL CROCK 


Powerful, quiet-running motor, 
with six-gallon capacity, mount- 
ed on a sturdy base. Strong, ad- 
justable, rubber-covered arms 
are quickly and easily adapted 
to fit user’s crock firmly with- 
out vibration or slipping. Ad- 
justable-length shaft has double 
blade, no-splash agitators for 
better, quicker churning. 
GROSS WT. 14 lbs. 


TWO QUALITY PRODUCTS 
PRICED TO SELL! 


Ideal DeLuxe Churns are reas- 
onably priced and solidly built 

high quality products that 
mean new openings for in- 
creased sales. Fill in and mail 
coupon today while deliveries 
can be guaranteed and terri- 
tories are still open. 


John J. Smith 


MANUFACTURING CO. 


ESTABLISHED 1888 
APPLIANCE DIVISION 


McDonough, Georgia 


Stronger Construction 


for TROUBLE-FREE 
HEAVY-DUTY SERVICE 


Ideal Churns are built to last 
longer—churn better. Dependa- 
ble, heavy-duty motors. Smartly 
styled. No gears or oily ma- 
chinery Convenient carrying 
handles. Improved tarnish-proof 
dasher and agitators. Each part 
is precision machined, designed 
for more efficient churning and 
longer life. 


Model No. 3 and No. 5 (at left) 
With 3 or 5 gallon glass jar 
Silent, smooth running 1/15 
H.P. motor. Convenient, rein- 
forced screw top that fits jar 
tightly eliminating vibration, 
splashing and slipping. Tarnish- 
proof adjustable dasher and 
double blade, no-splash agita- 
tor. GROSS WTS. MODEL 

No. 3—21 lbs., No. 5—26 Ibs. 





Model No. 1 


















FILL IN AND MAIL TODAY! 


JOHN J. SMITH MFG. CO. 
Appliance Division 
McDONOUGH, GA 


Check one 





CD Send dealer's price list, information on 
ideal Churns and distributor's name. 


(C) Send me information on distributor's 
franchise in my territory 





SIGNED = 

i 
ADDRESS 
city. 














territory prewar; the number fell to 
101 in 1945, but is expected to rise to 
130 in 1946, 


Rockland Light & Power Co. in 
Nyack, N. Y., serves 30,800 residence 
ind rural customers whose average 
annual consumption is estimated at 860 
kw-hrs. They will merchandise a full 
line of major and small appliances in- 
cluding milk coolers but not including 
radio sets and are not planning to limit 
their own selling activities in favor of 
dealers in the event of temporary short- 
ages. The company reports in addi- 
tion that they will have no program 
of dealer-cooperation, remarking that 
“we compete with dealers on a fair 
Any special concessions—such 
is wiring allowances—also passed on 
to dealers.” 

Chey figure there will be about as 
many dealers serving the territory as 
there were prewar. It is estimated that 
unit sales in the territory will approxi- 
mate the following: Refrigerators 2,- 
500; ranges 300; water heaters 150; 
automatic washers 1,000; conventional! 
washers 1,500; ironers 200; radio sets 
+,000; cleaners 2,000. Present satura- 
tion runs about as follows: Refrigera- 
tors 60%; ranges 4%; water heaters 
4 ironers 5%; radios 


2%; washers 60%; 
| 100%; cleaners 65%. 


1 
yaS1S. 


LONG ISLAND 
| Out on Long Island, the Long Island 
| Lighting Co. serves 141,000 residence 
customers with an average annual con- 
sumption of 995 kw.-hrs. The com- 
pany will merchandise all major ap- 
pliances, but will limit their activities 
on traffic appliances in favor of dealers 
while shortages exist. Their dealer co- 
operative program will include adver- 
tising, home service and display as- 
sistance and sales of appliances to 
dealers at a trade discount. 

There were about 150 dealers serv- 
ing the territory prewar, a number 
which fell to 110 in 1945 but which is 
expected to rise to 275 by 1946, ac- 
cording to W. J. Schmidt, general sales 
manager. Mr. Schmidt’s estimate on 
the number of major and small ap- 
pliances that will be sold in the Long 
Island’s area is as follows: Refrigera- 
tors 15,000: ranges 3,000: water heat- 
ers 600; home freezers 2,000; 





washers 
7,500 (broken down by automatic and 
conventional he figures 30% of the 
7,500 will be automatic and 70% will 
be conventional); ironers 1,000; radio 
sets 60,000; cleaners 9,000; irons 25,- 
000; toasters 12,500; percolators 10,- 
000. Saturation at present is: refrig- 
erators 64%; ranges 1.8%; water heat- 
ers .4%:; washers 61%; ironers 10%; 
radios 100%; and cleaners 65%. 


Staten Island Edison Corp serves 
45,000 customers on the Island, and 
the average annual consumption has 
reached 1100 kw.-hrs., according to 
W.N. Burrell, sales manager. The com- 
pany will merchandise refrigerators, 
ranges and water heaters. According 
to Mr. Burrell, the company has never 
conflicted with dealers lines, and has 
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exclusive franchise on their own lines 
which dealers never had for sale. There 
will, therefore, be no need, he said, for 
them to limit their own activities in 
favor of dealers during appliance short- 
ages. The 22 dealers which operated 
on Staten Island prior to the war are 
expecting an increase of about 45 by 
1946. Mr. Burrell made the following 
estimate on 1946 appliance sales: Re- 
frigerators 4203; ranges 676; water 
heaters 239; automatic washers 600; 
conventional 1400; ironers 250; radio 
sets 5,000; cleaners 2,000. Present 
saturation of these appliances in Staten 
Island -territory is as follows: Re- 
frigerators 85%; ranges 12%; water 
heaters 1%: washers 60%; ironers 
10%; radios 98%; cleaners 50%. 


NEW JERSEY 


Three operating utilities in the state 
of New Jersey serving 1,033,234 urban 
and rural meters reported on appli- 
ance marketing in that state. 

At Newark, the Public Service & 
Gas Co., 867,000 residence 
meters with an average annual con- 
sumption of 893 kw.-hrs., according to 
C. A. Stevens, sales manager of the 
Electric Department. The utility will 
merchandise on major appliances post- 
war, except radio sets, but including 
electric blankets, portable lamps and 
room coolers. They will limit their ac- 
tivities, however, during shortages to 
more display of many items until the 
supply improves. Their dealer-coop- 
erative program includes advertising 
without mention of brand names and 
carrying the notation, “See your local 
dealer.” In addition dealers will re- 
ceive assistance with sales training and 
display. 

There were about 1,000 dealers in 
Public Service Electric & Gas territory 
prewar, a number which is expected to 
increase to 1200 in 1946. No estimates 
on 1946 appliance sales or saturation is 
available, Mr. Stevens said. 

Jersey Central Power & Light Co., 
with headquarters at Asbury Park, 
serves 112,500 domestic meters accord- 
ing to G. A. Parker of the company. 
The utility will do no merchandising 
and their program of dealer-coopera- 
tion has not been completed. 

There were 200 electrical retailers 
operating throughout the territory be- 
fore the war, a number which fell to 
144 by the end of the war, but which 
is expected to reach 250 in 1946. 

The following estimates have been 
prepared on 1946 sales of major ap- 
pliances, provided the merchandise is 
available: Refrigerators 5,000; ranges 
1,000; water heaters 500; home freez- 
ers 300; automatic washers 1,000; con- 
ventional washers 6,000; ironers 750; 
radio sets 10,000; cleaners 5,000. Sat- 
uration of these appliances in the ter- 
ritory runs about as follows: Refrig- 
erators, 67.2%; ranges 6.4%; water 
heaters 3.1%; washers 30.7%; ironers 
5% ; radio 95%; cleaners 57%. 

At Dover, the New Jersey Power 
& Light Co. says there are 53,734 


(Continued on page 78) 
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He unlocked a great future for women—with 37 keys 


MAN named Sholes invented the first practical 

type-writer.“‘I feel,’’said Sholes, ‘that I have done 
something for the women who have always had to 
work so hard. This will enable them more easily to 
earn a living.”” Mr. Sholes was a great prophet. 

Christopher Latham Sholes, a Milwaukee printer 
and editor, and an attorney friend, Carlos Glidden, 
had been working on a machine to number serially the 
pages of books. As they developed their numbering 
machine, they added letters—and there was a writing 
machine. 

In the fall of 1867, they decided they finally had 
something, and staged a demonstration. Before a 
group including a Milwaukee newspaper reporter, 
Sholes sat down at the piano-like keyboard of “The 
Type-Writer” and punched out on the 37 keys (all 
capitals) this bit of history: “C. Laruam SuHo ves, 

' SEPTEMBER, 1867.’’ Those five words became an 
emancipation proclamation for women. 

Not immediately, though. Even if “The Type- 
Writer’ admittedly was ‘‘an ornament to an office, 
study, or sitting-room,”’ would “write more than 
twice as fast as the pen,”’ and “‘made no litter,”’ (as 
its 1875 advertising said) people were skeptical. 
Skepticism wasn’t converted into sales until the 
sewing-machine division of E. Remington & Sons, of 
Tlion, New York, “makers of firearms, sewing ma- 
chines, and farm implements,”’ took over the manu- 
facture of ‘‘The Type-Writer” and began to advertise 


—- 






its specific advantages to lawyers, editors, authors, 
and court reporters. 


More and more Remington typewriter advertising 
kept appearing, and many an up-and-coming business 
establishment began to buy and to boast of its flower- 
decorated Model 1 Remington, fitted to a sewing- 
machine standard, with a “stenographer” in a shirt 
waist busily stepping on the foot treadle that oper- 
ated the carriage return. 


The national brand advertising of the leading type- 
writer makers, from those days to these, has been a 
social force for great good. It has helped to father a 
commercial revolution that changed the whole finan- 
cial outlook for women. It has helped increase family 
incomes. It has helped give business the speed we need. 


All brand advertising always serves us. 


Brand advertising saves for us, too. Without the 
mass demand for good radios created by brand adver- 
tising, good radios wouldn’t have been mass-pro- 
duced, and couldn’t have been sold for $9.95 in 
1941, after averaging $167.50 in 1928. Refrigerators 
couldn’t have dropped their prices $180 in 14 years. ) 
Oil burners might still have cost $625, instead of jj 
averaging $299 after only 16 years of brand advertising. 

Every business brims with examples of how brand / 
advertising serves you and saves you. Count up your 
benefits from it sometime—on a large—very large— 
sheet of paper. ; 
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It happened to JOHNSON & JOHNSON 


35¢ in 1917—but 10¢ in 1945 


The price of nationally advertised Red Cross Adhe- 
sive Plaster dropped 71% from World War I to this 
war. It took the mass demand and confidence in 
quality which J & J's advertising built up to make 
necessary the mass production that inevitably means 
lower prices on all kinds of products. 
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FREE REPRINTS OF THIS ADVERTISEMENT 


One of a series offered as a public service, will be gladly sent 
when requested on your business letterhead from Fawcett 
Publications, Inc., 295 Madison Avenue, New York 17, N.Y. 









FAWCETT PUBLICATIONS, INC. 


WORLD'S 















LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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MANUFACTURER 
WHO WANTS TO BE... 
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| residence customers with an average 


| mestic sales manager. 


annual consumption of 1288 per meter, 
according to D. M. Mounghan, do- 
The company 


| intends to merchandise ranges and wa- 
| ter heaters only, and will limit even 


this activity in favor of dealers if 
merchandise is scarce. While they will 
sell, they will not compete with the 
dealer if he is working on the same 
prospect, and will in addition furnish 
sales assistance on ranges and water 


| heaters if dealers ask for it. There will 


| be approximately 


138 retail outlets 
serving N, J. Power & Light area in 
1946 as compared with 120 at present 
and the prewar total of 82. 

Mr. Mounghan estimates major ap- 


| pliance sales in the area for 1946 as 


| follows: 


Refrigerators 3,000; ranges 
1,080; water heaters 700; home freez- 
ers 350; automatic washers 350; con- 
ventional washers 1,000; ironers 150; 
radio sets 5,000; cleaners 2,000; 
blankets 540. Saturation stands at 
present as follows: Refrigerators 65% ; 


ranges 10%; water heaters 4.2%. 


PENNSYLVANIA 


In Pennsylvania nine operating utili- 
ties serving 1,922,334 urban and rural 
customers provided information on 
estimated 1946 sales and market con- 
ditions in their respective territories. 

Philadelphia Electric Co., according 
to John A. Morrison, managing direc- 
tor of The Electrical Association in 
that city, serves 630,500 domestic me- 
ters with an average annual consump- 
tion of 1310 kw.-hrs. The Philadelphia 


| Electric, as in the past, will merchan- 


dise a complete line of domestic electric 
appliances, but will limit their activi- 


| ties in favor of dealers if the supply is 
| short. Their method of achieving this 





will be to accept only prewar allot- 
ments of appliances to provide for their 
present sales force until such time as 


Phelps Cushing) 
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Pittsburgh's steel mills at night—electricity plays its part here, too. (Photo by Charles 





the availability of stock is more than 
sufficient to meet dealer requirements. 

Their dealer cooperative program 
will include sales assistance, promo- 
tional campaigns and financing for par- 
ticular appliances. 

According to Mr. Morrison, it is 
difficult to know how many dealers 
will be serving the territory in 1946. 
Prior to the war there were approxi- 
mately 1500 retail outlets of all types 
selling appliances. There are several 
hundred additional planning to go into 
the business postwar. 

Mr. Morrison estimates 1946 sales 
of major appliances in the Philadelphia 
area as of December 31, 1944 was as 
follows: Refrigerators 60,000; ranges 
5,000; water heaters 3,000; home 
freezers 2,000; clothes dryers 1,000. 
Saturation is estimated as follows: 
Refrigerators 74%; ranges 9% ; water 
heaters 4.5%; washers 72%; ironers 
3.1%; radios 120%; cleaners 80%. 

In Pittsburgh, the Duquesne Light 
Co. serves 329,000 domestic meters with 
an average annual kw.-hr 
of 1,205. The utility 
chandising through 
according to G. A. Gardner, manager, 
residential They will have an 
active program of dealer cooperation 
which will consist of promotion of ap- 
pliances and lighting, including sales 
training courses for dealers, advertis- 
ing, demonstrations, kitchen and wiring 


consumption 
will do no mier- 
its own sales force, 


sales 


planning service, display and _ sales 
helps. 
There were 314 dealers serving 


Duquesne Light territory in Pennsyl- 
vania prior to the war, a number which 
grew to 400 at the end of 1945, and 
which it is expected will reach 425 in 
1946. Mr. Gardner hesitates to make 
an estimate of 1946 appliance sales, 
with production rather than demand 
the major emphasis at present. How- 
(Continued on page 80) 
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—words and music reproduced 
with picture-clear fidelity... tone 
with all the brilliance of its 
full dimensions—full chromatic 
range, sensitive depth, 
crystal-clear transparency. 


Sk et 


S trobo-Sonic Tone... Super-Clear Reception ... Smart 
New Styling—these are what millions have said they 
want in their new radios and radio-phonographs. And 
these are what Stewart-Warner is delivering, in bigger, 
value-packed measure than ever before! Every Stewart- 
Warner improvement has been tailored to give your cus- 
tomers what they want most. When they come in to 
listen, theyll know! 





—always on guard for pure radio 
enjoyment. Passes programs 
you want to hear, yet challenges 
crackle and hum. Stops fading. 
Distant stations come in 
strong and clear. 
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—no more levers and knobs to 
adjust! Automatic shut-off. 
Won't chip precious records. Plays 
twelve 10-inch or ten 12-inch 
records automatically. 


Models 90014 F and G. 


—the most flexible radio- 
phonograph crystal yet developed. 
Ends volume pile-up and 
blasting. Now combined with the 
Sensitive Jewel-Point Needle. 


—captures even the weakest 
signals with a remarkable affinity, 
yet it repels annoying pops and 
other natural static noises. A 

great war-born 
Stewart-Warner refinement! 


eceeeeeeeeeeeeeeseeeeeeeeeeeeee 








—beautiful new cabinets, 
traditional and modern, in fine 
woods and newest plastics. 





Watch for Stewart-Warner News on FM and Television Receivers 
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ustable-automadic ELECTRIC IRON 
wilh 


... this means that on top of the iron 
isa Mr device, the Thermoscope . . . an exclu- 
sive American Beauty feature that registers in fabric gradua- 
tions the operating temperatures of the ironing-surface. 
The Thermoscope enables the user at all times to tell at a 
glance when the temperature of the ironing-surface is at 
the proper range for the work at hand; be it rayon, silk, 
wool, cotton, or linen 











Ironing temperatures are maintained constant by the 
Thermostat . . . simply set the control lever, on top of the 
iron; the Thermoscope will show when the right heat is 
reached. The selected heat is maintained constant for, 
through intimate contact with the bottom of iron, the 
Thermostat is immediately responsive to the slightest 
temperature changes. 

The advanced features and the dependability of American 
Beauty electric irons will continue to make them the choice 
of discriminating users everywhere. 
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AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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lever, the company made a survey 
among their customers recently which 
shows a projected demand for the fol- 
lowing appliances: Refrigerators 65,- 
800; ranges 19,082; washers (all types ) 
87,185: ironers 52,311; cleaners 71,- 
393; combination radio-phonographs 
142,786; and straight radios 58,562. 

West Penn Power Co., which has 
its headquarters in Pittsburgh, but 
which serves a great many smaller 
communities throughout western Penn- 
|sylvania, serves 225,500 residential 
torent with an average annual con- 
|sumption of 1,260 kw.-hrs. The com- 
pany will do no merchandising but will 
continue their dealer contact organiza- 
tion to assist dealers in training, ad- 
vertising, display, service and special 
promotions. 

There were 861 retail outlets in West 
Penn territory prior to the war. In 
1945 this number had fallen to 836, but 
an additional 145 are expected to open 
up in 1946. Harry Restofski, sales pro- 
motion manager of the company 
|provides the following estimates of 
|major appliance sales in West Penn 
| Power territory during 1946: Refriger- 
|ators 37,500; ranges 6,000; water heat- 





ers, 1,600; home freezers 3,500; auto- 
matic washers 5,000; conventional 
washers 25,000; ironers 4,300; radio 
| sets 50,000; cleaners 15,000. Satura- 
tion is as follows: Refrigerators 71% 
lranges 11%: water heaters 1.4%: 
washers 91.8%: ironers 7.2%; radio 


128% ; cleaners 46.5%. 

The Pennsylvania Power & Light 
Co., which serves 381,400 customers 
in the Allentown, Penn. area, will also 
do no merchandising, according to H. 
H. Brennan, manager of the residential 
| department. Average annual consump- 
tion is now at 900 kw.-hrs. The com- 
pany’s activities among the 2,000 deal- 
ers which are expected to be in busi- 
ness in 1946 will be restricted to ag- 
gressive promotions to create the need 
for appliances. This number of deal- 
incidentally, is some 400 higher 
than the present number now in the 
| territory, and compares with about 
1,800 which served it prior to the war. 
Mr. Brennan’s estimate on major ap- 
pliance sales during 1946 is as follows: 
Refrigerators, 37,000; ranges 11,000; 
water heaters 1,600; home freezers 
8,000; automatic washers 10,000; con- 
ventional washers 35,000;  ironers 
4,000; radio sets 90,000; cleaners 35,- 
000 ; electric sinks, including dishwash- 
ers, 1,000. Saturation at the time of 
writing is estimated as follows: Re- 
frigerators 65%; ranges 14.6%; water 
heaters 1.8%; washers 89%; ironers 
5.5%; radio 128%; cleaners 79%. 

At Altoona, the Pennsylvania Edi- 
son Co., according to Robert A. Mat- 
thews, sales manager, serves 69,100 
residence customers whose annual av- 
erage consumption now stands at 960 
kw.-hrs. The utility will do no mer- 
chandising through their own sales de- 
partment, and will confine their activi- 
ties to a program of dealer-cooperation 
which will include sales promotion, ad- 
vertising and whole or partial range 
'and water heater wiring subsidy. 


ers, 
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The Pennsylvania Electric Syste: 
with offices at Johnstown, Penn 
serves 171,100 residential and rura 


customers whose average annual c 
sumption has now reached 1,000 kw. 
hrs., according to C. H. Edlund, Comp- 
troller. The utility will merchandise 
all major appliances and radios post- 
war. 

The 350 dealers which served Johns. 
town area before the war are expected 
to be augmented to 400 in 1946. Mr 
Edlund estimated the major appliance 
sales for the year 1946 in their terri- 


tory to be about as follows: Refrigera- 
tors 16,515; ranges 6,600; water heat- 
ers 755; home freezers 737 ; automatic 


and conventional washers 8,720; iron- 
ers 2,346; radio sets 17,135; mixers 
2,400; roasters 1,584; water pumps 
1,015; clothes dryers 450 

Pennsylvania Power Co. serves 50,- 
890 residence and rural customers in 
the Newcastle, Penn. area with an 
average annual consumption of 1424 
kw.-hrs. per meter. The company will 
merchandise all major appliances in- 
cluding air conditioning, commercial 
refrigeration and dishwashers, but will 
limit their activities while appliances 
are Dealers will get a propor- 
tionate share of major appliances and 
almost an entire supply of small ap- 
pliances until sufficient quantities are 
available to permit dealers to have ade- 
quate stocks. 

Approximately 90 dealers served the 
territory before the war and the num- 
ber will reach 129 by 1946. Estimates 
on major appliance sales for 1946 in 
the area follow: Refrigerators 4,000; 
ranges 2,000; water heaters 800; home 
freezers 350; automatic washers 500; 
conventional washers 2,000; ironers 
600: radio sets 3,000: cleaners 1,000: 
lishwashers 200. 

At Wilkes Barre, Luzerne 
County Gas & Electric Corp. 
43,864 residence and rural customers 
with an average annual consumption of 
660 kw.-hrs. The company merchan- 
dising will be limited to refrigerators, 
and water heaters and 
these devices will not be sold while the 
supply is short. No estimates are avail- 
able, according to E. S. Zuck, sales 
manager, on the number of dealers 
serving the territory, or the estimated 
volume of appliance business which 
will be done in 1946. 

Edison Light & Power Co., 
York, Penn., area, and has 31,864 resi- 
dence customers with average annual 
consumption of 1310 kw.-hrs. The com- 
pany will merchandise all major ap- 
pliances and will cooperate with deal- 


scarce. 


the 


serves 


ranges even 


ers with advertising and promotion, 
according to C. E. Stees, new business 
manager. 


There were approximately 52 deal- 
ers in the territory before the war, and 
that number is expected to be about 
the same during 1946. Estimates on 
1946 major appliance volume for the 
York territory are as follows: Refrig- 
erators 2,000; ranges 1,500; water 
heaters 1,000; home freezers 100; auto- 
matic washers 200; conventional wash- 
ers 800; ironers 30. 
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Stokol, one of the big names in the stoker busi- 
ness, is launching its greatest of all programs. 


Products are ready. They’re the best Stokol 
stokers ever—fully in keeping with the long- 
term Stokol policy of giving the American public 
the best stokers money can buy. Production 
lines are humming. 


Stokol dealers are sharing in a big profit op- 
portunity. With domestic, commercial and in- 
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dustrial stokers—bin feed and hopper models 






















Cut yourself in on this 


BIG STOKOL 
Profit Opportunity 


burning all types of coal—they meet practically 
every stoker requirement. Stokol is backing its 
dealers with a most aggressive sales and ad- 
vertising program... PLUS the word-of-mouth 
advertising of 140,000 Stokol users. 


Some territory is open. We invite you to investi- 
gate this big Stokol profit opportunity by 
mailing the above coupon today. 
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COMING SOON! The new 1946 EASY 
Cabinet Ironer. Another of the BIG 
things EASY has planned for its 
dealers this year. Another item that 
will round out Easy’s line of home 
laundry equipment and one that 
will make more money for you. 


ALMOST HERE... The new portable 
Easy Whirldry. A full-fledged wash- 
er in its own right for small washes, 
baby’s clothes, “extra” things. In a 
nation-wide survey, 58% of women 
who already own washers told us 
they want this machine too! 





THE EASY AUTOMATIC 
WILL BE THE BEST 
AUTOMATIC 
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{Our Head Off! 


1. To get you merchandise 





e To get you dollars 


@ DON’T let the picture fool you. EASY is using its 
head and using it plenty, figuring right along the line 
of, 1) How to get you machines; 2) How to get you 
profits in 1946. 

We don’t need to tell you how EASY has always led 
in aggressive merchandising. Remember the “Jubilee 
Spindrier Promotion”? The “Miracle Minute Demon- 
stration Promotion” which jumped Easy’s average 














“Laundry Clinic”? Those were just a few EASY pro- 
motions designed to pull traffic into your store and put 
dollars into your pocket. EASY’s retail-minded think- 
ing more than ever centers around your cash register. 


: unit of sale 36% higher than the whole industry. The 


You've already seen the Store Layout Plans for build- 
ing displays that demonstrate. Are you started yet with 
yours? You've seen the Sales Training Turnover. It’s 
really something! Don't wait for volume shipments be- 
fore you use it. Then there’s the booklet “How To Get 
: Back in the EASY Washing Machine Business."” Are you 
studying your copy and putting it to work? It’s loaded 
with things you can do right now. 








EE 














EASY is figuring on 1946 being the biggest year in 
history for EASY dealers. We're going to get you 
merchandise. We're going to do everything we can 
to get you dollars. We’re working our head off! (You 
work your head off, too, and we'll all make money!) 
Easy Washing Machine Corporation, Syracuse, N. Y. 





Dealers who want 


dollars... push... 





WASHES MORE CLOTHES FASTER 
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— 1946 MAGAZINE advertising 
puts 182,669,000 messages before the 
eyes of able-to-buy families in every city, 
town and rural area in the country. Each 
message carries a direct demonstration 


of product features that only Crosley 
dealers can offer. 


Behind these messages are the new 
Crosley products. In engineering, design 
and mechanical excellence this line sets 
new high standards—a challenge in sala- 
bility and performance to the entire 
electrical appliance industry. Crosley has 
it! Wise dealers know it! 

















IT’S EASY to see that the SHELVADOR®* avoids much 
Crosley Suetvapor* of the food shuffling and 
makes twice as much food chances of tipping and 
get-at-able in front row spilling because it puts the 














space. That means only 
half the shuffling of foods. 
*Reg. U.S. Pat. Of. 


foods most often needed 
in front row space at your 
finger tips. 


THIS ELIMINATES many a clean-up job occasioned by 
t_pped-over foods. Every clean-up costs time and 
money plus the loss of cold air through the open door. 


RANGES HOME 


LAUNDRY KITCHEN SINKS 


+ 


foe ari 


THE CROSLEY CORPORATION, CINCINNATI 25, O. 


REFRIGERATORS : HOME FREEZERS : KITCHEN SINKS AND 

CABINETS : RANGES : LAUNDRY EQUIPMENT : RADIOS 

RADIO PHONOGRAPHS : FM : TELEVISION : SHORT WAVE 
ELECTRONICS : RADAR 


FREEZERS EQUIPMENT AND CABINETS HOME OF WLW—“THE NATION'S STATICN” 
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N the rich East North Central 
region, comprising the states of 
Ohio, Indiana, Illinois, Michi- 
gan, and Wisconsin, 24 utility com- 
panies serving 4,108,120 domestic and 
rural 
their 


electric customers reported on 


merchandising plans and _ their 
estimates of 1946 appliance business, 
in addition to providing information 
on the dealer structure 
tory. 


in their terri- 


ESTIMATED 1946 SALES 


1946 business was 
provided by from nine to 20 of the 
24 reporting companies, depending on 
the appliance in question. On retrig- 
erators, for instance, 20 of the com- 


The estimate of 


panies estimated that there will be 
405,980 refrigerators sold, or 112 per 
1,000 customers: on electric ranges, 


estimated that 91,608 
1.000 customer 


20 companies 
units, or 25 per Ss; on 
water heaters, 20 companies predicted 
sales of 33,830 units, or nine per 1,000 
customers; 18 of the companies esti- 
mated that 26,655 home freezers will 
be sold, or eight per 1,000 customers. 
On home laundry equipment, 18 com- 


(Continued on page 86) 
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Michigan Avenue in Chicago as it appears looking north from the Art Institute. 











ELECTRICAL APPLIANCE MARKET DATA—EAST NORTH CENTRAL REGION 


Number 
of Aver. NUMBER DO YOU 
Custom- Kw.-Hr. DEALERS PLAN TO 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1946 SERVING MER- 
(Urban & sump- TERRITORY CHAN. 
Rural) tion DISE? 
Elec- Water Water Home Washers 
Dec. 31, Refrig- tric Heat- Wash- lroners Radio Vacuum Refrig- Ranges Heaters Freezers - lroners Radio Vacuum 
1945 1945 erators Ranges ers ers Sets Cleaners erator Units Units Units Autom. Conv. Units Sets Cleaners 1941 1945 1946 Yes No 
‘ ‘ ‘ % Units Units Units Units Units 
OHIO 
Ohio Edison Co. 204,000 1,640 70 22 45 70 9.5 wee 60 24,500 8,310 2,020 185 84 200 x 
Ohio-Midland Light & Power 
Co. 7,066 —— sd —_ san = ‘ ia . « 
Cincinnati Gas & Electric Co. 253,000 1,200 85.5 3.5 2.2 73.9 13 85 71.6 30,000 3,000 600 2,000 10,000 20,000 5,000 65,000 36,000 374 300 500 x 
Ohio Public Service Co. 106,000 73 13 3 60 20 100 70 7,000 6,000 3,000 2,000 5,000 6,000 3,000 10,000 6,000 65 41 76 x 
Columbus & Southern Ohio 
Electric Co... . 144,733 . . ida 2 ; ‘ é x 
Dayton Power & Light Co. 145,600 1,125 85 7.2 1.7 70 11 100 72 15,000 1,700 800 2,500 2,000 8,000 2,500 18,000 7,000 118 85 125 x 
Marion-Reserve Power Co. 21,800 1,180 65 15 3 75 7 95 57 1,000 650 300 is wenece sonewae 30 25 28 x 
INDIANA 
Southern Ind. Gas & Electric 
Co. 40,900 1,180 65 13 3 80 ai , 4000 1,000 500 250 500 2,000 500 2,500 50 45 70 x 
Indiana Service Corp. 24,280 | 1,570 80 28 12 _— ieee 99 7,000 2,000 1,000 1,000 5,000 5,000 1,000 x 
Indianapolis Power & Light 
Co. 122,800 75 15 45 80 sev eri 80 49 38 65 x 
Public Service Co. of Ind., 
Inc. . 205,475 895 650 600 700 x 
| 
ILLINOIS ° 
Central Ill. Light Co. 70,370 1,457 71 12 4 50 6 95 60 6,000 1,800 600 200 500 1,000 600 14,000 2,400 200 150 200 x 
Commonwealth Edison Co. 867,800 1044 76 1.6 4 56 8 97 73 100,000 15,600 5,500 5,000 25,000 25,000 10,000 186,000 65,000 850 1,200 1,400 x . 
Central Ill., Public Service Co.| 152,300 890 30.9 11.5 2.4 ° o0e bea 12,000 2,000 400 1,500 2,000 9,000 300 18,000 8,000 517 645 645 x 
MICHIGAN 
Detroit Edison Co 725,200 1,380 71 19 1.5 49 6.5 100 60 70,000 20,000 5,100 1,000 60,000 5,500 100,000 35,000 590 410 610 x 
Consumers Power Co. 457,520 1,630 63.8 25.3 4.5 719 96 100 60 60,000 13,500 3,500 2,500 5,000 30,000 5,000 30,000 820 717 917 x 
Houghton County Electric 
Light Co. 10,125 750 25 10 5 50 206 . 50 300 200 50 25 25 50 6 10 15 x 
Edison Sault Electric Co. . 5,010 1,576 50 50 10 50 10 50 50 500 400 100 100 50 500 100 8 8 15 x 
Mich. Public Service Co. 17,225 1,050 30 20 5 eee ove 1,000 600 200 200 100 300 200 x 
| 
WISCONSIN 
Lake Superior District Power 
9. 17,550 1,212 75 45 10 80 10 ° 55 1,600 800 400 200 200 800 150 300 60 40 60 «x 
Wis. Public Service Corp. 92,181 1,048 42.8 11.1 6.4 74.7 4.1 100 459.2 21,880 4,048 060 3,680 3,567 14,269 5,520 15,640 19,320 530 566 619 x 
Wis. Power & Light Co. 110,060 1,085 60 16 7 80 8 98 50 18,000 3,000 1,500 2,000 3,500 9,000 3,000 10,000 5,000 700 612 812 x 
Wis. Electric Power Co. 242,125 1,385 70 11 a 90 10 99 90 25,000 5,000 2,000 1,500 2,500 25,000 1,000 25,000; 250 200 350 x 
Wis. Gas & Electric Co.. 65,000 oo) 20 25 64 10 110 80 1,200 2,000 1,200 1,000 500 1,000 200 1,500, 225 175 250 x 


1,260 
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Why get into fuel-ish 


Pe gaNGe FOR ME 


a! a) 
ert eat TE gens pte (it TAKE cas 


‘ 


Line up with 
the ‘Fuel-Proof' line 


WHY RISK LOSING SALES by 

taking sides on fuel-ish ques- 

tions? Sell the appliance, not the 

fuel. Line up with Estate Heatrola... 

the one line of cooking and heating appliances 
for all fuels, sold under one famous trade name. 


THE BIGGEST NATIONAL ADVERTISING program in 15 years 

is preselling your best prospects on the Estate Heatrola 
Heater and the Estate Heatrola Range with the exclusive 
Bar-B-Kewer. Write for facts and name of nearest distributor. 


ESTATE “Aatoa 


RANGES & HEATERS 


Ranges for City Gas, LP-Gas, Electricity * Heaters for Coal, Wood, Oil 
TE STOVE COMPANY, Hamilton, Ohio © House founded in 1842 


East North Central 





panies expect 1946 sales to tota! 282,- 
311 washers, or 83 per 1,000 customers, 
and 17 utilities estimated 43,570 iron- 
ers, or 13 per 1,000 customers; 15 
companies predicted a total of 243,070 
vacuum cleaners to be sold in 1946, 
or 72 per 1,000 customers. The lowest 
number of companies estimated radio 
set sales in 1946—nine companies esti- 
mating a figure of 436,640 sets, or 173 
per 1,000 customers. 


DEALER PICTURE 


Twenty of the 24 reporting utilities 
in the East North Central area figure 
that in 1941 there were 6,277 dealers 
serving in their areas, a prewar 
figure which dropped to 5,951 in 1945, 
but which is expected to total 7,667 
dealers in 1946. Of the 24 reporting 
companies, 19 evidenced their intention 
to merchandise through their own 
sales force, while five have definitely 
no plans to sell appliances. All of the 
companies, however, will have some 
form of dealer cooperation. 


INDIVIDUAL COMPANIES 
Ohio 


Seven utility companies, serving 
882,199 domestic meters, reported from 
the state of Ohio. 

The Cincinnati Gas & Electric Com- 
pany, Cincinnati, Ohio, serves 253,000 
residential and rural non-gas custom- 
ers in the Cincinnati area, whose 
average annual consumption is esti- 
mated at 1,200 kw.-hrs. for 1945. The 
company, according to Ben Kaufman, 
of the Dealer Cooperative Sales De- 
partment, will do no merchandising 
but will have a program of dealer 
cooperation which will take the form 
of sales promotions after dealers’ in- 
ventories are ample enough to supply 
normal demand. The company figures 
that there were 374 appliance outlets 
serving the territory prior to the war, 
of which 300 were still surviving in 
1945, and which are expected to 
increase to 500 in 1946. The company 
estimates that the following quantity 
of appliance units will be sold in 1946 
if goods are available: 30,000 refrig- 
erators, 3,000 ranges, 600 water heat- 
ers, 2,000 home freezers, 10,000 auto- 
matic washers, 20,000 conventional 
washers, 5,000 ironers, 65,000 radio 
sets, 36,000 vacuum cleaners, 20,000 
irons, 18,000 clocks, and 17,000 toast- 
ers. Saturation in the territory is 
estimated as- follows: refrigerators, 
85.5%; electric ranges, 3.5%; water 
heaters, 2.2%; washers, 73.9%; iron- 
ers, 13.0%; radios, 85%; vacuum 
cleaners, 71.6%. 

The Columbus & Southern Ohio 
Electric Co., Columbus, Ohio, serves 
166,293 residential and rural custom- 
ers and will merchandise electric 
ranges only. Even their range activity, 
however, will be curtailed in favor of 
dealers for a limited period while 
appliances are in short supply. The 
company will have, according to W. 
A. Wolls, vice-president, an active 
program of dealer cooperation which 





will include demonstrations, service 
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and repair where parts are made avail- 
able, advertising, etc. No estimates 
were made by the company of the 
number of dealers serving the territory, 
nor of the estimated sales of major 
appliances in 1946. 

L. M. Holmes, commercial manager 
of the Dayton Power and Light Co., 
reports that the utility serves a total 
of 145,600 residential and rural cus- 
tomers, whose average annual con- 
sumption is estimated at 1,125 kw.-hrs 
The company will merchandise ranges 
and water heaters only, and will co- 
operate with dealers to the extent of 
operating a sales promotion department 
to stimulate the sale ef gas and elec 
tric appliances. It is estimated that 
125 dealers will be serving the terri- 
tory in 1946, as compared with 85 in 
existence in 1945 and 118 in the 
prewar. Estimated sales of appliances 
in the territory for 1946 are given as 
follows: refrigerators, 15,000; ranges, 
1,700; water heaters, 800; home freez- 
ers, 2,500; automatic washers, 2,000; 
conventional washers, 8,000; ironers, 
2,500; radio sets, 18,000; and 7,000 
vacuum cleaners. Saturation is esti- 
mated as follows: refrigerators, 85%; 
electric ranges, 7.2%; water heaters, 
1.7%; washers, 70%; ironers, 11%; 
radios, 100%; and vacuum cleaners 
72%. 

At the Ohio Edison Co., with head- 
quarters in Akron, 204,000 domestic 
meters are served, whose average an- 
nual consumption has now reached 
1,640 kw.-hrs. Ohio Edison will mer- 
chandise a complete line of major 
appliances, including air conditioning 
and commercial refrigeration, but ex- 
cluding radio sets. The company 
states that during 1945 available ap- 
pliances were allocated among dealers. 
Some time after the first of the year, 
however, when appliances are expected 
to be more plentiful the company will 
organize retail sales forces and will 
open retail stores throughout its terri- 
tory. They will co-operate with deal- 
ers’ salesmen, and will organize cam- 
paigns with promotional features. It 
is estimated that there were 185 dealers 
in the territory in the prewar, a 
number which fell to 84 by 1945, and 
which is expected to reach 200 during 
the year 1946. These dealers include 
those who will sell ranges and water 
heaters among other appliances. Esti- 
mated unit sales of major appliances 
for 1946 were given as follows: 24,500 
refrigerators; 8,310 ranges; 2,020 
water heaters. Appliance saturation is 
estimated to be 70% for electric re- 
frigerators, 22% for electric ranges, 
4.5% for water heaters, 70% for 
washers, 9.5% for ironers, and 60% 
for vacuum cleaners. 

At Ohio Public Service Co., with 
headquarters in Cleveland, C. L. Dunn, 
vice-president and general sales man- 
ager, reports that the company serves 
106,000 residential and rural custom- 
ers. The utility will merchandise a 
complete line of major appliances and 
radios, and are not planning to limit 
their activity in favor of dealers if 

(Continued on page 88) 
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These men are responsible 


for the successful merchan- 
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Ernest L Tramposh Leonard A. Coppe 
Refrigeration Equipment Minnesota Appliance Ports | 
Company Componry } 
St. Poul Minnesota 
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CHINE PARTS through a 
centralized ONE - STOP 


SOURCE OF SUPPLY, the 
method now accepted by 
leading washing machine 


manufacturers. 
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merchandise is in short supply. 
will have an active program of dealer 
cooperation which will include 
types of sales helps generally accepted 


as necessary to get maximum s: 
results. The 65 dealers who served 
the Ohio Public Service territory pr 
war are expected to increase to 76 in 
1946, Mr. Dunn said, from the 4] 
dealers in business in 1945. Estimates 
on appliance sales for the year 1946 
are as follows: 7,000 retrigerators, 
6,000 ranges, 3,000 water heaters, 
2,000 home freezers, 5,000 automatic 
washers, 6,000 conventional washers, 
3,000 ironers, .10,000 radio sets, and 
6,000 vacuum cleaners. Saturation is 
estimated to be: refrigerators 73%; 
electric ranges 13%; water heaters 
3%; washers 60%; ironers 20%; 
radios 100%, and vacuum cleaners 
70%. 

Two other companies reported from 
the state of Ohio—Marion-Reserve 
Power Company, Marion, Ohio, which 
serves 21,800 electric customers, hav- 
ing an average annual consumption of 
1,180 kw.-hrs., and the Ohio-Midland 
Light and Power Co., Winchester, 
7,066 electric customers. 

The Marion-Reserve Power Co. will 
merchandise a complete line of appli- 
ances, while Ohio-Midland will do no 
selling through their own sales force. 
Marion-Reserve, however, states that 
their dealer cooperative program will 
include an installation charge of $12.50 
for electric ranges, cooperative ad 
vertising, home service, and special 
campaigns which will be open to 
of good electrical appliances dealers. They estimate that the 30 

dealers in the territory prewar will 

Build a quality trade jump to 38 in 1946. Estimates on 
1946 sales in units are as follows: 
1,000 refrigerators, 650 ranges, 300 
water heaters. Saturation is estimated 
as follows: refrigerators 65% ; electric 
Buy quality products by . ranges 15%; water heaters 3% ; wash- 
ers 75%: ironers 7%; radios 95% 


asking your manufacturer iy, and vacuum cleaners 


is the very heart 


by selling quality products 


Indiana 
to assure you the heating Four companies reported 
state of Indiana. They serve ; 

elements in the appliances you of 393,455 urban and rural customers, 

; with average kilowatt consumption 
select are made of : . = =} ranging from 895 to 1,570 kw.-hrs. 

: : : = Public Service Co. of Indiana, Inc., 

. J — ¥ j Indianapolis, which serves 205,475 

&S — > J residential and rural customers, with 

NICHROME a ‘= = acs = an average annual consumption of 

a > 895 kw.-hrs., will do no merchandising, 

a = = but have a ten-point program of active 

cooperation with dealers which will 

made only by S. 1 include advertising, financing install- 

yt Sa ment sales, installation of ranges and 

water heaters, home demonstrations, 

model homes, etc. There will be ap- 

proximately 700 dealers serving the 


| ‘ 
\ : territory in 1946, the company esti- 
) AWA) ~ 4 i) } ZS 3 mates, as compared with 600 in busi- 
\ ness in 1945, and 650 in business prior 


COMPA NY \\\ to the war. No estimates are available 


on 1946 sales of major appliances, nor 
on saturation in the territory. 
HARRISON, N. J. Indiana Power & Light Co., Indian- 
; , ?? ; ¢ 
Branches: Chicago «+ Detroit - Cleveland + Los Angeles + San Francisco + Seattle te piracticelgy.~ 3 yon = 
ee a merchandise a full line of appliances 
(Continued on page 92) 
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Visit our display in Room 1405, The Merchandise Mart, Chicago, during the International Home Furnishings Market, January 7-19, 1946 


TAA NAYAA 


TRADE-MARK REG. U. S. PAT. OFF. 


The No. 1 Franchise 


in the Home Freezer Field 


Who has the best name in home freezers? 


You will agree we are blessed with the best name and the 
best-known name in the industry. It has the full protection 
of the U. 8. Patent Office. “Deepfreeze” is the simple name, 
the natural name, the easy-to-remember name—the accepted 
name. It is the “talked-about home freezer.”’ 


Who has the most experience in the field of home 
freezers? 


Deepfreeze has the “pole position” in the race. Deepfreeze 
is the only company in the business with major experience. 
We started making home freezers in 1938 and now have 
thousands in happy operation. We have a big head start. 
We have been at it long enough to take out the “‘bugs” so 
that dealers will, not be eaten up with service costs. 
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How about the product? 

No other home freezer has such exclusive features—such 
talking points. 

How about advertising? 


It goes without saying that Deepfreeze will be aggressively 
advertised and merchandised. 
But that only begins to tell the story of what the Deepfreeze 


can mean to a dealer. If you want to read the whole story 
—send for the booklet, New world A-comin’.” 


DEEPFREEZE DIVISION 
Lledie) Sid te)s)tles mee) ite) 7 vile), | 
NORTH CHICAGO, ILLINOIS 
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THE APOLLO (C100) * Gleaming ivory | of the speaker . . . rated by an electronic ear a thousand 


beouty. 5-tube [incl rectifier) AC-DC super- ‘ 
heterodyne. Performance to thrill the most critical’ . 
ear. For bedroom, kitchen or playroom. e 


THE MANHATTAN (C102) © Smort as a fine 
piece of costume jewelry. Lustrous ivory or wal- 
nut cabinet. 5-tube (incl. rectifier) AC-DC super- 
heterodyne. An unbeatable valve. 


























Extra large dynamic speaker. 

















time in the history of the industry, Clarion brings to 
a new scientific method of measuring the overall perform- 
ance of the receiver. Bie . sar 4 

Aupreet Ratine is a complete measurement, from the 





2 times more sensitive than the human ear. 
=—— aC Thus the purchaser of a new CLARION RADIO need not 
ne Be depend on his sense of hearing alone. Because the model 
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The First Postwar Radio to Be 




























he buys has been auprse ratep, he has the assurance that 
parts and performance are in perfect balance. 

The public and radio dealers alike will quickly appre- 
ciate the significance of AUDIBEL RATING by cLaRion. It is 
s merchandising story with atomic power. 

The new CLARION models are illustrated on this page. In 
addition to smart design, masterly cabinet craftsmanship 
and every proved advancement in radio electronics, each 
receiver carries the CLARION AUDIBEL RATING warranty ... 
your customer’s assurance of honest value and balanced 
performance. 


WARWICK MANUFACTURING CORPORATION 


4640 West Harrison Street + Chicago 44, Illinois 


ake Foe 
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THE MASTERPIECE 


a, 
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AM-FM GRAND (C109) a) st 
* A magnificent musical in- Pe bid tf bib 
pres ta 3 seein oo 
cious style and jenny 6 


- chassis. New CLARION Floating Stylus. 


heterodyne. Automatic 

4 chassis. Touch- 
: button tuner. 
. record changer. Marvelous 
| selectivity and tonal clar- 
ity. Packed with the newest 
THE SARATOGA (C101) * A compact, radio- 
phonograph combination. Richly grained, contrast- 
ing woods. New, fool-proof record changer plays 
twelve 10-inch or ten 12-inch records. 5 tubes (incl. 


DPERFORMANCE 
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UTILITY AIR 
COOLERS 


are scientifically tested 
in our modern laboratory 























Utility Air Coolers, Fans and Blowers are 











tested for accuracy and efficiency in this most 











modern and complete laboratory, in accordance 














with American Society of Heating and Venti- 





lating Engineers’ standard test code. 








These extensive testing and fact finding 











facilities, under the supervision of competent 











and recognized engineers, are your assurance 








of properly engineered and efficient products, 























coming from Utility Appliance Corp. 


UTILITY APPLIANCE CORP. 


Formerly Utility Fan Corporation 


4851 S. Alameda St., Los Angeles 11, Calif. 
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rs of Evaporative Air 


Coolers, Blowers, Fans, ene 
Air Furnaces, Circulating Heaters, 
Unit Heaters and Floor Furnaces. 
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but will limit their activities as long 
as merchandise is in short supply in 
There will be about 
1946, 


favor of dealers. 
65 dealers in the territory in 


| compared with the 1945 figure of 38 


| tion of 


dealers, and the prewar figure of 49 
dealers. No estimates were provided 
on 1946 sales, but saturation in the 


territory is figured as follows: refrig- 
erators 75%; electric ranges 15%; 
water heaters 4.5%; washers 80%; 


and vacuum cleaners 80%. 

Southern Indiana Gas and Electric 
Co., Evansville, serving 40,900 domes- 
tic and rural customers, with an aver- 
age annual consumption of 1,180 kw.- 
hrs., will merchandise a complete line 
of major appliances, with the excep- 
radio. They anticipate that 
about 70 dealers will also be selling in 
the territory in 1946, compared with 


| the 1945 figure of 45 dealers, and the 


prewar figure of 50 dealers. Plans 


| are now under consideration for a pro- 
| gram of co-operation with these retail- 


territory ; 


ing outlets. The company, through 
C. K. Graham, commercial manager, 
estimates that in 1946 the following 
major appliances will be sold in the 
4,000 refrigerators; 1,000 
electric ranges; 500 water heaters; 250 
home freezers ; 500 automatic washers; 
2,000 conventional washers; 500 iron- 


ers; and 2,500 vacuum cleaners. Sat- 
| uration is estimated as follows: refrig- 
| erators 65%; electric ranges 13%; 


| 
| 


water heaters 3%; washers 80%. 
Indiana Service Corp., Fort Wayne, 


| Serves 24,280 residence and rural cus- 





tomers, with an average annual con- 
sumption now approximating 1,570 
kw.-hrs. The company will do no 
merchandising but will have an active 
program of dealer cooperation. No 
estimates are provided on the number 
of dealers serving the territory, but 
C. H. Osha, commercial manager, 
figures that the following number of 
major appliances will be sold in the 
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territory in 1946: 7,000 refrigerators, 
2,000 electric ranges; 1,000 water heat- 
ers; 1,000 home freezers; 5,000 auto- 
matic washers; 5,000 conventional 
washers; 1,000 ironers. Saturation is 
estimated as follows: refrigerators 
80% ; electric ranges 28% ; water heat- 
ers 12%; and radios 99%. 


In Illinois four companies, serving 
1,296,583 residence and rural electric 


customers, reported on estimated 1946 


sales and appliance markets. 

In Chicago the Commonwealth Edi- 
son Co., which serves 867,800 residence 
customers, with an average annual con- 
sumption of 1,044 kw.-hrs., will as in 
the past merchandise a complete line of 
appliances and radio sets. According 
to William Reace, vice-president in 
charge of sales, their own selling activ- 
ities, however, will be limited until the 
supply is sufficient on appliances hav- 
ing high saturation. On load-building 
appliances having low saturation, sales 
will be resumed when merchandise -is 
available for delivery to consumers. 

The company’s dealer cooperative 
program will include installation and 
wiring allowances on ranges and water 
heaters, advertising, sales training, 
store planning and window display 
assistance, home service demonstra- 
tions, and financing of sales. This 
service will be made available to the 
estimated 1,400 dealers who will be 
serving the territory in 1946, as com- 
pared with the 850 dealers in business 
in the territory before the war. 

The company anticipates the follow- 
ing sales of major electrical appli- 
ances in 1946: 100,000 refrigerators; 
15,600 ranges; 5,500 water heaters; 
5,000 home freezers; 25,000 automatic 
washers; 25,000 conventional washers ; 
10,000 ironers; 186,000 radio sets; 
65,000 vacuum cleaners; 2,000 clothes 

(Continued on page 94) 








“THE STUFF IS STARTING TO COME THROUGH. TODAY WE GOT AN EGG BEATER." 
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Centra fe 
The Allen Company Dallas, Texas 
American Radiator & Standard 
Sanitary Corp. 
Shreveport, Louisiane 
Atlas Supply Division—Jones & 
Laughlin Supply Co. 
Muskogee, Oklahoma 
Beacon Supply Company 
New Orleans, Louisiana 
Better Home Products, Inc. 
Nashville, Tennessee 
Big Spring Hardware Company 
Big Spring, Texas 
Blankenship Supply Company 
Wichita Falls, Texas 
Boca Chica Hardware Company, 
Ltd. Brownsville, Texas 
Brennan Appliance Distributors 
Detroit, Michigan 
Brown-Camp Hardware Company 
Des Moines, lowa 
Buhrman-Pharr Hardware 
Company Texarkana, Arkansas 
Bush-Caldwell Company 
Little Rock, Arkansas 
Cardinal Distributors 
St. Louis, Missouri 
Clifton-Simpson Hardware 
ompany Waco, Texas 
Crane Company 
Memphis, Tennessee 
F. R. Denge!l Company 
Milwaukee, Wisconsin 
Dimmick Supply Company 
Opelousas, Louisiana 
Donovan Boat Supplies 
New Orleans, Louisiana 
Dorrance Supply Company 
Youngstown, Ohio 
Duluth Plumbing Supplies 


ompany Duluth, Minnesota 
Electric Fixture & Supply 
Company Omaha, Nebraska 


E. Garnich & Sons Hardware 
ompany Ashland, Wisconsin 
Gates Hardware & Supply 
Company Tulsa, Oklahoma 
Goodin Company 
Minneapolis, Minnesota 
Gulf Coast Marine Supply Com- 
Pany, Inc. Mobile, Alabama 


ELECTRICAL MERCHANDISING—JANUARY 





E. J. Gustafson Company 
Sioux Falls, South Dakota 
Heusinger Hardware Company 
San Antonio, Texas 
Higgins Industries 
New Orleans, Louisiana 
Independent Distributors 
Grand Rapids, Michigan 
Jahns Supply Company 
Ft. Worth, Texas 
Joplin Supply Company 
Joplin, Missouri 
Kiefer-Stewart Co. 
Indianapolis, Indiana 
Kitchenkook Stove Store 
Denver, Colorado 
Lack's Auto Supply 
Houston, Texas 
G. A. Lotz Company 
ew Orleans, Louisiana 
Frank Lyon Company 
Little Rock, Arkansas 
A. H. McLeod Company 
Mobile, Alabama 
Morrow-Thomas Hardware 
Company Amarillo, Texas 
Michigan Hardware Company 
Grand Rapids, Michigan 
Muntz & Lea Company 
Rockford, Iilinois 
N. O. Nelson Company 
Dallas, Texas 
Ogilvie Hardware Company 
Shreveport, Louisiana 
Orgill Brothers & Company 
Memphis, Tennessee 
J. S$. Oshman Company 
Houston, Texas 
Ozark Motor & Supply Company 
‘ Springfield, Missouri 
Phillips Petroleum Company 
Bartlesville, Oklahoma 
John Pritzlaff Hardware Company 
Milwaukee, Wisconsin 
Roberts-Sanford & Taylor Company 
Sherman, Texas 
W. H. Richardson Company 
Austin, Texas 
W. A. Roosevelt Company 
LaCrosse, Wisconsin 
Sabine Supply Company 
Orange, Texas 


San Antonio Machine & Supply 
Company Corpus Christi, Texas 
San Antonio Machine & Supply 
Company Harlingen, Texas 
Shobe, Inc. Memphis, Tennessee 
Southwestern Hardware Company 
Oklahoma City, Oklahoma 
Stauffer-Eshleman & Company 
New Orleans, Louisiana 
Straus-Bodenheimer Company 
Houston, Texas 
Superior Distributing Company 
Kansas City, Missouri 
Texas Farm Supply 
Houston, Texas 
U. S. Supply Company 
Omaha, Nebraska 
U. S. Supply Company 
Wichita, Kansas 
J. A. Walsh & Company 
Houston, Texas 
West Texas Wholesale Supply Co. 
Abilene, Texas 
White's Auto Stores 
Wichita Falls, Texas 
Woodward, Wight & Company, 
Ltd. New Orleans, Louisiana 


Eastern States 


American Hardware Company 
Charlotte, North Carolina 
Appliance Distributors, Inc. 
Portland, Maine 
S. Arnao Company 
Brooklyn, New York 
Baltimore Salvage Company 
Baltimore, Maryland 
Bondurant Brothers Company 
Knoxville, Tennessee 
Bowers Wholesale Corporation 
Norfolk, Virginia 
Brown-Rogers-Dixson Co. 
Winston-Salem, North Carolina 
Frank T. Budge Company 
iami, Florida 
Burden-Bryant Company 
Springfield, Massachusetts 
Delaware Hardware Company 
Wilmington, Delaware 
Eddy and Company, Inc. 
Providence, Rhode Island 
Electric Appliance Distributors 
Williamsport, Pennsylvania 
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ars of continuous manufacturing experience 


The American Gas Machine Company has stood back of 
its products for half a century. It has 50 years of know 
how ... pride in a good name... and the determina- 
tion to keep that name standing for “Always Good 
Merchandise.” 


| * kM ways Good Merchandise 


*Copyright 1945, American Gas Machine Co. 


Florida Hardware Company 
Jacksonville, Florida 
Gas Enaine & Electric Company 
Charleston, South Carolina 
Harrisburg Autoparts Company 
Harrisburg, Pennsylvania 
J. R. Hunt & Company 
Baltimore, Maryland 
James-Stevens Company 
Albany, Georgia 
W. S. Jenks & Sons 
Washington, D. C. 
Kemp Equipment Company 
Rochester, New York 
Kemp Equipment Company 
Buffalo, New York 
Kile-Jacobs Company 
Wilkes Barre, Pennsylvania 
Knight & Wall Company 
Tampa, Florida 
Loeb Hardware Company 
Montgomery, Alabama 
Marine Mart, Inc. 
Atlantic City, New Jersey 
Radio & Motor Service, Inc. 
Altoona, Pennsylvania 
Reese-Baxter Company 
Chester, Pennsylvania 
C. Y. Schelly & Bro., Inc. 
Allentown, Pennsylvania 
Shapiro's Distributing Company 
Albany, New York 
Shapiro Sporting Goods Company 
Newburgh, New York 
Smith Hardware Company 
Goldsboro, North Carolina 
Steei City Supply Company 
Birmingham, Alabama 
Supplee-Biddle Company 
Philadelphia, Pennsylvania 
Tel-Ra Appliance Company 
Philadelphia, Pennsylvania 
David B. Taylor Company 
Baltimore, Maryland 
Tri-State Supply Company 
Chattanooga, Tennessee 
United Distributors, Inc. 
Cambridge, Massachusetts 
United Distributors, Inc. 
Washington, D. C. 
Fineburg's Trenton, New Jersey 
Van Ness Company, Inc. 
Potsdam, New York 


Western State 


Afton-Lemp Electric Company 
Boise, Idaho 
Black Hills Radio Dealers 
Lead, South Dakota 
Black Hills Radio Dealers 
Rapid City, South Dakota 
Fey & Krause, Inc 
Los Angeles, California 
Kiefer Sales Co 
Fargo, North Dakota 
Flint Distributing Company 
Salt Lake City, Utah 
They Heyman Company, inc. 
an Francisco, California 
Hydro-Carbon Light Company 
Seattle, Washington 
Jensen-Byrd Company 
Spokane, Washington 
Kalispell Mercantile Company 
Kalispell, Montana 
Albert Mathias & Company 
El Paso, Texas 
Missoula Mercantile Company 
Missoula, Montana 
Montana Hardware Company 
Butte, Montana 
Montana Hardware Company 
Great Falls, Montana 
Montana Plumbing Supply Com- 
pany Great Falls, Montana 
Motor Service Company 
Minot, North Dakota 
Northwest Supply Company 
Butte, Montana 
Peerless Pacific Company 
Portland, Oregon 
Pioneer Appliance Company 
an Francisco, California 
Pioneer Tent & Awning Company 
Boise, Idaho 
Rapid Wholesale & Distributing 
Co. Rapid City, South Dakota 
Schulte Hardware Company 
Casper, Wyoming 
Stephens Wholesale Company 
Phoenix, Arizona 
Taylor Refrigeration & Appliance 
Company Billings, Montana 
Washington Stove Works 
Everett, Washington 
Western Wholesale Hardware 
Company 
San Francisco, California 
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Any way you 
look at it... 


TOAST 


TOASTER 


SI st 


First in PRODUCTION: within 24 hours 


after V-) Day, “Toastmaster” had begun to 
reconvert ... a flying start whose pace has 
been maintained—and will increase as ‘“Toast- 
master’ swings into the job of producing many 
more toasters than ever before. Get set to sell 
plenty of them. 


First to DELIVER: Because a toaster on 


your counter is worth ten on paper, ‘“Toast- 
master” hustled out the industry's first ship- 
ments of new models. Not in large quantity, at 
first, but enough to provide samples for dis- 


play, to help you obtain orders for future 
delivery. 











y A 


MASTER 


First in ADVERTISING: “Toastmaster” 


toaster advertising has always done the big- 
gest, most consistent, best selling job—for 
you. It’s doing that now with millions of mes- 
sages monthly in Life, Post, Collier’s, Good 
Housekeeping, True Story, Parents’ and Bride’s 
Magazine. 


First in ACCEPTANCE: on the word of 


men like you, “Toastmaster” makes the one 
toaster that folks ask for by name. From the 
record, more “Toastmaster’’ automatic toasters 
have been sold than all other makes combined! 
Such stromg, active preference is half the battle 
as you know. 


First in PROFIT POSSIBILITIES: pu: 


the foregoing firsts together and you have the 
basis for more‘’Toastmaster”’ toaster sales. Sell 
more quality toasters at the price that quality 
earns and that adds up to more profit! Any 
way you look at it, the outlook is bright for 
“Toastmaster’* dealers, 


TOASTMASTER Azz 


**ToastMaster”™ is a registered trademark of McGraw Electric Company, Copr. 1946, 
ToastTMaster Propucts Division, McGraw Electric Co., Elgin, Ill. 
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1946—ELECTRICAL MERCHANDISING 


East North Central 


ewe CONTINUED FROM PAGE 92 =emmmmmn 


dryers; 7,500 electric blankets; and 
2,500 electric dishwashers. Saturation 
in the territory is estimated as follows: 
refrigerators 76%; electric range 
16%; water heaters 0.4%: washers 
56%; ironers 8%; radio 97%: and 
vacuum cleaners 73%. 

Illinois Power Co., with headquar- 
ters at Decatur, serving 206,113 resi 
dence and rural customers, will merch 
andise appliances only in a very limited 
way on electric ranges and water heat 
ers, according to H. D. Hemey, sales 
supervisor. While appliances are in 
short supply, their own activities will 
be curtailed entirely in favor of deal 
ers. They anticipate that 750 dealers 
will be serving the territory in 1946, 
and estimate appliance sales for 1946 
as follows: 7,500 electric refrigerators ; 
5,000 electric ranges; 750 water heat- 
ers; 500 home freezers; 1,000 auto- 
matic washers; 9,500 conventional 
washers; and 500 ironers. The report 
from the Illinois Power Company 
arrived too late to be included in the 
regional and national summary tables 
which appear with these articles. 

Central Illinois Public Service Co., 
at Springfield, serving 152,300 resi- 
dence and rural customers, with an 
average annual consumption of 890 
kw.-hrs., will do no merchandising but 
will have a program of dealer coopera- 
tion. This program will take the form 
of constant contact by thoroughly in- 


-formed personnel, sales training serv- 


ice, and newspaper advertising, ac- 
cording to B. L. Palm, commercial 
manager of the company. There were 
approximately 645 dealers serving the 
territory in 1945, compared with 517 
dealers in the pre-war years. Mr. 
Palm estimates that Central Illinois 
Public Service territory will account 
for the following sales of major appli- 
ances in 1946: 12,000 refrigerators; 
2,000 electric ranges; 400 water heat- 
ers; 1,500 home freezers; 2,000 auto- 
matic washers; 9,000 conventional 
washers; 300 ironers; 18,000 radio 
sets; and 8,000 vacuum cleaners. 

Saturation in the territory is esti- 
mated as follows: refrigerators 30.9% ; 
electric ranges 11.5%; water heaters 
2.4%. 

Central Illinois Light Co., Spring- 
field, serving 70,370 residential and 
rural customers, with an average an- 
nual consumption of 1,457 kw.-hrs., 
will merchandise a complete line of 
appliances, except radio, the company 
reports. They do not plan to curtail 
their selling activities in favor of deal- 
ers during the period when merchan- 
dise is short, but will have a program 
of cooperation which will include 
salesman training, cooperative adver- 
tising, and market surveys. The pre- 
war figure of 200 dealers in the terri- 
tory will prevail during 1946, it is 


‘estimated—a rise of about 50 outlets 


over the 1945 figure. Estimated sales 
in units for 1946 are as follows: 6,000 
refrigerators; 1,800 electric ranges; 
600 water heaters; 200 home freezers; 
500 automatic washers; 1,000 conven- 
tional washers; 600 ironers; 14,000 
(Continued on page 96) 
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——_ Designed for Quick Sales A-C-T-1-O-N 
iota At last—a really lightweight heater that brings safe, comfort- 
at- 
oe \ able steam heat wherever needed! Easy to carry, compact 
al & luggage-styled, the new WITTIE is handsome as a piece of 
- . . 
lio furniture. And economical to operate—because the heater 
: c features thermo-electric control; starts and stops fan and heat- 
> | ing current intermittently, keeping room at an even, just- 
a right temperature. 
@ Works from any room outlet. Just plug it in and quickly, gently, 

g- | steam heat circulates throughout entire living area of room. 
nd 7 @ WITTIE uses no glowing exposed coils to cause possible fire or skin- 
“ burn. Cabinet has no sharp edges to injure child, and never becomes hot 
os i to the touch. Automatic shut-off provides additional safeguards. 

Oo 

1y 

Lil 

1- ; NATIONALLY ADVERTISED 

n- Good Housekeeping, Better Homes 
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Electricity on the Farm. 
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Yes, Joe can dispense with Jocko now! No 
* need to change needles when you use a “Star” 
Sapphire which plays smoothly for months and 
months. You can hear the difference! 

It's the most perfect genuine sapphire tipped 
needle ever designed. A jewel point that is finer and 
better polished than any of its type on the market. 

Completely hand made by custom craftsmen, the 
Star” Sapphire is unsurpassed for clarity, brilliance 
and absence of surface noise. Retails for five dollars. 

Duotone’s line of recording accessories is the 
most complete in the industry. Our proven abilities 
in research, design and engineering have given us 
the leadership essential to meet the modern pace set 
by the nation’s foremost radio manufacturers. 








%* For home recording fans our famous DUODISCS 
and cutting needles are a quality combination de- 
signed to give complete satisfaction and insure 
repeat sales. 

Write today for literature and illustrated price 
lists on the complete Duotone line. 


\ WATE 


DUOTONE COMPANY 


799 Broedwey, New York 3, N.Y 


East North Central 
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radio sets; and 2,400 vacuum cleaners. 
Saturation in the territory is estimated 
as follows: refrigerators 71%; electric 
ranges 12%; water heaters 4%; wash- 
ers 50% ; ironers 6% ; radios 95% ; and 
vacuum cleaners 60%. 


Michigan 


Five operating utility companies, 
serving a total of 1,215,080 urban and 
rural electric customers in Michigan, 
reported on the appliance markets in 
that state. 

Charles R. Landrigan, assistant con- 
troller of Detroit Edison Co., reports 
that the company serves 725,200 resi- 
dence and rural electric customers, 
with an.average annual consumption of 
1,380 kw.-hrs. The company will con- 
fine its own merchandising activities 
to ranges, water heaters, ironers, dry- 
ers, and small appliances, and will 
curtail their own selling efforts during 
the period of short appliance supply by 
giving their allocation of appliances to 
dealers in their territory. 

The dealer cooperative program 
will include facilities for dealers’ 
salesmen training, public demonstra- 
tions, and dealer advertising, Mr. 
Landrigan said. It is estimated that a 
total of 610 dealers will be selling ap- 
pliances in the territory in 1946, com- 
pared with the 1945 figure of 410, and 
the prewar figure of 590. An impres- 
sive volume of appliance sales is pre- 
dicted for 1946 in the territory, as 
follows: 70,000 electric refrigerators: 
20,000 electric ranges; 5,100 water 
heaters; 1,000 home freezers; 60,000 
washers; 5,500 ironers; 100,000 radio 
and 35,000 vacuum cleaners. 
Saturation is estimated as follows: 
electric refrigerators 71%: electric 
ranges 19%; water heaters 1.5%; 
washers 49%; ironers 6.5%; radio 
100% ; and vacuum cleaners 60%. 

At Jackson, Michigan, the head- 
quarters of the Consumers Power Co. 
A. J. Hayotte, secretary of the com- 
pany, reports that they serve a total of 
457,520 residence and rural electric 
customers, whose average annual con- 
sumption has now reached 1,630 kw.- 
hrs. The company will merchandise a 
complete line of major and small appli- 
ances, excluding radio sets. It is plan- 


sets ; 


CONTINUED FROM PAGE 94 





ned to co-operate with dealers in the 
territory by advisory service on dis. 
play, appliance financing, assistance 
in training salesmen, cooperatiye 
campaigns, and trade relations. There 
will be 917 dealers in the territory fo; 
1946, it is estimated, compared with 
the pre-war total of 820. Estimates of 
1946 appliance sales are as follows: 
60,000 refrigerators; 13,500 electr; 
ranges; 3,500 water heaters; 
home freezers; 5,000 automatic wash. 
ers; 30,000 conventional 
5,000 ironers; and 30,000 vacuw 
cleaners. Saturation is estimated a; 
follows: refrigerators 63.8%: electric 
ranges 25.3%: water heaters 4.5¢ 
washers 79.0%: ironers 9.6%: radio 
100%; vacuum cleaners 60%. 

The Michigan Public Service C 
Traverse City, serves 17,225 residence 
and rural customers, with an average 
annual consumption of 1,050 kw.-hrs 
The company will merchandise all 
appliances except vacuum cleaners and 
radio sets, according to H. E. Davis 
commercial manager, and will limit 
their activities while appliances are in 
short supply to permit the dealers to 
build up their stocks prior to the utility 
company. No estimates were pro- 
vided on the number of dealers servy- 
ing the territory, but Mr. Davis fig- 
ures 1946 unit sales about as follows: 
1.000 __— refrigerators; 600 — electric 
ranges; 200 water heaters: 200 home 
freezers; 100 automatic washers: 300 
conventional washers; and 200 iron- 
ers. Saturation is estimated as fol- 
lows: refrigerators 30%; electric 
ranges 20°: water heaters 5%. 

Two other companies reported fro 
Michigan—Houghton County Electric 
Light Co., Houghton, Michigan, which 
serves 10,125 electric customers, and 
the Edison Sault Electric Co., Sault 
Ste. Marie, which serves 5,010 electric 
customers. Both companies plan to 
merchandise appliances, and both com- 
panies report that about 15 dealers will 
serve their respective territories in 
1946. At Houghton County Electric 
Co., T. W. MacMillan, sales manager, 
estimates 1946 follows: 300 
refrigerators; 200 electric ranges; 50 
water heaters; 25 25 


(Continued on page 98) 
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“AND THIS PART PULLS OUT INTO A BED FOR THOSE HOT SUMMER NIGHTS.” 
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Cl DISTRIBUTORS 






1§, Conlon Corporation 
Chicago 50, IIl. 


, Southern Wholesale Furn. Co. 

Huntington 19, W. Va. 

18. Charleston Wholesale Furn. Co. 
Charleston 22, W. Va. 

19, Jolley Supply Co. 
Miami, Okla. 

20. L. A. Vandersloot 
Kansas City, Mo. 

21, Paramount Radio Shops, Inc. 
Omaha 2, Nebr. 

22, Gaston Music Co. 
Kearney, Nebr. 


, Automotive Supply Co. 
Mitchell, S. D. 
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1, Conlon Corporation 9, Stanley Distributing Co. 
Chicago 56, Ill. St. Louis 8, Mo. 
Ls 7 Menard & Company 10. Lang & Newell Co. 
“he Chicago 11, Ill. Des Moines 9, Iowa 
on dis. L. W. Abbott 11. W- H.- Siegel 
sistance * Muncie, Ind. “Conlon Corporation 
erative Independent Distributors Chicago 50, Ill. 
There * Grand Rapids 2, Mich. 12, Auto Parts Service 
Ory fe Silkworth Distributing Co. La Crosse, Wis. 
dw * Flint 4, Mich. W. R. Beamish Co. 
ates of _ D. M. Silkworth Oil Co. " Minneapolis 3, Minn. 
ows: Ypsilanti, Mich. 14, Richards Brothers 
electr; 7, L. J. Bauer ; * Manistique, Mich. 
2 50 Cleveland 6, Ohio 15 C. J. Campbell 
Wash. §, Bomar Mfg. Co. * Conlon Corporation 
“y iayille 4, Ky. Chicago 50, Ill. 
acuy 
ted 
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ectric ‘Sommers-Brown Co. 
in to * Memphis 3, Tenn. 
wart 32, Interstate Electric Co. 
will New Orleans, La. 
ns 33, Conlon Corporation 
ctric Chicago 50, Illinois 
ger A. G. Rhodes Co. Twin-States Distributing Co. 
300 * Atlanta 1. Ge. * Charlotte 2, N. Carolina 
50 


Conlon Corporation 

3. P 

; od Chicago 50, Illinois 

_ J. M. Keely Sales, Inc. 
Miami 36, Fla. 


3]. C. D. Franke Company 
* Charleston E, S. C. 


39, C. R. Williams Supply Co. 
Winston-Salem 3, N. C. 


40. Goldberg Company, Inc. 
Richmond 19, Va. 


4], Radio Supply Co. 
Norfolk 10, Va. 
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The map above gives the name and address of the Culex dis- 


tributor located nearest you. 

Get in touch with him—find out about the profit possibilities of 
the Cuber Franchise in your neighborhood. 

The new Cnfox. Washers and Ironers have everything — eye 
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42, Mid-Atlantic Appliance Dist. 
Washington 1, D. C. 


43. L. M. Friedman 
Philadelphia 43, Pa. 

44, Chas. B. Scott Co. 
Scranton 3, Pa. 

45. Post & Lester Co. 
Hartford 5, Conn. 


4§, Conlon Corporation 
Chicago 50, Illinois 

4], Mutual Appliance Distributors 
Buffalo 3, N. Y. 


24, Great Falls Paper Co. 
Great Falls, Mont. 


25. Ray Jones Washing Mach. Co. 
Denver 9, Colo. 


26. McNicoll Whse. & Storage Co. 
Colorado Springs, Colo. 


2], Raco Appliance Co. 
Dallas 1, Tex. 


28. Maryon- Williams Co. 
San Francisco 3, Calif. 
Los Angeles 15, Calif. 


|, Conlon Corporation 
Chicago 50, Illinois 


30. General Sales Co. 
Salt Lake City 1, Utah 
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Copyright 
American Map 
Co., Ine., 
New York. 
No. 10753 


48, Harmon Automotive Corp. 
“Rochester 4, N. Y. 
49. Reines-Freeman Distributors 
Albany 6, N. Y. 
50 Eastern Electronic Sales Co. 
* New York 6, N. Y. 


5], Baker’s Service Co. 
* Moira, N. Y. 


SERVE YOU THRUOUT THE NATION —PROFIT OPPORTUNITY NOW 


appeal—that “take me home” appearance that moves them off your 


floors—they are built for service-free performance and lasting con- 


sumer satisfaction. 


So don’t delay—write your CQulorne distributor today. Find out 
how really profitable the Conlon. Franchise can be to you. 


() 
s 
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MOST COMPLETE LINE 
With Simplex you have 
the industry's most com- 
plete, most well-balanced 
line of ironers. There is a 
model for every income 
bracket classification. You 
can sell ‘em all. 


Ce PEO 


| +} 


é WOT, 
A popular-priced automatic cabi- 
net model with 26” roll. 


AMERICAN 
IRONING MACHINE 
COMPANY 


Algonquin, Illinois 
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IRONETTE 
A 22-inch roll portable with 
outstanding pre-war record. 


— ae 


¥| 


SPACE SAVER 
A sensational cabinet model “Iron- 
ette” priced to retail under $50. 


48” SUPER 
For large homes, institutions, etc. 


THE 
RECOCNIZED LEADER 


East North Central 
| 





|} automatic washers; and 50 vacuum 
cleaners. Mr. Edward Harry, vice- 
president of Edison Sault Electric Co., 
makes his predictions as follows: 500 
reirigerators; 400 electric ranges; 100 
water heaters; 100 home freezers; 50 
automatic washers; 500 conventional 
washers; 100 ironers. Saturation is 
estimated as follows: refrigerators 
50% ; electric ranges 50% ; water heat- 
ers 10%, washers 50%, ironers 10% 
|radio, 50%, and vacuum cleaners 50%. 


Wisconsin 


A total of five utility companies serv- 
ing 526,916 domestic and rural electric 
customers reported on the appliance 
market in that state. 

Wisconsin Electric Power Co., with 
242,000 electric customers, having an 
average annual consumption of 1,385 
kw.-hrs., will merchandise a complete 
line of appliances, and their program of 
dealer co-operation will be approxi- 
mately the same as in the prewar, ac- 
cording to F. A. Coffin, vice-president 
and sales manager. A total of 350 deal- 
ers will serve the territory in 1946, 
| compared with the prewar total of 250. 
Mr. Coffin estimates 1946 sales of 
|major appliances as follows: 25,000 
| re frigerators; 5,000 electric ranges; 
| 2,000 water heaters; 1,500 home freez- 
| ers; 2,500 automatic washers; 25,000 
| conventional washers; 1,000 ironers; 
jand 25,000 vacuum cleaners. Satura- 
tion is estimated as follows: refriger- 
|ators 70%; electric ranges 11%; 
| water heaters 4% washers 90%; iron- 
jers 10%; radio 99%; and vacuum 
| cleaners 90%. 

| Wisconsin Power and Light Co., 
| Madison, which serves 110,060 resi- 
| donee and rural customers, having an 
peter annual consumption of 1,085 
| kw.- hrs., will also merchandise a com- 
| plete line of appliances, including radio, 
| but will limit their own merchandising 
| activities to see that dealers’ shelves 
are filled first. Their dealer co-opera- 
tive program includes no subsidies but 
full co-operation on sales training, sales 
plans, advertising and home service 
helps. It is estimated that 812 dealers 
will serve the territory in 1946, com- 
pared with 700 pre-war, according to 
J. D. Howard, general sales manager. 
Mr. Howard further estimates that the 
appliance sales in the territory will 
approximate the following figures for 
1946: 18,000 refrigerators; 3,000 elec- 
\tric ranges; 1,500 water heaters; 2,000 
home freezers; 3,500 automatic wash- 
ers; 9,000 conventional washers; 3,000 
ironers; 10,000 radio sets; and 5,000 
vacuum cleaners. Saturation is esti- 
mated as follows: refrigerators 60%; 
electric ranges 16%; water heaters 
7%; washers 80%; ironers 8%; radio 
98%; and vacuum cleaners 50% 

At Green Bay, Wisconsin, Arthur G. 
Blitz, dealer sales promotion manager, 
reports that the company serves 92,181 
electric customers, having an average 
consumption of 1,048 kw.-hrs. The 
company will merchandise through 
their own sales force a complete line of 
major appliances, including farm 
equipment, he said. They will limit 











JANUARY I, 


CONTINUED FROM PAGE % 





their activities in favor of dealers 
while goods are in short supply. Their 
own sales force, he reports, is being 
built up slowly and on a small basis. 
The dealer cooperative activity of the 
company will embrace active coopera- 
tion in advertising, sales training and 
service, together with home service 
demonstrations. Some 613 dealers wil! 
serve the territory in 1946 compared 
with 530 in the prewar years, and Mr. 
Blitz’s estimate on major appliance 
sales in 1946 includes the following: 
21,880 refrigerators; 4,048 electric 
ranges; 5,060 water heaters; 3,680 
home freezers; 3,567 automatic wash- 
ers; 14,269 conventional washers; 
5,520 ironers; 15,640 radio sets; and 
19,320 vacuum cleaners. Saturation of 
the market is estimated as follows: re- 
frigerators 42.8%; electric ranges 
11.1%; washers 74.7%; ironers 4.1%: 
radios 100%; and vacuum cleaners 
59.2%. 

Wisconsin Gas & Electric Co., Ra- 
cine, according to Ralph Bowen, acting 
promotional director, serves 65,000 
domestic customers, with average an- 
nual consumption of 1,260 kw.-hrs. by 
the end of 1945. The company will 
merchandise all appliances except 
radio, but will help dealers by curtail- 
ing their own activities while appli- 
ances are scarce. The dealer coopera- 
tive program includes contact men 
who will work directly with the re- 
tailer, since the company having no 
commercial salesmen, advertises no 
brand name, and has financing only 
comparable to what dealers can ar- 
range. There will be about 250 dealers 
in the territory, compared with some 
225 dealers prewar. Estimates on 1946 
unit sales provided by the company 
follow: 1,200 refrigerators; 2,000 elec- 
tric ranges; 1,200 water heaters, 1,000 
home freezers ; 500 automatic washers ; 
1,000 conventional washers; 200 iron- 
ers; and 1,500 vacuum cleaners. Sat- 
uration is estimated as follows: refrig- 
erators 44%; electric ranges 20%; 
water heaters 2.5%; washers 64%; 
ironers 10%, radios 110%, and vacuum 
cleaners 80%. 

At Ashland, the Lake Superior Dis- 
trict Power Company, according to 
L. W. Symons, general commercial 
manager, serves a total of 17,550 resi- 
dential and rural electric customers, 
whose average annual consumption has 
reached 1,212 kw.-hrs. The company 
will merchandise through their own 
sales force, and report that due to the 
sparse settlement in their territory they 
are accepting any appliances allocated 
to them by the distributors. The num- 
ber of dealers serving the territory is 
expected, in 1946, to approximate the 
60 in business prewar. Estimates of 
unit sales for 1946 are as follows: 1,600 
refrigerators, 800 electric ranges, 400 
water heaters, 200 home freezers, 200 
automatic washers, 800 conventional 
washers, 150 ironers, and 300 vacuum 
cleaners. Saturation is estimated as 
follows: refrigerators 75%; electric 
ranges 45%; water heaters 10%; 
washers 80%; ironers 10%; and 
vacuum cleaners 55%. 
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See Your Distributor for Complete Details! 


Yes, this life-size, full-color Coolerator cutout ator with full-color food illustrations works as an 


display is ready for immediate shipment to your 
store! Just wait till you see the lifelike Magic 
Flavor-Saver Girl and you’ll agree that this dis- 
play actually brings glamour to the appliance 


extra salesman, because it not only shows how 
much food the New Coolerator will store but illus- 
trates all 7 electrifying features! Place your order 


for this selling display immediately. Shipping size 


business! Dealers say that the actual-size Cooler- 4 ft.x 5 ft. See your Distributor’s Salesman today! 


The Coolerator Company 


Coolerartorx 


Duluth 1, Minnesota 
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KNAPP-MONARCH 


The *%M~ Infra-Red Ray Lamp is proof 
of our policy to supply you with appliances 
whose quality, dependability and perform- 
ance is unexcelled by any other appliance 
at any price. 


Highly efficient, this *&M~ Lamp has a 
steel diffusing disk over the nichrome ele- 
ment which focuses and concentrates the 
Infra-Red rays . . . an exclusive ~KeM~ sell- 
ing feature. 


While we are in full production on this 
item, the demand is so great we urge you 
to place your order now to assure earliest 
possible delivery. 


ONLY ~KeM~— BACKED BY 20 YEARS EXPERIENCE CAN OFFER YOU 


The most complete Exclusive items with Profit-proven, time- 
line in the industry. exclusive features that tested, trouble-free 
Saves overhead by reduc- get customers and hold appliances. Over 25 


ing inventory costs. them for you. 


million in use. 


KNAPP-MONARCH COMPANY 


ST. LOUIS, MO. 


P-MONARCH OFFERS YOU A COMPLETE LINE! 
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Winning Friends and Influencing Customers for You 


Month after month attention-getting ~,eM- national ad- 
vertising is winning customers— building a backlog of future 
business for you. Watch for 4M - advertising in LiFe, 
SaTURDAY EVENING Post, BETTER Homes AND GARDENS, §@ 
FARM JOURNAL, LADIES HOME JOURNAL, and other leading 
magazines and newspapers. 


... PROFIT PROVED® BACKED BY 20 YEARS’ EXPERIENCE! 
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HE West North Central region 
of the country, comprising the 
states of Iowa, Missouri, South 

Dakota, Nebraska and Kansas, is re- 

ported on by 21 utility companies serv- 

ing 1,616,900 urban and rural custom- 
ers. 


ESTIMATED 1946 SALES 


Of the 21 reporting companies, any- 
where from 8 to 20 of them provide 
estimates on major appliance sales in 
their territories for the year 1946, 
Broken down by individual appli- 
ances, the totals for the territory are 
as follows: 

On refrigerators, 20 companies esti- 
mate there will be 94,783 units sold, 
or 60 refrigerators per 1000 customers; 
on electric ranges, 20 companies esti- 
mate that 29,085 units will be sold, 
or 18 ranges per 1,000 customers; on 
water heaters, the same 20 companies 
estimate that 14,023 units will be 
sold, or 9 for each 1,000 customers; 
on home freezers, 18 of the 21 com- 
panies provided estimates which pre- 
dict 15,870 units or 13 home freezers 








































































(Continued on paye 104) Leaving the Bad Lands country by way of an auto highway near Wall, South Dakota. 
ELECTRICAL APPLIANCE MARKET DATA—WEST NORTH CENTRAL REGION 
Number 
of Aver. NUMBER DO you 
Custom- | Kw.-Hr. DEALERS IPLAN TO 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1946 SERVING MER- 
(Urban & | sump- TERRITORY CHAN- 
Rural) tion DISE? 
Elec- Water Washers 
Dec. 31, | Refrig- tric Heat- Wash- lroners Radio Vaecuum| Relrig- Ranges Water Home - ——— lroners Radio Vacuum 
1945 | 1945 | eretors Ranges ers ers Sets Cleaners| erator Units Heaters Freezers Autom. Conv. Units Sets Cleaners| 1941 1945 1946) Yes No 
% o// % % % % % Units Units Units Units Units Units Units 
MINNESOTA 
Minnesota Power & Light Co.| 49,700 | 1,260 52.3 24 7 89 65 95 63.5 6000 2,250 1,000 300 «62,250 2,250 400 10,000 2,750) x ° 
Otter Tail Power Co...... 43,000 | 1,200 42 24 4 ot as ae Pe 1,00 1,000 600 500 200 300 Ge ktueecs 100 a x oe 
Montana-Dekote Utilit'es Co.) 15,000 | 1,006 ; > on —_ _— oa 1,000 900 200 250 200 150 100 — 250 : — : x +e 
Northern States Power Co. | 381,500 | 1,440 68 17 8 80 15 74 4000 3,000 1,800 600 300 500 200 1,500, 350 300 475 x co 
Eastern Minnesota Power! 
b a ee | 4,700 | 1,100 65 40 14 600 400 150 Pn Adbdive- snevas, icesae>. acnans 10 16 27 x “oe 
4 
IOWA 
lowa Electric Light & Power 
Co. Cedar Rapids Transit 28,200 | 1,275 60 10 10 778 365 348 75 225 100 300 40 30 40 7 oo 
lowa Souther Utilities Co... . 50,600 930 45 15.5 2 ase . ‘ ‘ 5,000 2,500 1,000 300 500 3,000 750 3,000 : , ‘ x ° 
Nebraska Power Co... | 11,000 1,050 65 6 4 80 10 100 75 1,000 200 300 200 500 100 500 25 15 30 x 2° 
lowa-lilinois Ges & Electric! | ‘ 
ae | 64,000 92 80 12 2 80 7 109 68 1,750 150 100 275 225 950 250 975 1,200 55 40 75 x 2° 
lowa Public Service Co. . 58,915 925 74 23 11 90 65 — pie 2,500 1,500 1,000 2,000 - 2,500 1,000 , | : . , x oe 
Interstate Power Co. . . 68,700 970 60 12 5.5 ; ‘ 700 1,500 2,000 900 nh 150 396 400 x ce 
MISSOURI 
Missouri Power & Light Co. 37,750 | 725 70 8 1 52 8 90 50 6000 2,000 1,000 1,500 1,500 1,500 500 18,000 3,000 130 160 210 . oe 
Empire District Electric Co....| 40,100 815 75 1 5 ; see 99 2,500 600 350 400 , e° : ° : x — 
Union Elec. Co. of Mo. &| 
Subsid. —_ } 380,000 | 1,240 84 10 00 73 5 100 67 10,000 5000 1,000 ...... 1,000 9,000 500 20,000 15,000 800 600 1,000 x - 
Kansas City Power & Light Co.| 137,167 | 1,300*} 70 16 1.7 50 10 100 65 16,000 2,500 500 1,200 3,500 7,500 ,300 16,600 12,000 55 125 175 : ee 
SOUTA DAKOTA 
Northwestern Public Service 
ere ; 20,413 | 1,162 60 21 8 ose eee jue 0 newa 4900 2,000 1,000 1,000 3,000 1,000 500 5,000 1,000) 100 225 300 x ° 
NEBRASKA 
Central Electric & Gas Co.. 4,628 54 26 7 ° e  weacad 155 120 75 20 10 100 15 75 x se 
Neb. Power Co... . 85,050 1,325 72 10 4 ° o Seas 15,000 1,500 1,000 6,000 2,000 9,000 25,000 ” ce 
| | | 
KANSAS | 
Kansas Gas & Electric Co. 74,327 | 1,112 70 6 2 50 10 90 70 700 1,000 500 200 2,000 8,000 1,000 20,000 8,000) 210 118 218 a “was 
Kansas Electric Power Co. 29,150 925 60 11 2 65 8 100 60 3,500 600 100 100 500 200 250 2,000; 100 75 200 Be once 
Board of Public Utilities nad Ieurek 70 10 1.5 08 oes cco 8 = ee wseel 86606008 8€b086S SbebeE bosses ccsccce eonaee S80800 200800 gecesi. ed Stal - x 
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Immediate Delivery! 






Replacement Coils 


FOR SERVICE AND REPAIR 
OF ELECTRIC RANGES 
AND SMALL APPLIANCES 


These fast selling, highly dependable "JIFFY" replacement coils 
are now available in unlimited quantities. 


"JIFFY" coils are made from a high grade nickel chrome alloy 
which is totally resistant to alkaline solutions, practically all acids, 
corrosion and heat. All "JIFFY" coils are cut to resistance and not| W@shers, 80%; 
to length to insure greater accuracy and long life. Special resist- 
ance coils can be supplied to meet requirements. 

"JIFFY" has available compact, economical kits of various 

units which can be used readily for repair of most appliances 


and electric ranges. We will furnish gladly on request a list 
. .. their contents and prices. 


THE HARTFORD ELEMENT CO. INC. 
272 Windsor 


HARTFORD CONNECTICUT 
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for each 1,000 on home 
laundry equipment, 17 companies esti- 
mate that 65,860 washers will be sold 
in 1946, the following major appliances 
tomers; 13 companies estimate 8,065 
ironing machines sales or 6 per 1,000 
customers; on vacuum cleaners 15 
companies figure 15,675 unit sales or 
38 per 1,000 customers. A few com- 
panies reported on radio set sales, 8 
utilities estimating radio at 115,575 
units or 136 radio sets per 1,000 cus- 
tomers. 


customers ; 


UTILITY MERCHANDISING 


Of the 21 reporting companies in 
the region, 20 of them plan to sell 
appliances through their own sales 
forces, only one will not merchandise. 
The same number of companies will 
have dealer cooperative programs, 
however. The utilities further estimate 
that there will be 3,150 dealers serv- 
ing their territories in 1946, compared 
with the 1945 figure of 2,100 dealers 
and a prewar figure of 2,025 dealers. 


INDIVIDUAL COMPANIES 


Minnesota 








The Northern States Power Co., 
according to H. E. Young, vice-presi- 
dent, serves 381,560 residential and 
rural customers whose average annual 
consumption now totals 1440 kw.-hrs. 
The company, Mr. Young said, will 
merchandise with complete line of ma- 
jor and small appliances except radio, 
but will limit their own selling activi- 
ties while appliances are scarce, by em- 
They plan fur- 
ther a very comprehensive program of 
dealer along the lines 
which effect for many 
Mr. Young estimates the 
number of dealers who will be serving 
the territory in 1946 at 475, compared 


ploying no salesmen. 


cooperation 
have 
years past. 


been in 


with the 1945 figure of 300 and the 
prewar figure of 350 dealers. Esti- 
mated major appliance sales in the 


1946 are as follows: re- 
frigerators, 4,000; ranges, 3,000; water 


territory in 


heaters, 1,800: home freezers, 600: 
automatic washers, 300: conventional 
washers, 500; ironers, 200; vacuum 
cleaners, 1,500. Present saturation in 


the territory: refrigerators, 68% 


tric ranges, 17% 


; elec- 
- water heaters, 8%; 
ironers, 15%; vacuum 
cleaners, 74%. 

At Duluth, W. S. McVaugh, resi- 
dential and farm sales manager, of the 
Minnesota Power & Light Co., reports 
that they serve 49,700 residential and 
rural customers whose average annual 
onsumption is 1,260 kw.-hrs. The 
company intends to merchandise a com- 
plete line of major appliances except 
radio sets, but including clothes dryers 

|and electric blankets. Their selling 
activities will be limited while equip- 
ment is in short supply on the follow- 
ing basis: equipment will be sold by 
the utility on a non-exclusive basis 
and they will assist dealers in obtain- 
ing sales personnel and in obtaining 
suitable lines of merchandise. 

In addition, the utility will have, 
according to Mr. McVaugh, a co- 
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ordinated promotional advertising a 
sales program to assist dealers. T 
help will include sales training assi 
tance, display material, home service 
demonstrations, systematic custome: 
contact and a policy of paying the 
own on a straight sala: 
basis. 

There were over 300 appliance out- 
lets in the territory prior to the 
and no estimates are made as to 
many there will be 
year. 

Estimated appliance sales in the 
territory, it is reported, will be about 
as follows: refrigerators, 6,000; ranges, 
2,250; water heaters, 1,000; 
freezers, 300; automatic 
2,250; conventional y We 
radio sets, 10,000; vacuum cleaners, 
2,750; electric blankets, 200; clothes 
dryers, 100. Present saturation in the 
territory: refrigerators, 52.25%; elec- 
tric ranges, 24%; water heaters, 7%: 
washers, 89%; ironers, 6.5%; 
95%; vacuum cleaners, 63.5%. 

Carl J. Johnson, director of sales 
of the Otter Tail Power Co. reports 
they serve 43,000 residential and rural 
customers, whose average annual con- 
sumption is estimated at 1200 kw.-hrs. 
The company will merchandise a com- 
plete line of appliances except radio 
and their dealer cooperative program 
consists of contracting with certain 
dealers in the territory who sell for 
them. No estimate is provided on the 
number of dealers serving the area. 

Mr. Johnson however, estimates that 
in 1946, the following major appliances 
will be sold in the territory: refrig- 
erators, 1,000; ranges, 1,000; water 
heaters, 600; home freezers, 500; auto- 
matic 200 : 


salesmen 


< 


Var 
how 
in business this 


home 
washers, 
washers, 2,250; 


radios, 


washers, conventional 


washers, 300; vacuum cleaners, 100. 
Present saturation: refrigerators, 
42%; electric ranges, 24%; water 


heaters, 4%. 

Montana-Dakota Utilities Co., head- 
quarters at Minneapolis, serves 15,000 
residential and rural customers in 
scattered communities throughout the 
state. Average annual consumption is 
figured at 1006 kw.-hrs. The utility 
will merchandise complete line of 
major and small appliances and will 
have a program of dealer cooperation 
which will include appliances service 
and any free installations which the 
company employs. No estimate is pro- 
vided on the number of dealers in the 
territory but 1946 sales according to 


R. F. Bennett, will be about as fol- 
lows, it is estimated: refrigerators, 
1,000; ranges, 900; water heaters, 
200; home freezers, 250; automatic 
washers, 200; conventional washers, 
150; ironers, 100; vacuum cleaners, 
250. Present saturation is not given. 


Eastern Minnesota Power Corp., at 
Pine City, serve 4700 customers with 
an average annual consumption of 
1100 kw.-hrs. They plan to merchan- 
dise refrigerators, ranges, water heat- 
ers and home freezers only but will 
help new dealers, of which there are 
about 27, get established. They esti- 


(Continued on page 106) 
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ENGINEERED FOR SATISFACTION! 
DESIGNED FOR EYE APPEAL! 

PRICED FOR BETTER, 
STEPPED-UP SALES! 


Superflame Fuel Saver— 
THE Sales Clincher! 


Shows how it cuts fuel bills 
20% — assures 100% 
more circulating, radiat- 
ing capacity! No other oil 
space heater has the Fuel 
Saver! 


Superflame is the All-Star line backed 
by 25 years experience manufacturing 
oil burning appliances. It meets every 
demand for better oil space heaters— 
sells UP the majority of prospects! 
Priced from $32.95 to $159.50, Super- 
flame gives dealers 3 price groups—with 
styles—models—features—dealers are 
proud to show—customers happy to 


own! 


And the exclusive Superflame Fuel- 
Saver that cuts oil bills 20%—gives 
100% more radiating capacity—is a 


dealer’s delight as a ‘“‘show me”’ feature 
—prospects see how they save—why 
Superflame is the buy for them! 


Meet today’s overwhelming space 
heater demand with Superflame—the 
finer heater—the complete line—the 
creator of good will—repeat, more 
profitable business! 


Write for the name of the Superflame 
distributor in your area. There are a 
few good distributor territories still 
available. 


QUEEN STOVE WORKS, INC. 
ALBERT LEA, MINNESOTA 


Superflame 
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Your customers 
know 
this trusted name 














People can now choose the household ap- 
pliances they want from a variety of makes. 
War merchandise has given them sharp 
eyes for quality. Naturally, they will be 
drawn to trade names they associate with 


“‘pre-war’’ values. 


A Mark They Trust 


One of these familiar trademarks is the 
Armco triangle—advertised in popular 
magazines for 32 straight years. 

Your prospects have also seen this 
famous triangle on ranges, refrigerators, 
washing machine tubs and other porcelain 
enameled products. They know it means 
that the metal base beneath the gleaming, 
porcelained finish is ARMCO Enameling Iron 
—finest of its kind. 


The American Rolling Mill Company 


Special-Purpose Sheet Steels 


NATIONALLY ADVERTISED FOR OVER THIRTY-TWO YEARS 











Many leading manufacturers are also 
using Armco Galvanized PAINTGRIP Steel 
for important parts of washing machines, 
laundry dryers, ironers and home freezers. 
Paint lasts several times longer on this 
special-purpose steel. 


You Want This Assurance 


Armco is rolling sheet steel ‘‘around the 
clock”’ to help supply all its customers— 
the companies from whom you buy. This 
still may not be enough, but you have the 
assurance of knowing that the products 
you do get are “top metal quality’”’ when 
they’re made of Armco Special-Purpose 
Steels. THe American Rolling Mill Co., 91 
Curtis Street, Middletown, Ohio. Export: 
The Armco International Corporation. 
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mate 1946 sales as follows: refrigé 
ators, 600; ranges, 400; water heate: 
150; home freezers, 250. Present satu- 
ration in the territory: refrigerators, 
65%: electric ranges, 40%: water 
heaters, 14%. 


In the state of Iowa, six utility 
companies serving 281,415 domestic 
electric customers reported on the 
1946 appliance market in their terri- 
tories. 

At Dubuque, the Interstate Power 
Co., according to L. L. Perry, business 
development manager, serves 68,700 
domestic and rural customers, whose 
average annual consumption is esti- 
mated at 970 kw. hrs. Interstate Power 
will merchandise appliances in 1946 
but plan to be more aggressive after 
the present backlog of demand is satis- 
fied—in other words when more cr¢ 
tive selling will be necessary. Their 
program of dealer cooperation, Mr 
Perry said, will include campaign tie 
ins, advertising, sales training, home 
service help and assistance on range 
and water heater installations, (with- 
out subsidies). The 150 dealers sery 
ing the territory before the war, had 
expanded to 396 by 1945 and they 
are expected to stabilize at around 
400 by 1946. Mr. Perry estimates 
major appliance sales for 1946 in the 
Dubuque territory as follows: refrig- 
erators, 7,000: ranges, 1,500: water 
heaters, 2,000: home freezers, 900 
Saturation: refrigerators, 60%; ran 
ges, 12%; water heaters 5.5% 

Iowa-Illinois Gas and Electric Co.., 
serving Rock Island. Moline and 
East Moline, Illinois; Davenport, Towa 
City and Fort Dodge, Iowa, have 
64,000 residential and rural customers 
on their books. According to J. M 
Hollingsworth, sales promotion man 
ager, the company plans to sell a con 
plete line of appliances and radio in 
cluding room coolers and dish washers 
but will maintain only a skeleton crew 
of outside salesmen while appliances 
are in short supply. Their dealer co- 
operation program has not been estab- 
lished definitely. There were approxi- 
mately 55 dealers serving the territory 
in pre-war, a number which fell to 
40 during the war but is expected to 
rise to 75 in 1946. 

Mr. Hollingsworth estimates the 
1946 major appliance sales in his 
territory as follows: refrigerators, 
1,750; ranges, 150; water heaters, 100: 
home freezers, 275; automatic washers, 
225; conventional washers, 950: iron 
ers, 250; radio sets, 975; vacuum 
1.200: room coolers, 35: 
dishwashers, 75. Present saturation 
is: refrigerators, 80%: ranges, 12% 
water heaters, 2%: washers, 80% 
radios 109%; 


cleaners, 


ironers, 7%; vacuum 
cleaners, 68% 

\t Sioux City, Mort Pendleton, vice 
president of Iowa Public Service Co 
reports 58,915 urban and rural cus- 
tomers. The average annual consump- 
tion is estimated at 925 kw.-hrs. Thx 
company will merchandise only ranges 
and water heaters and will leave t 
(Continued on page 108) 
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ON THEIR WAY TO 


Boost Gow: Duties 


... because they sell quickly 
... require little service 
... and win owners’ loyalty 


Yes—they’re super-charged with sales appeal, these 
streamlined Horton beauties, distinguished by new 
performance features. They are the Horton 4X12 
Washer, the Horton 413 Washer, and the 640A Ironer. 


... And the big payoff is that these Hortons are 
even more dependable performers than the long line 
of Horton Washers and Ironers that over so many 
years won national recognition for trouble-free per- 
formances. For these new day pace-setters, and the 
Horton Diamond Jubilee Models, coming in 1946, 


SS 


reflect the new skills and greater “‘precision-conscious- 
ness” Horton folks gained during our remarkable 
war-time manufacturing accomplishments. 


Now here’s where you step into the picture: 
Horton washers and ironers have the eye appeal and 
convenience features that make them easy to sell— 
the performance that makes owners boost them to 
their friends—and the mechanical dependability that 
frees you from costly service problems. 


For full facts on the complete Horton line and 
the merchandising and advertising behind it, write 
HorRTON MANUFACTURING Co., Fort Wayne 1, Indiana 


See our complete display at spaces S, 120 
and 121, Furniture Mart—January 7 to 19 





MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 74 YEARS 














a The trade name, HORTON ELECTROHOME, distinguishes Horton designed and engineered products manu- 
factured and sold in Canada by its affiliate, Dominion Electrohome Industries, Ltd. of Kitchener, Ontario. 
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Menasco Manufacturing Company 


announces the appointment of the 

L. K. Franklin Company of 1241 S. Hill St., 
Los Angeles, California, as manufacturer's 
representative for the ELECTRO-MITE 


portable electric washer. 





menascO MANUFACTURING COMPANY 


805 South San Fernando Boulevard, Burbank, California 


‘West North Central 





other than these 
items. Number of 
dealers serving the territory is not 
estimated but Mr. Pendleton figures 
major appliance sales in the territory 
for 1946 as follows: refrigerators, 
2,500; ranges, 1,500; water heaters, 
1.000: home freezers, 2,000; conven- 


lealers the sale of 


two load building 


|tional washers, 2,500; ironers, 1,000. 
Present saturation: refrigerators, 
| 74%; ranges, 23%; water heaters, 
11%; washers, 90%; ironers, 65%. 
At Cedar Rapids, the Iowa Electric 
| Light and Power Co. serves 28,200 
lomestic customers whose average an- 
nual consumption reached 1275 kw. 
hrs. by the end of 1945. The company 
ill merchandise major appliances ex- 
‘ept radio as soon as they are on the 
market and their program of dealer 





include allowances 
ranges and water heaters, 
together with an advertising allow- 
these two items. The 40 
dealers who served the territory prior 
to the fell to about 30 during 
the war but are expected to again 
reach pre-war standards according to 
J. P. Walter, general sales manager. 
Mr. Walter, in addition, provided the 
following estimate of major appliance 
for 1946: refrigerators, 778: 
ranges, 365; water heaters, 348; home 
| freezers, 50-100; washers, 225; iron- 
ers, 100; vacuum cleaners, 300. Pre- 
sent saturation: refrigerators, 60%; 
ranges, 10%: water heaters, 10%. 
Iowa Southern Utilities Co. at Cen- 
terville, Iowa, serves 50,600 urban and 
rural customers with an average an- 
nual consumption of 930 kw.-hrs. The 
company will merchandise all major 
appliances but will employ no outside 
the immediate future. 
Their dealer cooperation program is 
undetermined at the time of writing. 
\pproximately 70 retail appliance out- 
lets covered the territory before the 


7 
ooperation Will 


for wiring 
ance on 


war, 


sales 


salesmen in 


war and this number is more than 
double as of 1946. Mr. George T. 
Price, commercial manager of the 


company, estimates the following sales 
of major appliances in the territory 


during 1946; refrigerators, 5,000; 
ranges, 2,500; water heaters, 1,000; 
home freezers, 300: automatic wash- 


ers, 500; conventional washers, 3,000; 
ironers, 750; vacuum cleaners, 3,000. 
Present saturation: refrigerators, 

145%; 15.5%; water heaters, 
sacl 


| The branch of the Nebraska Power 
Co. the Council Bluffs, Iowa 
| territory. They serve 11,000 domestic 
| customers whose average annual con- 
sumption is estimated at 1,050 kw.-hrs. 
The company will merchandise refrig- 
erators, ranges, and water heaters, and 
will cooperate 100% with dealers. 
With the 30 dealers serving the terri- 
tory major appliance sales in 1946 are 
estimated as follows: refrigerators, 
1,000; ranges, 200; water heaters, 200; 
automatic washers, 200; conventional 
washers, 500; vacuum cleaners, 500; 
ironers, 100. Present saturation: re- 
frigerators, 65%; ranges, 6%; water 


ranges, 


covers 


heaters, 4%* washers, 80%; ironers, 
100%. 





10%: radio 
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Missouri 


The largest power companies 
Missouri, the Union Electric Co. 
Missouri, and Union Electric Pow 
Company, have 380,000 residential and 
rural customers on their books, whose 
average annual consumption amounts 
to 1,240 kw.-hrs. The company as in 
the past, will merchandise complete 
line of appliances except radio, accord- 
ing to C. E. Michel, vice-president 
However, in a statement issued in 
June 1945, the company announced 
the policy of waiving all its quota 
rights to appliances for its own mer- 
chandising operation in favor of deal- 
ers in the territory. They point out 
that prior to the war dealers were 
selling more than 95% of the refrig 
erators and two-thirds of the 
electric ranges. The company’s pro 
gram of dealer cooperation will include 
aggressive merchandising with active 
dealer sponsorship and _ cooperation, 
cooperative advertising in newspapers 
and other media, and contacts through 
dealer counselor. The 800 dealers wh 
served Union of Missouri in the St. 
Louis area before the war fell to some 
600 by the end of the war but are 
expected to about 1,000 
in 1946. Mr. Michel, in addition, esti 
mates 1946 major appliance and radio 
sales at about the following figures: 
refrigerators, 10,000; ranges, 5,000; 
water heaters, 1,000; automatic wash- 
ers, 1,000; conventional washers, 
9,000; ironers, 1,500; radios, 20,000; 
vacuum cleaners, 15,000. Present satu- 
ration: refrigerators, 84%; ranges, 
10%; washers, 73%; ironers, 5%; 
radios, 100%. 

In Kansas City, Missouri, Kansas 
City Power and Light Co., according 
to Mr. John A. Kramer, sales manager, 
serves 120,167 customers with an aver- 
age annual consumption of 1,300 kw.- 
hrs. The company will merchandise a 
complete line of appliances and radio 
but through the period of appliance 
scarcity intends to suppress their own 
sales efforts by not taking full allot- 
ments of merchandise or allowing 
100% activity on the part of their 
own salesmen. Their dealer coopera- 
tive program will include offering 
sales promotion assistance, advertising 
and installment payment on electric 
service bills. They will also maintain 
dealer contact with dealer personnel to 
assist training salesmen and closing 
sales. Approximately 55 dealers served 
the Kansas City territory before the 
war but this number reached 125 
outlets by 1945 and is expected to reach 
175 by 1946. Mr. Kramer estimates 
1946 major appliance sales in the 
Kansas City area as follows: refriger- 
ators, 16,000; ranges, 2,500; water 
heaters, 500; home freezers, 1,200; 
automatic washers, 3,500; conventional 
washers, 7,500; ironers, 1,300; radios, 
16,600; vacuum cleaners, 12,000. Pre- 
sent saturation: refrigerators, 70%; 


over 


increase to 


ranges, 16%; water heaters, 1.7%; 
washers, 50%: ironers, 10%; radio, 


100% ; vacuum cleaners, 65%. 


(Continued on page 110) 







1946—ELECTRICAL MERCHANDISING 




















St. 
yme 
are 
of i) 


1sas 
ling 
per, 
yer- 
rW.- 
ea 
idio 
ince 
wn 
lot- 
ring 
heir 
era- 
ring 
sing 
tric 
tain 
| to 
sing 
‘ved 
the 
125 
ach 
ates 
the 
rer- 
ater 
200 ; 
onal 
lios, 
Pre- 
I% 

1% 


dio, 








a 







SHE makes the dress 


Man contributes his skill to create a 
piece of cloth. Woman employs her skill 
to make of this piece of cloth a finished 
garment. 

How different are the skills involved 
here, and how different the interests 
each brings to the task! 

Out of these differences in abilities 
and viewpoints — symbolized in the 
weaving of the cloth and the cutting of 
it—arise essential differences in the 
reading habits and ways of thinking of 
men and women. 


HE weaves the fabric... 


The mind of a woman can best be 
reached through a magazine that thinks 
as women think. 


McCall’s Understands 
The Minds of Women 


Through continuous research con- 
ducted in the actual homes of McCall's 
readers, McCall's editors sharpen their 
understanding of what women think 
and want and dream. This keener un- 
derstanding is reflected in the interest 


with which the women in more than 





Painted for McCall's by Walter Klett 
 ] 


3.500.000 homes every month turn to 
McCall's as a 


and guidance. 


source of information 


That is why the manufacturer and the 
merchant both find that their best in- 
formed and most responsive customer 


is the woman who reads Me(Call’s. 


M (Ml, 


THREE MAGAZINES IN ONE 
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At Joplin the Empire District Elec- 
tric Company serves 40,100 residential 

| and rural customers. The company will 
| merchandise ranges, water heaters, 


FT” he a ee 


AL yunusTRy 


Gili To aa 


as \Vat aS "ar as 


home freezers, commercial equipment 
and small appliances, but will keep 
| their own selling activities limited in 
favor of dealers while appliances are 
| 
| 





in short supply. No estimate of the 
number of dealers serving the territory 
is provided but Mr. G. B. Barrett, 
manager of merchandise sales, provides 
the following estimate of major appli- 
ance sales in the Empire District 
Electric territory: refrigerators, 2,500; 

ranges, 600; water heaters, 350; home 
. freezers, 400. Present saturation: re- 


Daring 1944-45, Union Pacific paid tribute to American indus- | frigerators, 75% ; 


Vat Va aS A 
ae Ot | | 


SU ZSZN) 
I SI 


ie 
Sa “ae 


ranges, 1%; water 
+ . -aters 50% + radios OOC 

try on its radio program “Your America”, broadcast each week — ; dere dentin Ba ciada 
over a nation-wide network. Representatives of 70 major indus- | Company which serves 37,750. cus- 
tries were given the opportunity to present the dramatic story es ea ee ne 
of their respective industry’s contribution to the welfare of the | radios, but have not yet completed their 

4 dealers cooperation program. They es- 
nation. timate 130,dealer outlets will reach 
210 in 1946. Major appliance sales for 
the year 1946 are estimated as follows: 
speaker, George B. Cumming of New York City, refrigerators, 6,000; ranges, 2,000; 
water heaters, 1,000: home freezers, 
1,500; automatic washers, 1,500: con- 
turers’ Association. On other programs were ventional washers, 1,500; ironers, 500; 
radios, 18,000; vacuum cleaners, 3,000 
Present saturation: refrigerators, 70% ; 
Radio Manufacturers’ Association; and Louis C. ranges, 87% ; water heaters, 1% ; wash- 


7 : ers, 52%; ironers, 8%: radios, 90%: 
Upton of St. Joseph, Mich., representing the ensies Geeen. S00. 
American Washer and Ironer Manufacturers’ 


For example, on one program our guest 


VA aS VAT aS \Va an aw: 


FFT ae, 


represented the National Electrical Manufac- 


ANZ 


R. C. Cosgrove of Cincinnati, representing the 


AV/AAN ZA ZS 


South Dakota 
Association. In South Dakota, the Northwestern 


Public Service Company, according to 


Union Pacific—along with other railroads—was then engaged yj, —& \. 





Nottestad, general sales 

in moving vital wartime materials. Your industry and the | ™@ager, serves 20,413 customers 

whose average annual consumption is 

nation generally knows what a tremendous task that was and | | 162 kw.-hrs. The company will 

how efficiently it was accomplished. merchandise all major appliances ex- 

’ cept radio and will cooperate actively 

Today, Union Pacific is prepared to continue its assistance to _ with dealers in the territory. The num- 
your industry by speeding the distribution of peacetime com- realy an ro 0 ge ae, ae 

modities. Equipment, facilities and personnel are geared to 225 in 1945 and is expected to reach 


7 SIZ 
~ =S SSSA SS ae are 


id 8 meee 300 in 1946. Mr. Nottestad figures 
provide unexcelied service. appliance sales in 1946 in his territory 
as follows: refrigerators, 4,000; 


A staff of trained traffic men stand ready at all ranges, 2,000; water heaters, 1,000: 





times to cooperate with you. home freezers, 1,000; automatic wash- 
ers, 3,000; conventional — washers, 
° 1,000; ironers, 500: radios, 5,000: 
For fast, dependable service .... 


vacuum cleaners, 1,000. Present sat- 
uration: refrigerators, 60% : ranges, 
21%; water heaters, 8%. 


° Co Nebraska 
/ Two power companies in Nebraska 


serving the Omaha and Lincoln areas 
with combined domestic customers 
% Union Pacific will, upon re- totaling nearly 90,000, reported on 







quest, eee their areas. 

about available industri - 

and mercantile sites in the ; At Omaha, the Nebraska Power 
territory it serves. Address Company serves 85,050 cutomers with 
Union Pacific Railroad, 7 







p seen > so Bg an average annual _consumption of 
1,325 kw.-hrs., according to Mrs. B. FE. 
——— Marsh, residential sales manager. The 
company plans to merchandise a full 


The Progressive line of appliances in post-war except 


| 
UNION PACIFIC RAILROAD | ep yg Riri 






and radio sets. Their selling activities 


The STealegie Middle Late | will be limited however, during the 


(Continued on page 114) 
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Now on the production lines . . . new gas ranges by Roper .. . with refinements 




















ay that are truly ‘Jewels of Cooking Performance.” 

will Here are Jewels that have instant appeal to every housewife . . . Jewels that will 

cept fill your salesmen with supreme confidence in a superior product . . . Jewels by any 

heir standard of comparison. 

be These new Roper gas ranges are the result of Roper's 60 years’ experience in manu- 
es facturing “America's Finest Gas Range.” 
Ws: : 
ee: ERS . PRR RER RRR RRARERs 2 cae | 





ron- 
00 : 
O00 


Ble ROY -= 
“ GG cD 


Mei | MODEL 7300 MODEL 7302 MODEL 7306 


This model offers a standard In this fine gas range is found Six top burners give this new 
4-burner cooking top with a “Separated” 4-burner cook- Roper the extra capacity de- 
large working surface finished ing top with two burners at dired in many a home. Other 


in sparkling white enamel. each end of range. It also features are identical to those 












































tern Other feat ore ti all other features of in model 7304 shown at left. 

nap to those in model 7304 at left. the model 7304 shown at left. An outstanding gas range. 

sale Tops on the list of these new Roper gas ranges is this beautiful - a 
ners model with patented “Staggered” cooking top . . . ““Simmer-Speed” 
7 > top burners . . . extra-capacity broiling oven at waist-high level . . . 

wa “Glo” broiler that broils with rapid, penetrating “Infra-red” heat. . . 

bert big ‘3-in-1" oven . . . ‘“Seal-Tight" doors . . . and a host of other 


jum- 


highlight features. 
a. 
‘ise 2. 
: 
| BERR RS EARERERERE AKA SARTRE SESE RRR RRR RRR REA 
each 


a . iy! 80 Ele) es Gy) 


tory & 


































































: | ee a 8 
000; Fi — Here's a splendid new Roper gas : 
sh- @ . w v9 
a | ~_V— =| range offering many excellent MODEL 3800 MODEL 3802 
) —- : nap 
000 — ce : : “eC; " PY This new gas range has In this smart model is in- 
sat- ff : features including Simmer : ome — as aue a Manna = 
; 2 4 oo te be s top plus all those other fea- urner cooking top. It also 
ges, & Speed top burners . . . Stag . tures of the model 3804 has those features of the 
2 gered” cooking top big : shown at left. 3804 shown at left. 
Qa. . . . a 
eel —— - “ ” 
——_ *3-in-1" oven . . . “E-Z-Roll 
aska broiler . . . giant ‘Store-all"”’. . . 
reas 
anne roll drawer . . . ‘‘Insta-flame"’ top 
dius lighters .. . oven control . . . and 
ower a great deal more. 
with 
1 of 
3. I 
The 
full GEO. D. ROPER CORPORATION, 
eid Rockford, Ill. Offices and warehouses 
pole in principal distribution centers. 
the 
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Kilehen, 


KITCHENS 





Kitchen-Kraft Base Cab- 


pty inets. Many drawer and door ° Bi 
4 combinations. Drawers slide | +5 
at the touch of a finger Kitchen-Kraft } | 7 
4 Utility Cabinets. Fit |__ - ¥ 7 7 

A “* Fra 


perfectly with other 
Kitchen - Kraft units. 
Available as broom 
closets of storage 
cabinets in « variety 


\e 7 





of sizes. | | 
he ” ape) : 


Kitchen-Kraft Sink Units. 
Beautifully finished in high- 
beke enamel. Single or double 


sinks. Complete, ready . BARE 
install —_ tila = > —— Ay 


Ph 


Sella Uuct ata Time or 


Sel compete SteEL KITCHENS 


Kitchen-Kraft Wall Cab- 
imets. For use over Base Cab- 
inets, stoves and refrigerators. 
Sizes to fit any kitchen 


Kitchen-Kraft is the line that lends itself to quick, over-the- 






counter “packaged” sales in department and furniture stores. 











See these superb, new steel kitchens and kitchen units at the 


Midwest Sales Offices or write for information—NOW! 


MIDWEST MFG. COMPANY 


GALESBURG, ILLINOIS 


Seles Offices: CHICAGQ—911 Furniture Mart NEW YORK—206 Lexington Ave. 












Ka me vet Kratt 
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period of appliance shortages and their 
dealer cooperation program will be 
based on the compensation plan which 
will pay the company men where sales 
re placed through the dealer. There 
were approximately 230 appliance out- 
lets serving the Omaha territory before 
the war, a number which fell to 1,108 
by 1945. No estimate is given on the 
number for 1946. Mrs. Marsh provides 


the following estimate on major appli- 
ance sales in the territory for 1946: 
refrigerators, 15,000; ranges, 1,500; 
water heaters, 1,000; home freezers, 
6,000; automatic washers, 2,000; con- 
ventional washers, 9,000; radios, 25, 
000. Present saturation: refrigerators, 
72% ; ranges, 10%; water heaters, 4% 

\t Lincoln, Nebraska, the Central 
Electric and Gas Company, serves 
4600 domestic customers and will 


merchandise a full line of appliances. 
| There are only two or three dealers in 
| the area and the 1946 sales are esti- 
|mated as follows: refrigerators, 155; 
|" ranges, 120; water heaters, 75; 
| freezers, 20; automatic washers, 10; 
| convention: il washers, 100: ironers, 15: 
|vacuum cleaners, 75. Present satura- 
tion: refrigerators, 54%; ranges, 26% ; 


| water heaters, 7%. 


home 


Three power utility companies re- 
port from the study in Kansas. They 
136,477 residential and rural cus- 
tomers. 

\t Wichita, the Kansas Gas and 
Electric Company has 74,327 custom- 
ers with average annual, consumption 
of 1,112 kw.-hrs. a year. The company 
will sell refrigerators, ranges and water 
heaters only and will do no merchan- 


serve 


dising in larger towns which have 
dealers, only in rural communities 
where there are no dealers. The pro- 


gram also includes dealer cooperation 
activities which employ advertising, 
promotion, home service, and the pass- 
ing on of prospect tips to retail outlets. 
About 210 dealers served the Wichita 


CONTINUED FROM PAGE |10 





area before the war and by the end of 
the war this number had shrunk to 
118. An additional 100 are expected 
to come on the scene, however, in 1946, 
Mr. H. W. Hobson assistant general 
sales manager, estimates major appli- 
ance sales in the territory for 1946 as 
follows: refrigerators, 7,000; ranges, 
1,000; water heaters, 500; home freez- 
200; automatic washers, 2,000; 
conventional washers, 8,000; ironers, 
1,000; 20,000 ; vacuum cleaners, 
8,000. Present saturation: refrigera- 
70% ; ranges, 6%; water heaters, 
2%; washers, 50%; ironers, 10% 

radios, 90% ; vacuum cleaners, 70% 

In Kansas City, Kansas, the Board 
of Public Utilities serves 33,000, whose 
average annual consumption is 1,200 
kw.-hrs. The Board will do no merch 
andising but will a program of 
merchandising to prewar, 
among the 60 dealers serving the terri- 


ers, 
radios, 


tors, 


have 
similar 


tory. 
At Lawrence, the Kansas Electric 
Power Company, according to Mr. 


F. H. Elvig, general commercial man- 
ager, 29,150 residential and 
rural customers with an average annual 
consumption of 925 kw.-hrs. The com- 
pany will merchandise a full Jine of 
major appliances except radio, but sales 
efforts of the company will be directed 
chiefly at ranges, water heaters and 
home freezers, with a compensation 
plan provided for a bonus on dealer 
It is expected that about 200 
dealers will serve the territory in 1946, 
compared to 100 in the prewar period 
Mr. Elvig estimates appliance sales in 
the Lawrence, Kansas area for 1946 as 
follows: refrigerators, 3,500; ranges, 
600; water heaters, 100; home freezers, 
100; automatic washers, 500; conven- 
tional washers, 2,000; ironers, 250; 
vacuum cleaners, 2,000; electric 
blankets, 150. Present saturation: re- 
frigerators, 11%; water 
65% ; ironers, 
vacuum cleaners, 


serves 


sales. 


60% ; ranges, 
heaters, 2%; 
8%; radios, 
60% 


washers, 
100% : 
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“WE'LL HAVE ONE OF EVERYTHING IN THE PLACE!” 
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very 
YOUR CUSTOMERS WANT 


CORRECT TEMPERATURES 


Constant Sub-Zero cold for safe frozen food 
storage—with control that provides 45° be- 
low zero on Hibbard "Snap-Freezer” shelf! 






















LARGE CAPACITY 
10.3 Cubic Feet actual sub-zero storage 
space —enough for 400 or more pounds 
of fresh frozen foods. : 


FOODS VISIBLE AND 
ACCESSIBLE Four convenient shelves 


—with "“coid-saver” doors of strong, trans- | 
\ 
parent Lustron. 





































DEPENDABLE PERFORMANCE 


Permanently lubricated hermetically law 
sealed motor and compressor unit with J) |f 
fan-cooled condenser. 












FOOD FREEZER 
AND LOCKER 


Here it is—the home food-freezer and locker designed for 
convenience—efficiency—and sensible economy! 


This Hibbard Sub-Zero Freezer will win the instant approval 
of practical home-makers—with its generous capacity, its 
; “easy-reach” food shelves, and its quiet, hermetically sealed 
d mechanism. 


Here are new but proved features of engineering and design 
for efficient “‘quick-freezing” and safe food preservation. 
Here is top quality in construction and finish, at a price that 
will startle competition! 





Product of a company famous for reliability and integrity, 
the Hibbard Sub-Zero Food Freezer and Locker will be easier 
to sell than to sell against! 





j Good dealer franchises are now open for reputable and 
aggressive retailers. 





Write, Wire or Phone for Complete Details of Profitable Dealer Franchise 
HOME APPLIANCE DIVISION 


HIBBARD, SPENCER, BARTLETT § (Co. 


CHICAGO. 
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Beot BLACKSTONES Seer | 


IRONERS...PORTABLE IRONERS... 
| AND THE 9 





offers its dealers in 46 | 











BLACKITONE 











BLACKSTONE CORPORATION, JAMESTOWN 6, NEW YORK 


eR BLACKSTONE 


PRODUCT OF 


AUTOMATIC WASHERS...AUTOMATIC DRYERS AMERICA'S OLDEST WASHER MANUFACTURER 
BLACKSTONE Currebireattofe \KUNDRY 


ley age]. STEEL CABINETS AND SINKS 


SELL LIKE PIECES OF FURNITURE... 


By the Unit. on in Ensemble Sets 
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1,872, 
report 
area. 
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freez 
home 
show 
per | 
mac 
You Make from 1 to 10 Sales in | __ 
Furnishing a Single Kitchen 
In the Alcove-type kitchen shown above are 7 Morton 
+ units (marked with star*). Beginning with any part of 
the kitchen, these units can be sold separately or in any 
combination. Sell a cabinet to go with every major appliance. 
You do a SALES job—NOT a builder’s job—when you es 
merchandise The MORTON Way. You profit by lower DEL/ 
inventories, reduced sales expense, rapid turnover and * 
repeat business. No “trade-in” problem. 
Our compact, economical line of just 8 models—14 units .—- 
all told—is all you need to furnish any kitchen plan. Your §J ( 
customers can buy a unit at a time, or in any desired com- he 
bination. That’s the way they want to buy. They'll want 
MORTON cabinets, because they’re TOPS in styling, [ 
TOPS in utility, and TOPS in quality. ‘ 
MODEL DISPLAY KITCHEN OFFER .. . Complete dis- = 
plays arouse greater customer interest than scattered 7 
sample pieces. Display a complete kitchen; but se// by the VIRC 
The PANTRYETTE* unit. For your convenience, we have prepared four sug- vi 
a with double-basin sink gested model display units, suitable for different types 
and sizes of stores or kitchen equipment departments. = 
There is concealed lighting in The PANTRYETTE* Write for leaflet explaining our easy-handling plan on 
and easy-sliding frosted glass doors. Finished with these display kitchens. NO! 



















two heavy coats of baked-on enamel, over Bond- 
























Ce 
erized steel. Easy to hang at any desired height. 
e ° 
Morton cabinet sinks have the latest features in ~- eeoaeadaaal = 
design and fittings . . . recessed front for knee- and 
toe-room .. . acid- and heat-resistant surfaces . . . Se 
ample storage space ... available in 5 widths 
from 42” to 66". GEC 
Se 
G 
ok amok, | 
Morton base cabinets have the same fine finish > 
MANUFACTURING CO. and front design as the sinks. They will fit any FLC 
floor space in units of 24” wide. Sound-insulated F 
Leamington at Lake St doors are equipped with distinctive chrome- - 
Chicago 44, Illinois plated handles. Resilient, easy-to-clean lino- ¢ 
leum work surfaces have stainless steel edging. 
— 
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prising the states of Delaware, 

Maryland, District of Columbia, 
Virginia, West Virginia, North and 
South Carolina, Georgia and Florida, 
7 operating power companies serving 
1,872,831 domestic and rural customers, 
reported on market conditions in the 


area. 


I’ the South Atlantic region, com- 


ESTIMATED 1946 SALES 


Anticipated volume of major appli- 
ance sales in the territory compiled 
from figures supplied by 13 to 16 of the 
companies, depending upon individual 
appliances, showed the following pre- 
dictions : 

On refrigerators, 179,150 units, or 
98 refrigerators per 1,000 customers; 
48,610 electric ranges, or 27 per 1,000 
customer; 22,775 water heaters, or 13 
per 1,000 customers; 15,690 home 
freezers, or 10 per 1,000 customers; on 
home laundry equipment, the figures 
show 82,410 washing machines, or 52 
per 1,000 customers and 8,725 ironing 
machines, or 6 per 1,000 customers. 

(Continued on page 118) 





Here is a southern classic—the beautiful colonnade front of the state capitol at Richmond, 


Va., looking uphill. 
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Number | Aver. 
Custom- | Kw.-Hr. 
ers Con- PRESENT SATURATION 
(Urban & | sump- 
Rural) tion 
Elec- Water 
31, | Refrig- tric Heat- Wash- lroners Redio Vacuum 
1945 | 1945 | erstors Ranges ers ers Cleaners 
— 7 = | - ——E : — on 
| | 
DELAWARE 
Delaware Power & Light Co. 
(Norther Division)... 44,616 | 1,200 | 75 7 1 70 7 88 55 
MARYLAND 
Cons. Gas Elec. Lt. & Power| | } 
Gh -< ; | 287,000 | 1,025 | 68 6.2 16 61 3 95 49.3 
Potomac Edison Co. . . | 89,080 1,134 60 18 26 75 25 % 
Eastern Shore Pub. Service 
Cos. of Md. and Va., and 
Del. Power and Light! 
Co., Southern Division. 36,250 1,050 60 12 3 50 2 90 70 
DISTRICT OF COLUMBIA | | | 
Potomac Electric Power Co...| 198,300 | 1,560 | 86.5 13.4 1 42.1 11 138 58.5 
VIRGINIA | 

Virginia Electric & Power Co.| 303,000 | 1,330 | 3.4 
WEST VIRGINIA | 

Monongahela Power Co. | 130,500 | 870 | 55 2.8 2 62.5 65 75 45 
NORTH CAROLINA | | 

Carolina Power & Light Co...| 128,960 | 1,661 | 177.1 26.5 82 10 1 90 35 
SOUTH CAROLINA | 

South Caroline Gas & Elec. 

Co... | 27,500 | 1,400 | 65 5 5 15 5 75 60 

South Carolina Power Co. 37,500 | 2,193 65 25 12 ’ ‘ 
GEORGIA | 

Savannah Elec. & Power Co. | 26,907 | 1,581 | 60 20 9 ; 

Georgia Power & Light Co. 14,355 | 1,490 60 21.8 #134 27 3 100 47 

Georgia Power Co... .. | 248,500 | 1,802 62 22 11 
FLORIDA 

Florida Power & Light Co. 163,210 | 1610 | 68.3 266 15.7 ; ; 

Floride Power Corp. . . 59,350 | 1415 | 63.1 23.8 22.7 27 3.3 103.3 48.5 

Tampe Electric Co 50,878 | 1,204 | 60 21 8.5 : . . 

Gulf Power Co,... ...... 26,925 | 1,718 | 60 22 12 10 1 99 40 











ESTIMATED UNIT SALES OF APPLIANCES IN 1946 





Washers 








Water Home | 
Refrig- Ranges Heaters Freezers -—_——————- lroners  Redio Vacuum 
erator Units Units Units Autom. Conv. Units Sets Cleaners 
Units Units Units Units Units 
4,000 500 400 200 1,000 4,000 500 3,000 1,000 
20,000 550 250 2,000 3,500 16,500 1,000 30,000 15,000) 
20,000 5,000 1,000 500 1,000 7,500 500 
3,000 2,000 1,000 1,500 1,000 3,000 500 3,000 1 aoe 
| 
13,800 3,460 250 500 4,400 2,200 78,650 4,100 
| 
20,000 6,000 2,000 1,500 3,500 6,500 1,000 50,000 25,000 
4,000 450 50 350 1,200 4,500 600 5,000 ace 
10,000 3,000 1,500 200 2,000 9,000 250 4,000 2,000 
1,500 600 200 1,000 1,200 750 400 4,500 1,000 
750 350 225 160 25 75 
4,00 1,800 1,600 200 750 150 10,000 2,000) 
3,600 1,900 1,800 240 350 1,300 200 800 800) 
44,000 10,000 5,200 | 
23,500 9,500 4,300 7,300 6,000 1,000 51,000 4,000 
5,000 2,500 2,500 200 500 2,000 200 3,000 1 or 
2,000 1,000 500 200 400 200 200 8000 400 








NUMBER 
DEALERS 
SERVING 
TERRITORY 
1941 1945 1946 
32 «(35—C—té—«*CS] 
287 207 315 
909 60 80 
184 184 250 | 
600 750 1,000 
200 150 225 
600 300 500 
10 4 
50 40 100 
21 100 100 
45 67 #70 
265 105 300 
660 650 750 
85 148 175 
24 «6500—Cis*75 
15 15 35 
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the Floating Presser Foot. . 
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FLOATING PRESSER FOOT gives Free-Westinghouse and 

New Home dealers a decided “plus” advantage in making 

sales. Women everywhere like this patented presser foot that automatic- 
ally adjusts and glides over heavy seams, pins and bulky materials. 
(his is just another in a long list of famous features of these fine 
sewing machines that speeds and simplifies sewing for the operator 
. speeds and simplifies sewing machine sales and profits for you! 
When the new machines go on display, tell your customers about 

. see what a valuable sales-maker it is for 


you! Free Sewing Machine Co., Rockford, Illinois. 


CE 87 MANUFACTURERS F AMERICA ‘ 


EWING MACHINES 


‘South Atlantic 








The radio set volume anticipated in 
1946 in the region shows 250,950 sets, 
or 173 per 1,000 customers; 
vacuum cleaners are 64,375 units for 
the area, or 43 per 1,000 wired homes. 
the there 3,158 
dealers serving the territory, it is esti- 


sets 


Before war were 
mated, a number which had dropped to 
2.865 by the end of the war but which 
is expected to rise to 4,049 the 
1946 


The companies serving the areas are 


by 


veal 


ibout evenly divided on plans for mer- 


chandising appliances through their 
wn sales organizations. Of the 17 
companies, 9 will sell appliances and 
8 will not. Most of them, however, 
will carry on some form of dealer 


“ooperation program. 


INDIVIDUAL COMPANIES 
Delaware 


In Delaware, Lloyd L.. Leslie, com 
of the Power 


ind Light Company, with headquarters 


mercial sales manager 


| in Wilmington, reports that they serve 





44.616 residential and rural customers 


whose ave innual consumption is 
1.200 kw The util- 


‘rchandise a complete line 


rage 
estimated at -hrs 
1 


It Vill te 


f§ major appliances but will limit thei: 
selling activities in favor of dealers 
luring appliance shortages by employ 
¢ no outside salesmen and doing n 
lvertising or sales promotion. Ther« 
vill be some 50 dealers serving the 
tory n 1946, mpared to a pre 
war tota 32 Mr. Leslie akes the 
following estimate on major appliances 
les in Delaware Pow and Light 
t tory for 1946: refrigerators, 4.000: 
ranges, 500: water heaters, 400; home 
freezet 200) iutomatic washers, 
1,000; conventional washers, 4,000; ra 
dio sets, 3,000: ironers, 500; vacuum 
cleaners, 1,000. Present saturation: re 
igerators, 75° ranges, 7% : wate 
heaters, 1%: washers, 70°: ironers. 
7%: radios, 88%: vacuum cleaners, 
| 35% 
| The Consolidated Gas Electric 
Light and Power Co. of Baltimore 
iserves 287,000 residential customers 


| whose average annual consumption is 
1,025 kw.-hrs. The company, as in the 
past, will merchandise through their 
own sales force but will put no outside 
salesmen to work until merchandise is 
in fair supply. No estimates are avail- 
able on the number of dealers serving 
the territory, according to H. H. Carr, 


assistant manager domestic gas and 
electric sales. He does figure, how- 


ever, that major appliance sales in the 
Consolidated territory will approxi- 
mate the following during 1946: re- 
frigerators, 20,000; ranges, 550; water 
heaters, 250; home 2,000 ; 
automatic washers, 3,500; conventional 
washers, 16,500; ironers, 1,000; radios, 
30,000; vacuum cleaners, 15,000; table 
appliances, 35,000; irons, 40,000; 
|lamps (not bulbs), 50,000. Present 
| saturation: refrigerators, 68% ; ranges, 
| 6.207 : water heaters, 1.6%; 

161%; ironers, 3%; radios, 95%; 
uum cleaners, 49.3%. 

The Potomac Edison Co, in Hagers- 


freezers, 





washers, 
vac- 
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town serves 85,230 domestic 
tomers with an average annual 
sumption of 1,134 kw.-hrs., according 
to S. S. Bradford, promotion manager, 
The company will merchandise major 
and small appliances including radio 
and will help dealers through range 
and water heater installation policies, 
home service cooperation, promotional 
advertising, etc. It is estimated that 
there will be 100 dealers handling 
ranges, 140, refrigerators and 73, 
water heaters in the territory in 1946, 
the present dealership approximating 
about 70% of pre-war strength. Mr. 
Bradford estimates 1946 major appli- 
ance volume as follows: 


Ccus- 


con- 


refrigerators, 
20,000; ranges, 5,000; water heaters, 
1,000; home freezers, 500; automatic 
washers, 1,000; conventional washers, 


7,500. Present saturation: refrigera- 


tors, 60%; ranges, 18%: water heat- 
ers, 2.6%; washers, 75% (estimated): 
radios, 96% (estimated);  ironers, 
Ise 


~ (estimated). 

The Eastern Shore Public Service 
Co. of Maryland and Virginia, includ- 
ing Delaware “Power and _ Light’s 
Southern Division, serves 36,250 cus- 


tomers with an average annual con- 
sumption of 1050 kw.-hrs. The com- 
pany will merchandise all appliances 
and radio, They remark that because 
of the nature of the territory the com- 
panies are sole representatives for 
some of the brands they sell. They 
are cooperating, therefore, with dis- 
tributors to see that their dealers re 
ceive a fair share of available met 


chandise. Of the 90 dealers serving 
the territory prewar, 60 were in busi- 
1945 but the total number is 
expected to reach around 80 in 1946 
Major appliance sales volume for 1946 
is estimated as 
3.000: 


ness mm 


follows: 
2,000: 


refrigerators, 


ranges, water heaters, 
1,500; automatic 


1,000; conventional washers, 


1,000; home freezers, 
washers, 


3,000; ironers, 500: radios, 3,000; 
vacuum cleaners, 2,500. Present sat- 
uration: refrigerators, 60%; ranges, 
12%: water heaters, 3%: washers, 
50%; ironers, 2%: radios, 90%; 


vacuum cleaners, 70%. 
District of Columbia 


J. S. Bartlett, assistant commercial 
manager of the Potomac. Electric 
Power Company, reports that the com- 
pany serves 198,300 domestic customers 
with an average annual consumption 
of 1560 kw.-hrs. PEPCO will do no 
merchandising as in the past but will 
continue to promote sales of all appli- 
ances through the Electric Institute of 
Washington. The 184 dealers serving 
the territory prewar were still in 
existence in 1945, Mr. Bartlett reports, 
but the number is expected to increase 
to 250 in 1946. Data on 1946 antici- 
pated sales is as follows: refrigerators, 
13,800; ranges, 3,460; water heaters, 
250; home freezers, 500; washers, 4,- 
400; ironers, 2,200; radios, 78,650; 
vacuum cleaners, 4,100. Present sat- 
uration: refrigerators, 86.5%; ranges, 
13.4%; water heaters, 1%; washers, 
(Continued on page 122) 
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Shaded pole fan motor... designed 
fer hair dryer service . . . 
adaptable to many other fan 





Compactly designed turbine . . . 
driven by a high-speed series 
motor .. . particularly oda 








A light-weight universal motor 
specially designed for portable de- 
vices requiring dependable power. 


SPECIAL 
FRACTIONAL HORSEPOWER 
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@ Backed by thirty years’ expe- 
rience in the special application 
field, Lamb Electric Motors are 
giving satisfactory performance 
on such products as home ap- 
pliances, production machines, 
industrial tools and business 


machines. 


As you make your future plans, 
remember that this thorough 
dependability of Lamb Electric 
Motors will help you meet the 
higher standards of performance 


demanded of postwar products. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


Elechic 


APPLICATION 





MOTORS 
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42.1%; ironers, 11%; radios, 138%; 


vacuum cleaners, 58.5%. 
Virginia 
Virginia Electric and Power Co. 
serves 303,000 domestic meters, accord- 
ing to Mr. T. D. Fulford, general sales 
manager, and the average annual con- 


sumption is now estimated at 1,330 kw.- 
The 


hrs. company will do no mer- 
chandising but a program of dealer 
cooperation will be developed. There 


were some 600 dealers serving Rich- 
mond and the surrounding territory of 
Virginia Electric and Power prewar, 
a number which had risen to 750 in 
1945 and is expected to increase by a 
further 250 outlets. Anticipated sales 
in 1946, if merchandise is available, 
follows: refrigerators, 20,000; 
6,000; water heaters, 2,000; 
home freezers, 1,500; automatic wash- 
ers, 3,500; conventional washers, 6,- 
500: 1,000: radios, 50,000; 
vacuum cleaners, 25,000. Present sat- 
heaters, 3.4%. No 
other accurate data is available 


IS as 


ranges, 


ironers, 
uration: water 


West Virginia 


At Fairmont, the Monongahela 
Power Co. serves 130,500 domestic 
meters with an average annual con- 


sumption of 870 kw.-hrs. The utility 
will merchandise all major appliances 
radios and 


including precipitrons 


They will limit their activities, how 
ever, during appliance shortages, ac 


-ording to H. A. 


and will have an active pro- 


Stroud, promotion 


manager, 


gram of dealer cooperation, which will 
nelude cooperative advertising, elec- 
use training, sales training, home 


service assistance on ranges and other 
nayor appliances, etc About 225 
dealers will serve Monongahela Power 


territory in 1946, compared to the 150 
1945 and a prewar 
strength of approximately 200.  Esti- 
nated sales for 1946 follow: refrigera- 
tors, 4,000; ranges, 450; water heaters, 
50; home 350; automatic 
washers, 1,200; conventional washers, 


in business in 


freezers, 


4.500; ironers, 600: radios, 5,000: 
vacuum cleaners, 6,000. Present sat- 
uration: refrigerators, 55%; ranges, 


28% ; 


62.5% ; 


washers, 
radios, 75% > 


Os 


water heaters, .2%: 
ironers, 6.5%; 
vacuum cleaners, 45%. 


North Carolina 


At Raleigh, North Carolina, the 
Carolina Power and Light Co. serves 
128,960 residential and rural customers 
whose average annual consumption has 
now reached 1661 kw.-hrs. The com- 
pany will do no merchandising but will 
have a program of dealer cooperation 
which will include supplying dealers 
with prospects, sales aids, sales train- 
ing, cooperative advertising and mar- 
ket information, etc. About 600 deal- 
ers served the territory in prewar, a 
| number which had shrunk to 300 in 
1945 but which is expected to reach 
500 in 1946. Estimates on 1946 sales 
| are as follows, according to T. B. 

Smiley, residential and rural 








manager : refrigerators, 10,000; ranges, 
3,000: 


water heaters, 1,500; 
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freezers, 200; automatic washers, 
2,000; conventional washers, 9,000; 
ironers, 250; radios, 4,000; vacuum 
cleaners, 2,000. Present saturation: 
refrigerators, 77.1%; ranges, 26.5% 
water heaters, 8.2%; washers, 10%; 
ironers, 1%; radio, 90%; vacuum 
cleaners, 35%. 
South Carolina 

-The South Carolina Power Co. 
serves 37,500 residential customers 


with an average annual consumption 
of 2193 kw.-hrs. The company will 
merchandise most of the major appli- 
ances in 1946, including electric pumps 
and excluding radio sets. They will 
however, not compete with dealers dur- 
ing merchandise shortages and will 
have a full time dealer coordinator to 
assist retail outlets in increasing sales 
volume and insure fair sales practices 
between the dealers and the company. 
There will be about 120 dealers in the 
territory of the company, compared 
with the 1945 figure of 40 and the pre- 
war figure of 50. While South Caro- 
lina Power makes no estimates on total 
1946 sales of major appliances for the 
area, they provide the following figures 
on their own anticipated sales: 
erators, 750; ranges, 350; water heat- 


ers, 225: 160: 
elec 


refrig- 
conventional washers, 
vacuum cleaners, 75; 
30 Present 
65% ; 
water heaters, 12% 
\t Columbia, the 
Electric and Gas Company serves 27,- 


ir mers, 25 > 


tric pumps, saturation: 


ae 
= 


refrigerators, ranges, 


South Carolina 
with an 
annual consumption of 1400 kw.-hrs., 
according to Mr. E. 
manager. The company does no appli- 


500 domestic meters average 


Leier, commercial 
ance merchandising now but expects to 
merchandise through direct 
sales by about September 1946. It 
will active program of 
dealer cooperation which will include 


promote 


also have an 


sales training, cooperative advertising 
and perhaps financing. They antici- 
pate that about 20 dealers will serve 
the area in 1946 which is double the 
prewar strength. Mr. Leier provides 
the following estimate on 1946 major 
appliance volume; refrigerators, 1,500; 
ranges, 600; water heaters, 200; home 
freezers, 1,000; automatic washers, 1,- 
200; conventional washers, 750; iron- 
ers, 400; radio sets, 4,500; vacuum 
cleaners, 1,000. Present saturation: 
refrigerators, 65% ; ranges, 5%; water 
heaters, .5%; washers, 1.5%; ironers, 


5%; radio 75%; vacuum cleaners, 
60%. 
Georgia 
Georgia Power Co. at Atlanta, 


which serves 248,500 residential and 
rural customers with an average an 
nual consumption of 1,802 kw.-hrs., 
according to M. B. Farnsworth, mer- 
chadise manager, will, as in the past, 
merchandise a complete line of major 
appliances except radio sets, but in- 
cluding clothes dryers and commercial 
equipment. Their activities will in 
clude a dealer cooperative progran 
(Continued on page 124) 








MERCHANDISING 











lum 


ion: 


ater 
ers, 
ers, 








* Shown above is the Neo-Classic model 


pa he 


Record 


featured in the December 1945 Better 
Homes & Gardens article, “Radios Are Back” 
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“JONES WILL TRY ANYTHING TO MAKE A COMBINATION SALE!” 


A sure selling combination 


is you and appliances via Graybar 








DISTRIBUTION IS MERCHANDISE Here are two reasons why it’s easy to sell the appliances and 
radios that Graybar offers you: (1) All our lines are products of 

and Wen ’ } P 
responsible manufacturers — have features of universal buy-appeal 
— and are backed by effective consumer advertising. (2) Our Mer- 
chandising Department gives Graybar dealers real help in person- 


nel training, store display, and sales promotion. 


i 


Meet Lester W. Shaw, our District Mer- 





You just can’t help but win with a combination like that! 














chandising Manager at Chicago. He's one of Besides, Graybar’s nearby warehouse can deliver appliances and 

the appliance-and-radio specialists through 

out the nation who are helping Graybar , : — 

dealers close more sales. ¢ Before joining fa ) 4 é + f J — y , i —_ 

Sleuths, tan ‘oun ened aneenienes tae ee dic Ss in the qu intities you want on a moments notice so you 

Indiana, electric company; merchandise 

manager of a Chicago electric company; needn't carry large stocks 

merchandise manager and then sales man- . : 

ager of a Chicago electrical supply company 

whose merchandising department he devel 

oped to an outstanding position in its field . : 

5 Walks ache tts te Anas Die teen A post card or phone call to our nearest office will bring you 

from 12 wo 1945, Le. Col. Shaw com 

pleted a general administration coursé at . ~ . . . . 

Harvard Business School. ¢ He's widely details posthaste. Graybar Electric Company — in over 90 principal 

acquainted with dealers and manufacturers : 

and belongs to two electrical associations ° . , - . ° , , r , 
cities. Executive offices: Graybar Building, New York 17, N. Y. 

4601 
RADIO, RADIO-PHONO TRAFFIC 


AND TELEVISION SETS MAJOR APPLIANCES APPLIANCES 


=“) 
















































Merchandising 
Department 
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among the 300 dealers it is expected 
will be serving the area in 1946. This 
number, incidentally, is over three 
times the 1945 estimate and even tops 
the prewar total of 265. Estimates 
are provided by the company on re- 
frigerators, ranges and water heaters 
in 1946, as follows: refrigerators, 44,- 
000; ranges, 10,000; water heaters, 
5,200. Present saturation: refrigera- 
tors, 62%; ranges, 22%; water heat- 
ers, 11%. 

Savannah Electric and Power Co. 
serves approximately 27,000 domestic 
meters, with an average annual con- 
sumption of 1581 kw.-hrs. Company 
will merchandise most major and small 
appliances with the exception of home 
freezers, automatic washers and radio 
sets. While merchandise is short, 
however, they will divide their allot- 
ments of appliances with their dealers 
and will carry a regular schedule of 
dealer cooperation. There are about 
100 dealers serving the area today 
compared to the prewar total of 
21. Estimates on 1946 major appliances 
sales follow: refrigerators, 4,000; 
ranges, 1,800; water heaters, 1,600; au- 
tomatic washers, 200; conventional 
washers, 750; ironers, 150; radio sets, 
10,000; vacuum cleaners, 2,000. Pres- 
ent saturation: refrigerators, 60%; 
ranges, 20%; water heaters, 9%. 

Robert H. Giedd, new business man- 
ager of the Georgia Power and Light 
Co., with headquarters at Valdosta, 
reports they serve 14,355 domestic 
customers whose annual average con- 
sumption is 1490 kw.-hrs. Company 
will do no merchandising post-war but 
will cooperate actively with the 70 
dealers who will be serving the terri- 
tory in 1946. This is an increase of 25 
over the prewar number of dealers. 
Mr. Giedd estimates 1946 sales as fol- 
lows: refrigerators, 3,600; ranges, 1,- 
900; water heaters, 1,800; home freez- 
ers, 240; automatic washers, 350; con- 
ventional washers, 1,300; ironers, 200; 
radio sets, 800; vacuum cleaners, 800. 
Present saturation: refrigerators, 60% ; 
ranges, 21.8%; water heaters, 13.4%; 
washers, 27%; ironers, 3%; radio, 
100%; vacuum cleaners, 47%. 


Florida 


Florida Power and Light Co. at 
Miami serve 163,210 residential cus- 
tomers whose average annual con- 
sumption is 1,610 kw.-hrs. Company 
does no direct merchandising but has 
an active program of dealer coopera- 
tion. It is estimated that 750 to 1,000 
dealers will serve the Miami area in 
1946, compared to the present number 
of 650 and the prewar figure of 660, 
according to J. H. Keele, assistant 
general sales manager. Major appli- 
ance sales in 1946 are estimated as 
follows: refrigerators, 23,500; ranges, 
9,500; water heaters, 4,300; home 
freezers, 7,300; washers, 6,000; iron- 
ers, 1,000; radio sets, 51,000; vacuum 
cleaners, 4,000. Saturation as of 
March, 1941: refrigerators, 68.3%; 
ranges, 26.6%; water heaters, 15.7%; 
(Continued on page 128) 
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f.\ D f) A [| G 3 ‘ij “Add-A-Light” can be installed any- 


where without regard to existing outlets. 
Basic strips and attachments come in con- 
venient 24, 48 and 96 inch lengths. 


Moe-Bridges built-in quality through- 
out, with Underwriter approved 
ballasts, starters, and lamp holders. 











er oe 







NOTE: 
ONCE A SINGLE UNIT 
, 1S INSTALLED ... ADDITIONAL 
wr” UNITS MAY BE CONNECTED AT WILL... 
NOTE MALE AND FEMALE PLUG 
ARRANGEMENTS SHOWN ABOVE 

















Above . . . ““Add-A-Light” with plastic enclosure in 
one of dozens of ap ications easily adapted to office, 


IN HOME, OFFICE,"STORE OR FACTORY °°("2'*" 


@ Retail stores that want to market fluorescent lighting units in the 
same simple manner as they sell portable appliances will find 
“Add-A-Light” the ideal answer to their problem. “Add-A-Light”’ is 
easy to sell because there are so many requirements in home, store 
and office lighting that it will fulfill. It is equally as efficient for com- 
plete new installations . . . the replacement market ... or as a 
supplement to existing equipment.,“Add-A-Light” is easy to install 
because any existing outlet in a room serves one or a dozen units. . . 
it can be mounted on picture hooks or permanently installed with 
wood screws . .. it can. be connected vertically or horizontally on 








walls, on ceilings, over doors and windows . . . it can be connected as Above . . . “*Add-A-Light” with ornamental louvre 
° 6 <6" ° attachment for decorative lighting in stores, beauty shops, 
an individual unit, to completely encircle a room, or extend the full homes, etc. One outlet handles entire installation. 


length of a building. ““Add-A-Light” is simple to stock and cuts down 

inventories, because there is only one basic strip . . . with separate 
- reflector and shade attachments to complete the line. Dealers who 
want to do a real “package merchandise” lighting job without the 
usual complications are requested to ask their Jobber for information 
on “Add-A-Light”—It’s really something new. ‘ ad 
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Here's how Trve Story’s circviction poralieled retail sales vp ond down in the country's 24 biggest cities. 
que Shows retail sales; October, 1944 equols 100 
a Shows True Story’s newsstand soles for the same period. 


J 
() 


Hibitidtiitiag 


fii3i] 
“BEST-BET SALES CITIES”— True Story’s sales for the next four weeks. Airmailed every 
weekly fact sheet on reconversion sales in 184 week from New York. Write for free weekly 
cities, charts retail business conditions week by subscription on your business letterhead. True 
week, comparing today’s levels with those of Story, 205 East 42nd St., New York 17, N. Y., 
last year and prewar 1939, and forecasts retail Headquarters for Wage Earner Information. 


New York City 
Err 


Seattle 


















JANUARY 1, 1946—ELECTRICAL MERCHANDISING ELEC 


= 


NG 


The Browns haven't the slightest idea of their im- 
portance to you and your appliance selling 
problems. 


They do not know, for example, the refrigerator 
they have at the top of their shopping list adds up 
to millions—5'2 millions* in all—and at least 1% 
millions want it immediately. The Brown family 
eats well, dresses well, takes special pride in their 
home, but they are not aware that their grocery 
order is America’s biggest; their clothes closet is 
America’s amplest:; or their total buying of the 
everyday items of consumer goods is figured to 
break sales records for all time. 


But their importance to you is this: it is not enough 
that they alone have the numbers and the saved up 
billions of dollars ...it is not enough that they are 
the only market big enough to choose, use, buy 
and pay for all that America can, will and must 
produce to keep American industry in the black. 


*Macfadden Division of Marketing and Research 


Wy MAKE (P90 YOUR BIBCEST yeeqge/ 


They have to be sold and sold like they have 
never been sold before! The next step is yours 
. . » to make them step up to the counter and say, 


“O.K., we'll buy it.” 


The Browns and the millions of wage earner fami- 
lies like theirs have the right of choice and the make 
of refrigerator they choose will determine the volume 
leaders of 1946 and the years to come. So drop in 
on the Browns—and the millions of their kind. 


True Story will open the door in a wide welcome 
for you. For here True Story is a member of the 
family—not mere magazine “reading matter.” 
Every page is dedicated to their deepest interest, 
hopes, aspirations—not their idle curiosity for 
fascinating facts. 


They know the voice of True Story—know it well 
for 25 years. It isetheir own. That is why your 
advertising finds in True Story the greatest single 
power to influence and sell Wage Earner America. 


ouble sales advantage 





Select the better-off, better-living 
= wage earner families that are - 


Only True Story can give you an inside track to 
these better-than-average wage earner families! 


For more than a quarter century, editorial planning, direc- 
tion and research have aimed True Story at the wage earner 
families on the way up. 


Does True Story get them? 


In prewar 1940, research* showed True Story readers to be 
29% better off than average wage earners. No wonder they 
owned 36% more automobiles; 15% more electrical appli- 
ances; bought 6% more toilet goods, and 9% more clothing. 


Now, with wage earner spending power far beyond that of 
1939, make sure your advertising is concentrated among 
the better-off families who get the lion’s share of every 
dollar paid in wages. 


*ll-city, 2000-interview report: “Work—By-product of Defense.” 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE 


advertising to wage earners 





2 concentrated wherever wage earner 
» payrolls are best and buying is brisk. 


True Story automatically ups advertising power 
to match rising retail buying ... concentrates that 
power in “best-bet” sales cities. 


Reconversion is creating extra sales opportunities daily. 
These opportunities are as important to True Story as to 
you. For like yours, True Story is a “brand” sold across the 
“counter” too. 


True Story “majors” in newsstand distribution. In 25 
years True Story has learned how and takes advantage of 
every opportunity to shift copies at the drop of a hat to 
wherever retail buying is on the rise and more copies of 
premium priced True Story can be sold. 


A staff of 27 traveling men, over 2000 field men, working 
through more than 700 wholesalers shifts thousands of 
copies of True Story daily to areas of quickened demand; 
city to city, even within city limits. 
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STEEL LINE OF 
KITCHEN SINKS: 








Win National 4teclaim! 


From far and wide—they came, they saw and the rest was history making. Never 
before has a Kitchen Sink Line received such acceptance. In making this statement 
we're not measuring the reaction by attendance—but by the rush to place orders— 
While the Regal pictured here was the darling of our line all the others came in 
for their share of buying attention— 

You can get in on this Super-Self-Selling Line quickly, by mailing the form below. 
Please paste it on your letter-head to avoid its being lost. DO IT NOW! 
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witty, ie On 
a 
~ 4 
ie ae 
~— a —_ 7 CUTLERY DRAWER 
oe : ee aoe 
o 
—_—~ i 
s | CAKE DRAWER WITH 
| ~ | VENTILATING COVER 
- TOWEL BAR 
; , VEGETABLE BIN WITH 
PERFORATED SIDES 
| 7 Ld e ~~, | 
~ : RECESSED TOE BASE 





CHICAGO FURNITURE MART SAN FRANCISCO WESTERN FURNITURE MART 














a cinch to sell 
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RECEIVED > 





















ORDERS SHIPPED 
IN ROTATION > 


WITHOUT DELAY qa 


‘RIGHT YOU ARE — IT IS A SUPER-SELF-SELLING 


—This beats anything I've seen yet 

Kitchen Sinks—It's going to be 
can get 
starter here’s my order for two car- 


-~-APPLIANCE 


all | 


DEALER 


LINE Say Buyers 


—lI've been hearing about PARA- 
GON merchandising so I came to 
see for myself. Glad I did. I'll sell 
more sinks now—than ever before— 


FURNITURE STORE EXECUTIVE 


—What more can I say—The order 
I placed speaks for itself. In doing 
As a_ so I think I've established some kind 
of a speed record for our store— 


DEPARTMENT STORE BUYER 





PARAGON UTILITIES 


CORP. 50 VAN DAM STREET, BROOKLYN 22, NEW YORK EM-! 


41P VIA 
F.O.8. your 


Brooklyn, N. Y, 


$109.95 (REGAL 6665) 


Warehouse 


( MARBLE TOP 


REC Anes 108 @ 


NAM 


NOTE: NATIONALLY APPROVED 


RETAIL PRICE 
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South Atlantic 


eee CONTINUED FROM PAGE |24eemmmen, 


no record of washers, ironers, radios 


or vacuum cleaners. 
Florida Power Corp. 


Florida Power Corp. which has it 
headquarters at St. Petersburg, serves 
59,350 residential and rural custome: 
with an average annual consumptior 
of 1,415 kw. hrs. The company will 
do no direct merchandising but will 
have an aggressive dealer sales pro- 
motion program which will include 
sales’ and service training and sales 
assistance. It is estimated that 175 
dealers will serve Florida Power’s ter- 
ritory in 1946, compared to its figure 
of 148 and the prewar strength of 45 
retail outlets. Robert H. Geidd, 
business manager who has a similar 
position with Georgia Power ana 
Light, a Florida Power subsidiary, 
estimates 1946 sales in the St. Peters- 
burg area as follows: refrigerators, 
5,000; ranges, 2,500; water heaters, 
2,500; home freezers, 200; automatic 


new 


washers, 500; conventional washers, 
2,000; ironers, 200; radios, 3,000; 
vacuum cleaners, 1,500; attic fans, 1,- 
500; dishwashers, 150; roasters, 350. 
Present saturation: refrigerators, 
63.1%; ranges,#23.8% ; water heaters, 
22.7% ; washers, 27%; ironers, 3.3%; 
radios, 103.3%; vacuum cleaners, 
48.5% 


Tampa Electric Co. 


Tampa Electric Co. serves 50,878 
domestic customers with an average 
annual consumption of 1204 kw. hrs. 
They will do no merchandising but will 
direct their efforts to promoting sales 
through dealers. There are about 50 
of these retail outlets serving the ter- 
ritory today compared to over that 
number prewar and it is anticipated 
that there will be at least 75 in 1946 
No estimates are provided on 1946 
sales, but saturation is figured as fol- 
lows in the territory: refrigerators, 
60%; ranges, 21%; water heaters, 
85% 


Gulf Power Co. 


Gulf Power Co. serves 26,925 cus- 
tomers with an average annual con- 
sumption of 1,718 kd.-hrs., in the Pen- 
sacola area. The company will mer- 
chandise a full line of appliances, ex- 
cept radios, post-war, but will lin 
their merchandising activities until ap- 
pliances are available in reasonable 
quantities. They anticipate that about 
35 dealers will serve the territory 
1946, compared to the present and pre- 
war strength of 15 outlets. 1946 sales 
are estimated refrigerators, 
2,000; ranges, 1,000; water heater 
500; home freezers, 200; automatic 
washers, 400; conventional washers 
200; ironers, 200; radios 8,00! 
vacuum cleaners, 400; attic fans, 30 
Present saturation: refrigerators, 60% 
ranges, 22%; water heaters, 12%; 

10%; ironers, 1% 
99° ; vacuum cleaners, 40%. 


as follows: 


washers, 
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roM the East South Central 
area, comprising the states of 


Kentucky, Tennessee, Missis- 
sippi, and Alabama, eight utilities 
representing 601,897 residence and 


rural customers, whose average 1945 
consumption ranged from 925 kw.-hrs. 
to 2,554 kw.-hrs., reported on expected 
sales for 1946 of major electrical ap- 
pliances, merchandising and coopera- 
tive dealer plans, and the number of 
dealers serving the territories. 


ESTIMATED 1946 SALES 


Of the eight utilities, seven serving 
a total of 498,844 customers supplied 
estimates of the number of electric re- 
frigerators, ranges and water heaters 
to be sold in their respective areas in 


1946. These indicate that per 1,000 
customers sales will amount to 129 
electric refrigerators, 41 electric 


ranges, and 21 electric water heaters. 
Of the other appliances, which were 
reported on by from five to six of the 
utilities, 1946 sales per 1,000 customers 
are anticipated at 15 home freezer units, 
&2 electric washers, 8 electric ironers, 
182 radio sets, and 39 vacuum cleaners, 
With the exception of vacuum cleaners, 
these averages are considerably in ex- 
cess of the national averages. 


DEALERS SERVING THE TERRITORY 


The entire eight utilities reported 
on the number of dealers serving the 
territory in the prewar compared with 
the present time. The figures show a 
total of 1,265 dealers operating in 1941, 
a number which is expected to grow 
to 2,369 dealers in 1946. All of the 






























The Ohio River at Henderson, Ky., 


the reports, but only three of the eight 
companies will conduct their own sell- 
ing operations. 
INDIVIDUAL COMPANIES 
Kentucky 
Kentucky Utilities Co. and Old Do- 
minion Power Co., with headquarters 


showing a steamboat passing under the new Louisville & Nashville railroad bridge. 


age annual consumption of 925 kw.-hrs. 
in the Lexington area. The company 
will do no merchandising of appliances 
selling to dealers 
under a recently announced dealer co- 
operative plan, which includes the fol- 
lowing points: company display of ap- 
pliances, sales supervisory personnel, 


but 


will leave the 

















there will be about 500 dealers serving 
the territory in 1945, compared with 
the 1945 figure of 275 and the prewar 


figure of 325. 


for 
16,700 
ranges; 
matic 


1946 


are 


refrigerators; 
700 water heaters; 
washers; 


Major appliance sales 


estimated as 


3.800 


8,200 


follows: 


electric 


1,500 auto- 
conventional 











eight companies have dealer coopera- at Lexington, Kentucky, serve 115,007 active sales promotion organization, washers: 700 ironers: 23,000 radio 
tive merchandising plans, according to domestic electric meters, with an aver- advertising, etc. It is expected that (Continued on page 132) 
ELECTRICAL APPLIANCE MARKET DATA—EAST SOUTH CENTRAL REGION 
| a 
Number | 
of | Aver. NUMBER DO YOu 
| Custom- | Kw.-Hr. DEALERS PLAN TO 
| ers Con- PRESENT SATURATION | ESTIMATED UNIT SALES OF APPLIANCES IN 1946 SERVING MER- 
| (Urban & | sump- TERRITORY CHAN. 
Rural) tion | DISE? 
Elec- Water Water Home Washers 
| Dec. 31, Refrig- tric Heat- Wash- lroners Radio Vacuum Refrig- Ranges Heaters Freezers — lroners Radio Vacuum 
1945 | 1945 | erators Ranges ers ers Sets Cleaners erator Units Units Units Autom. Conv. Units Sets Cleaners| 1941 1945 1946) Yes No 
| &% % % % % % % Units Units Units Units Units 
< | 
Kentucky Utilities Co. & Old) | 
Dominiog Power Co...... | 115,007 925 70 12 3 63 2 85 50 16,700 3,800 ee .aeaees 1,500 8,200 700 23,000 7,500| 325 275 500 x 
Louisville Gas & Electric Co..| 103,053 | 1,125 . ° SC weeeee § ceeeees ; ; ‘ 101 50 6125 x 
TENNESSEE | | 
Electric Power Board of 
‘ . 42,370 | 2,554 74 45 24 43.5 10 90 65 10,000 5,000 2,000 500 5,000 2,000 1,000 10,000 5,000 36 4a 50 x 
Kingsport Utilities, Inc... | 11,000 | 1460 80 37 12 . we - 500 400 300 200 100 300 ; , 13 23 28 x 
Knoxville Elec. Power & | 
Water Bd.. ° sa 40,000 | 71 38 15 7000 4,000 2,700 500 2,000 3,500 500 10,000 1,500 45 75 100 x 
Memphis Light, Gas & Water 
lis «as penivibws 71,000 (1190.5 65 a 5 4 2 95 45 20,000 500 100 1,500 3,000 10,000 1,000 30,000 4,000| 165 195 295 x 
MISSISSIPPI 
Mississippi Power Co. . 43,000 1,125 53.8 8.8 3.8 4,000 1,200 500 400 300 1,200 250 5,000 500 80 126 141 x 
ALABAMA } 
Alabama Power Co... 176,467 | 1,721 69 23 10 “e one _— i | 6150 5600 4,300 ...... 3,600 250 10,725 600| 500 450 1,200 x ° 
iu t i 
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First with Systemeering — a unique guide for the scientific control of 
retailing — points the way to creating and conserving a surplus. 


First with Moderneering — a prac- 
tical, down-to-earth store plan- 
ning guide. Already distributed 
free to over 26,000 alert dealers. 
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} et LARGE SCALE NATIONAL ADVERTISING 


House Bew rr 
IN 19 MAGAZINES — es wth 


180 MILLION CONSUMER MESSAGES 
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we 


First and only manufacturer offering a complete line of Home 
Cleaning and Floor Maintenance Equipment — spearheaded by the 
famous Tank Type Clean-Air Cleaner with the “Tattle-Tale” Light. 
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HARD-HITTING POINT-OF-SALE 
PROMOTIONAL PROGRAMS 
BEHIND EVERY LINE! 








} Big Points of Leadership! 
* “Firsts” in Appliances and Housewares 

* Scientific Business Building Plans 

* Hard-Hitting Point-of-Sale Promotions 
Extensive Full-Page Color National Advertising 


LANDERS, FRARY & CLARK 


Make Your “Move” 
with Universal 


Now is the time to make your move with the one Com- 
pany that brought you leadership during the war with its 
“Help the Dealer” Program and continues to demonstrate 
outstanding leadership with its many “firsts” in appli- 
ances, housewares and business building plans. By be- 
coming a Universal dealer, you become the appliance 
and housewares leader in your community. 


Ask about a Universal Franchise 
See your nearest Universal distributor for full franchise 
information. There are still opportunities for alert dealers 
to sell Universal lines in communities from coast to coast. 
Act today! Get aboard the Universal “brandwagon’’. 


°° NEW BRITAIN, CONN. 


Universal Electrical Appliances Distributed in Canada Exclusively by Northern Electric Company, Ltd. 
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NF PAC. 


PACKAGED VENTILATION 
















. 


_ | ys 
in FANS 


Ger set to supply the big waiting market 
for ventilating and accessory equipment in stores, 
barber and beauty shops, theaters, hotels, laundries, 
taverns, office buildings, restaurants, and 
homes. Only FAN-PAC offers a complete line 
of sizes with all these advantages and features: | 


Non-Overloading Power Characteristic. | 





Certified Wind Tunnel Capacities. _ 


Square Panel Mounted for Easy Installation. — 


Scientifically Correct Air Inlet. 
Cushioned Motor Mountings. Quiet. 


Enclosed Motors of Recognized Make. 


<n 


Nationally Advertised. Dealer Sales Helps. 
Sold Through Regular Trade Channels. 


+ ++PRODUCT OF FAMOUS FAN FAMILY 


FAN-PAC's "big brothers” cool huge engines 
in U.S. Army tanks and Diesel streamliners. 
DeBothezat Industrial Fans have been well known 
for 20 years. Choice of ventilating engineers 

on numerous jobs where efficiency and 
economy count most. 










DETAILS — FILL IN — MAIL TODAY! 


DeBothezat Fans Division, Dept. E.2. 
American Machine and Metals, tnc., East Moline, Illinois 


Gea! | want more details about the FAN-PAC line of 
| ventilating fans. 
Name 
Address 
City 


Firm Name 





_ _ - eek, FANS DIVISIO 
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| 4,000 vacuum cleaners; 





East South Central 
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sets ; 7,300 vacuum cleaners; 500 roast- 
ers; 1,200 electric blankets ; 25,000 elec. 
tric irons; 1,100 stokers, and 10,000 
electric fans. Saturation is estimated 
as follows: refrigerators 70%; elec- 
tric ranges 12%; water heaters 3°; 
washers 63%; ironers 2%; radio 85%: 
and vacuum cleaners 50%. 

Louisville Gas & Electric Co. serves 
103,053 domestic customers, having an 
average annual consumption of 1,125 
kw.-hrs. This company also will do no 
merchandising but will have dealer 
contact representatives to help retail 
outlets in sales promotion programs. 
About 125 dealers will serve the terri- 
tory in 1946, it is estimated, compared 
with the prewar total of 101 dealers 
and the 1945 figure of 50, according 
to Walter D. Myers, manager of elec- 
trical sales. No estimates were made 
on either saturation-or anticipated 1946 
volume. 


Tennessee 


Memphis Light, Gas & Water Divi- 
sion, which serves 71,000 domestic and 
rural customers in the Memphis area, 
whose average annual consumption is 
now 1,190 kw.-hrs., will sell only small 
appliances and lamps through their 
own sales force and will leave all other 
major appliance sales to dealers, ac- 
cording to R. S. Diggs, director, com- 
mercial department. The 165 dealers 
who served the territory in the prewar 
increased to 195 by 1945 and are ex- 
pected to reach 225 in 1946, Mr. Diggs 
estimates the major appliance sales vol- 
ume in the Memphis area as follows: 
20,000 electric refrigerators; 500 elec- 
tric ranges; 100 water heaters; 1,500 
home freezers; 3,000 automatic wash- 
ers; 10,000 conventional washers; 
1,000 ironers; 30,000 radio sets; 
1,000 water 
pumps; 1,000 electric brooders; and 
2,000 electric blankets. Saturation is 
estimated at 65% for electric refrig- 
erators; 4% for electric ranges; one- 
half percent for water heaters; 40% 
for washers; 2% for ironers;. 95% 
for radio; and 45% for vacuum clean- 
ers. 

S. R. Finley, general superintend- 
ent of the Electric Power Board of 
Chattanooga, reports that the Board 
serves 42,370 customers, whose aver- 
age annual consumption has reached 
the high figure of 2,554 kw.-hrs. The 
Board, as in the past, will do no 
merchandising but Will carry on a 
broad and aggressive sales promotion 
program for the distributors and deal- 
ers in the area. The sales department 
of the Board is now developing this 
dealer cooperative program, which 
will include newspaper, billboard and 
radio advertising, a merchandise dis- 
play program, etc. There will be ap- 
proximately 50 dealers in the terri- 
tory in 1946 compared with the pres- 
ent number of 44 and the prewar 
total of 36, according to C. Bert Os- 
borne, sales manager. A rough esti- 
mate of 1946 unit appliance sales is 
as follows: 10,000 electric refrigera- 
tors; 5,000 electric ranges; 2,000 water 


(Continued on page 136) 
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| When Bett, Crocker talks 


aout ironing. . . 
MILLIONS OF WOMEN WILL LISTEN! 


000 
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Bott= Crocker 


Before long now, Betty Crocker (world’s best known 
home service authority) will have a fascinating subject 
for millions of followers. It’s a new iron—an iron 
that will set new standards of ironing performance 

for homemakers . . . because its temperature is 
controlled not by a thermostat located up in the iron, 
but by the actual ironing surface of the iron itself. 


This is General Mills TRU-HEAT control, a method 
and principle of heat regulation that minimizes heat 
loss, accelerates heat recovery so that correct, safe 
ironing temperatures are maintained regardless of how 
fast or how slow the user irons. 


When Betty Crocker reveals the facts about 
TRU-HEAT control and all the other important, 
exclusive features of the General Mills Iron—you 
know women will act. They’ll want the iron Betty 
Crocker sponsors ... just as they now want... 
and buy . . . hundreds of millions of other General 
Mills products recommended by Betty Crocker. 





WHAT TRU-HEAT CONTROL IS 


TRU-HEAT control is a simple, sturdy mechanism 
which permits the expansion and contraction of 

the iron’s soleplate to make and break the heating 
circuit. Thus the actual surface in contact 

with the fabric being ironed controls the ironing 
temperature. So sensitive is TRU-HEAT 

control that it holds ironing temperatures with 
amazing accuracy. 


BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC, 





GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT e« MINNEAPOLIS 13, MINNESOTA 
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The Greatest Advertising 
Program in Frigidaire History... 
¥ x Spearheaded by this Outstanding 

x New Radio Show ... Supported by 











Continued Heavy Advertising in... 














WOMEN’S MAGAZINES . .. HOME SERVICE MAGAZINES ... NATIONAL 
WEEKLIES . . . FARM AND SMALL-TOWN MAGAZINES . . . LEADING 
NEWSPAPERS...HOME ECONOMICS MAGAZINES... COMMERCIAL TRADE 
MAGAZINES. Plus DEALER HELPS FOR NEWSPAPER AND RADIO 
ADVERTISING ... DIRECT MAIL... MOVIES ...BOOKLETS... 
UNSURPASSED POINT-OF-SALE ADVERTISING 





It all adds up... at 


to a tremendous advertising program designed to build still greater pref- 
erence for Frigidaire . . . to announce new Frigidaire products ... to tell 


all types of homemakers, in all parts of the country, why they will... 


we Se ee ee 


Be twice as sure with two great names— 
FRIGIDAIRE and GENERAL MOTORS 


al 
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with a brilliant new 


RADIO SHOW 


Do big. Ps 


J {pn Movie Stars... Hi Shows af Hollywood! 

























World-famous movie stars ... out- 










standing movies of our day—miliions 
of families will hear them, and at the 
same time hear powerful, convinc- 
ing selling messages on Frigidaire 


appliances in this... 








Half-hour Program of 


4 DRAMATIC ENTERTAINMENT 
Every Week — Full CBS Network 
147 Stations — Coast-to-Coast 





Starting Sunday, 
January 6 
2:30 p.m., E.S.T. 
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The great DOMESTIC SEWMACHINE... All that’s new in 


sewing machines! Outstanding mechanical features, easily 
demonstrated, quickly appreciated . . . Cabinets designed to 
serve with the added usefulness and beauty of fine furniture. 
The Domestic Sewmachine has the reliable quality and the 
attractive appearance that give appliance dealers a major 
claim on the rich $383,061,000 sewing machine market. 


= 
—* “ALT 

: ns ~ * 
a | 

-_ ~ 
- oi - 

, a 


va 




































































Domestic claims the attention of the nationwide market with 
a consistent and convincing promotional program that in- 
cludes advertisements in leading national magazines, descrip- 
tive folders, presentation books, mats, stickers, streamers 


1 
and lisplays 





[here's a complete and practical training program for sales- 
with films, books, newspapers... everything the 


salesman needs to know his product and his market. 


men too 


Quality product—Solid promotion! That’s what appliance 
lealers get when they hold the franchise for the great new 
Domestic Sewmachines. Write for the name of your distributor. 


SEWING MACHINE CO., INC. 


CLEVELAND 1, OHIO 
TORONTO 2B, CANADA 
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At Knoxville, Clyde O. Carpenter, 


general sales Knoxville 


manager 
Electri Po & Wate B vara, re 
ports that thev now serve 40,000 resi 
lential and rural customers, and as in 
“ase of Memphis and Chattanooga 
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l Lies ganization Instead they 
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sales through dealers There were 
bout 75 dealers in the territory in 
1945 and this nu ber Is Exp ‘ted to 
increase to 100 dealer this vear 


hereas in prewar only 45 appliance 
outlets served the territory. Estimated 
1946 sales of mayor ippliances are 


is follows: 7.000 electric refrigerators; 
$000 electri ranges: 2,700 water 
heaters SK) reezers; 2,000 
iutomatic washers: 3,500 conventional 
vashers 300 jroners: 10.000) radio 
ets: and 1,500 vacuum cleaners. 

\t Kingsport Tennessee, Kings 
port Utilities, Inc., serve 11,000 resi- 
lence and rural customers. Here again 
vere will be no met *handising by the 
1 lity ind é prograni I dealer co- 
peration is in process of being worked 
uit. There will be about 28 dealers 
serving the Kingsport area in 1946, 
compared with the prewar figure of 
19. Major appliance sales for 1946 
re computed by C. J. Bryan, commer- 
cial manager, as follows: 500 elec- 


300 water 
100 automatic 
ventional 


400 electric 
200 home freezers, 
and 300 con- 
Saturation 


retrigerators, ranges, 
heaters, 
W ashers, 


washers. in the 





estimated to be 8% 
refrigerators, 37% for « 


12% 


itory is 
electric 
for water heat 


ranges, 
Mississippi 


Howell, 


Mississippi 


in 2 
of the 
Guliport, Mississippi, reports that 
serves 43,000 residence cus { 


secretary-treasu 
Power Company 
company 
tomers, having an estimated average 
consumption of 1,125 in 1945. The 
company plans to merchandise a c 

plete line of major appliances, includ 
ing dishwashers and packaged air con- § 
units, but 
sets Their program 


ditioning excluding radi 


of dealer coop 


eration has not yet been completed. | 
1945 there were 126 dealers serving 
the territory. About 15. addition 
dealers are expe cted to open up 
1946. Before the war about 80 ck ’ 


ers served the territory. 


Alabama 
Alabama Power Company, wit 
headquarters at Birmingham, serv 
176,467 urban and rural customers 
in many communities throughout tl 
state of Alabama. As in prewa 
years, the company plans to mer 
chandise a complete line of maj 
and small appliances, except radi 
sets, through their own sales orga 


ization. Their plans for a prograi 
not fully / 
company 
tends during the period of appliance 
shortages to maintain an equitable dis 
tribution of merchandise between the 
and the dealers. It is ex 
pected that some 1,200 dealers will be 
serving in the territory in 1946, com- 
pared with the pre-war total of about 
500. Appliance sales for 1946 may 
total: 6,150 electric refrigerators, 5,600 
electric 4,300 water heaters, 
3,600 250 ironers, 10,725 
radio sets, and 600 vacuum cleaners. 


of dealer cooperation are 


completed yet, but the 


company 


ranges, 


washers, 





The Norris Dam as it looks from the Valley of the Clinch River, in Tennessee. 
by Cushing.) 
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HE West South Central region 
of the United States embraces 
the states of Arkansas, Louisi- 


_ Oklahoma and Texas. A total of 

yperating utility companies, serving 
1,407,877 domestic electric customers, 
reported on appliance market condi- 
tions in the area. 


ESTIMATED 1946 SALES 


Estimates on anticipated volume of 
major appliance sales in the area for 
the year 1946 show the following 
breakdown: 

On refrigerators, 121,800 units, re- 
ported by 13 companies, or 108 refrig- 
erators per 1,000 customers; 15,835 
electric ranges, reported by 13 com- 
panies, or 14 ranges per 1,000 cus- 

mers; 4,325 water heaters, reported 
by 12 companies, or 4 water heaters 
per 1,000 customers; 16,375 home 
freezers, reported on by 12 companies, 
or 15 freezers per 1,000 customers; 
95,080 washing machines, reported by 
14 companies, or 77 washers per 1,000 
customers: 11,073 ironing machines, 
reported by the same 14 companies, or 
9 ironers per 1,000 customers; 38,246 
vacuum cleaners, reported by 11 com- 
panies, or 47 cleaners per 1,000 cus- 
tomers: and 173,480 radio sets, re- 
ported by 12 companies, or 173 radios 
per 1,000 companies. 

THE DEALER PICTURE 

Before the war there were approxi- 
mately 3,630 dealers serving the terri- 
tory—a number which fell off slightly 
to 3,248 during the war, but which is 

























Austin, Texas, 


lajority 


they 


‘ompanies 


vhile 


during 
utilities 
some form of dealer coopera- 

Eight of 
mer- 
ippliances through their own 


nd one 


Arkansas Power & Light Co., 
headquarters 
27 600 
with 


INDIVIDUAL COMPANIES 


Arkansas 


an 


at 
domestic 
average 


of 928 kw .-hrs., 


Pine 
electric 
annual 


Bluff, 

customers, 
consumption 
according to company 


serves 


with 


officials. 


chandise, 


as you see it looking through the park in front of the state capitol down Congress Street. 


company 
but will help dealers thro 


advertising, home service, 
ing and other forms of dealer 
tion. 

It is anticipated that 
ers will > the 


territory 
(Continued on page 142) 
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Number | 
of Aver. | 
Custom- Kw.-Hr. 
ers Con- 
(Urban &  sump- | 
Rural) tion | 
Dec. 31, Retrig- 


1945 1945 erators Ranges 


ARKANSAS 
Arkansas Power & Light Co... 127,600 928 


LOUISIANA 
New Orleans Public Service, 
Inc. 110,000 939 
Gulf Public Service Co., Inc. 13,900 700 
Louisiane Power & Light | 


Com..... 67,800 | 758 
OKLAHOMA 
Okla. Gas & Elec. Co... 180,300 | 870 
Public Service Co. of Okla. | 108,400} 900 
| 
TEXAS | 
West Texas Utilities Co. 51,250 ... 
Gulf States Utilities Co. 107,283 | 1,154 
Central Power & Light Co. 83,350 950 
Dallas Power & Light Co.....| 101,200 | 1,169 
El Paso Electric Co. 30,000 | 1,450 
Large Texas Utility 175,648 | 1,075 
City Public Service Board....| 82,671 902 
Southwestern Public Service 
Co. . 59,875 | 960 
Texas Electric Service Co. 108,600 | 1,091 





50 
48 


65 
57 


PRESENT SATURATION 


Weash- 
ers 


38 
25 


18.2 


10 


24 


30 


50 


lroners Radio Vacuum 
Sets Cleaners 


15 
10 


25 
37 


25 
80 


Retrig- 
erator 
Units 


12,000 


2,400 
15,000 


10,700 
6,000 


Ranges 
Units 


2,800 


750 
4,000 


1,500 
1,400 
1,000 
700 
250 


1,235 
300 


Water 


Units 


Home 
Heaters Freezers — 
Units Autom. 


800 


200 
100 


1,000 


450 


700 


"400 


315 
50 


2,400 


Washers 
Conv. 
Units Units 
3,000 3,000 
5,200 7,800 
1,000 1,500 
500 7,000 
5,000 15,000 
800 1600 
1,000 600 
500 500 
1,500 4,000 
20,000 
400 
750 5,000 
4,230 
100 4,000 


38833 


ESTIMATED UNIT SALES OF APPLIANCES IN 1946 


Radio 
Sets 
Units 


12,000 


20,000 


5,000 


40,000 
5,000 


15,000 


8,480 
11,000 


NUMBER 

DEALERS 

SERVING 
TERRITORY 


1941 


142 


500 


180 


1945 


800 


168 


250 


300 
120 


35 
100 
275 

70 
750 

30 


175 
175 
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ISE 


IGNING. 


Sales start on Gibson designers’ desks! That’s 


where features women want become the 


appliances they buy. 


It’s Gibson for more 


“firsts” —more sales clinchers—shorter lines— 


MORE PROFITS FOR YOU! 


Freez’r Shelf Refrigerator. Wall- 
to-wall accessibility from top to 
bottom. Freez’r Locker for faster 
freezing and frozen food storage. 
Moist Chiller with high humidity 
and low temperature for best re- 
tention of health-giving vitamy 
... Different humidity 
a conditio 

or every n 











Kookall Automatic Range. Fully 
automatic! Waist high ot tema 
banquet sizeoven. Womenenthuse 
over “set it—forget it” feature— 
will find irresistible the UPS-A- 
DAISY —today’s secret—tomor- 
row’s sensation! 


VISIT GIBSON 
SPACE 538-B—AMERICAN FURNITURE MART 
CHICAGO—JANUARY 7 TO 19 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE : 
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compared to about half that number 
before the war. 

Estimates on 1946 major appliance 
sales are as follows: 

Refrigerators, 12,000; ranges, 2,800; 
water heaters, 800; home freezers, 2,- 
400; automatic washers, 3,000; con- 
ventional washers, 3,000; ironers, 1,000 
and radio sets, 12,000. Estimates on 
saturation are not available. 


Louisiana 


The New Orleans Public Service 
Co., according to E. N. Avegno, man- 
ager of the dealer sales division of the 
company, serves an estimated 110,000 
domestic electric meters, with an aver- 
age annual consumption of 939 kw.-hrs. 
The company will merchandise but will 
no longer sell refrigerators, washing 
machines or vacuum cleaners. Dealer 
cooperation will take the form of pro- 
motion of the sale and use of appli- 
ances through advertising, special sales 
promotion programs, continuous cus- 
tomer contact and leads to dealers. 
There will be about 178 dealers serving 
the territory in 1946, compared to the 
present 168 and the prewar figure of 
142. 

Estimates on major appliance vol- 
ume in 1946 are as follows: 

Refrigerators, 15,200; home freezers, 
575; automatic washers, 5,200; conven- 
tional washers, 7,800; ironers, 700; 
radio sets 27,000; and cleaners, 1,800. 
Range and water heater estimates were 
not provided. 

Present saturation in the territory of 
New Orleans shows refrigerators at 
47 percent, washers at 38 percent, iron- 
ers at 1 percent, cleaners at 15 per- 
cent and radio at 97 percent. 

Louisiana Power & Light Co., which 
has headquarters at New Orleans, but 
which serves a number of communi- 
ties in the state, has 67,800 domestic 
electric customers with average an- 
nual consumption of 758 kw.-hrs. The 
company does not plan to merchandise 
but will promote sales through a vari- 
ety of dealer cooperative methods. 
About 600 dealers will serve the com- 
pany’s territory compared to the pre- 
war total of 500 and the present roster 
of about 250. 

Estimates of 1946 sales in the Lou- 
isiana P. & L. territory are as follows: 
Refrigerators, 5,000; ranges, 1,000; 
water heaters, 200; home freezers, 500; 
automatic washers, 500; conventional 
washers, 7,000; ironers, 700; cleaners, 
1,000 and radio sets 5,000. It is also 
estimated that about 1,000 attic fans 
and 3,000 window fans will be sold. 
As of 1940, saturation in the area 
showed refrigerators at 48 percent; 
ranges at 4.4 percent; water heaters at 
1.3 percent; washers at 18.2 percent, 
according to R. C. Paslay, commercial 
manager of the company. 

Gulf Public Service Co. at New 
Iberia, La., serves 13,900 domestic and 
rural customers with annual average 
consumption of 700 kw.-hrs. The com- 
pany will merchandise major and small 
appliance lines with the exception of 
water heaters, ironers, and radio sets. 
Dealer cooperation, according to L. J. 


JANUARY I, 


CONTINUED FROM PAGE /4! 





Le Gendre, new business manager, 
consists of not resorting to “high 
pressure” selling and not offering 
terms that local dealers cannot meet. 
No estimates are made on the number 
of dealers serving the territory but 
major appliances sales for 1946 are 
projected as follows: Refrigerators, 
2,500; ranges, 100; water heaters, 10; 
home freezers, 200; automatic washers, 
1,000; conventional washers, 1,500; 
ironers, 100; cleaners, 500 and radio 
sets, 5,000. Saturation on refrigera- 
tors is now at 50 percent, on ranges | 
percent, washers 25 percent, cleaners 
10 percent and radio sets 60 percent. 


Oklahoma 


Oklahoma Gas & Electric Co., at 
Oklahoma City, serves 180,300 domes- 
tic and rural meters with an annual 
average consumption of 870 kw.-hrs. 
per meter. The company will do no 
merchandising but will have an active 
program of dealer cooperation. There 
are about 300 dealers serving the ter- 
ritory today but the number is ex- 
pected to increase to 400 during 1946. 
Before the war there were about 500 
retail outlets. 

Estimates on 1946 major appliance 
sales are as follows: Refrigerators, 
20,000; ranges, 7,500; water heaters, 
200; home freezers, 5,000; automatic 
washers, 5,000; conventional washers, 
15,000; ironers, 3,000. Saturation is 
now figured at 65 percent on refrigera- 
tors, 1 percent on ranges, 60 percent 
on washers, 5 percent on ironers and 
55 percent on cleaners. 

Public Service Co. of Oklahoma 
serves 107,400 domestic and rural cus- 
tomers with average annual consump- 
tion of 900 kw.-hrs. The company will 
do no merchandising and will help deal- 
ers through appliance financing, fur- 
nishing leads and providing direct 
sales assistance on electric ranges. It 
is expected that 240 dealers will service 
the territory in 1946 compared to half 
that number in business at present and 
the prewar figure of 180 outlets. Esti- 
mates on 1946 appliance volume are 
given on the following: Ranges, 4,000; 
water heaters, 100; home freezers, 
3,000; automatic washers, 800; con- 
ventional washers, 1,600; ironers, 400; 
radio sets, 20,000. Saturation is fig- 
ured as 57 percent on refrigerators; 
4 percent on electric ranges; 57 per- 
cent on washers; 10 percent on ironers ; 
90 percent on cleaners and 93 percent 
on radio sets. 


Texas 


Nine operating utility companies in 
Texas, serving close to 800,000 domes- 
tic customers, provided information on 
market conditions in that state. 

Gulf States Utilities Co., Beaumont, 
serves 107,000 residential customers 
with an average annual consumption 
of 1,154 kw.-hrs., according to L. F. 
Reigel, general sales manager. The 
company will merchandise a full line 
of appliances, but will limit its activi- 
ties while goods are in scarce supply 
in favor of dealers. It is expected 

(Continued on page 144) 
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* Most of your good customers 


are readers ol 


CADIES NOME 


For example, in: 


Detroit, Mich. (pewiaten 181590) . . . The Grosse Point Appliance 
Service ministered to the ailing appliances of 101 grateful 


customers ..... 2% said they read the Journal 


Auburn, N. Y. (popuiaton 8,1) . . . The majority of homes in which 
appliances are serviced by alert O’ Donnell Electric Company 
are Journal homes. Of 130 women customers ..... . 


533% said they read the Journal 


All over Ameriea... customers come in when the Journal comes out 
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NOT 


The first dealer in your town to get 
the new appliances and radios on 
display should receive valuable 
publicity. Why not be that dealer? 
Arrange your initial shipments by 
Air Express ... show your custom- 
ers they have a live-wire merchant 
to serve them. 


eeeeedseor™ 









NO hh / 
New Low Rate 


Air Express 


pers 22% Over 43 



































jan. HERE'S HOW LITTLE IT COSTS 
menus | 2s. | 5 tbs. | 25 ts. | 40 ths be 

149 | $1.00 | $1.00) $1.00/| $1.23 3.07 

349 | 1.02] 1.18] 230| 3.68 9.21 
U A sao | 107| 142] 384] 614] 15.35 | 
. b 1049 | 1.17| 1.98] 768] 12.28| 3070 | 

2349 | 1.45| 353| 1765| 2824| 7061 

16.42| 29.47] 73.68 


























Another drastic cut in Air Express rates now makes this high speed 


transportation more 
than ever before! 
Where in the economy of business, 
your transportation dollar: 


important to American business and industry 


whole do you get so much for 


SAME DAY delivery between many airport towns and cities as far 
as 1,000 miles apart. (Less than 6 hours by air.) 
SPECIAL HANDLING. Special pick-up and delivery (no extra cost) 
promotes speed of Air Express delivery. 
GOES EVERYWHERE. In addition to 375 airport communities, Air 
Express goes by rapid air-rail schedules to 23.000 other important 
points in this country. Service direct by air to and from scores of 
foreign countries in planes of American manufacture and reliability 
giving American service. flving the American Flag! 

| WRITE TODAY for “Jig Saw Puzzle.” It contains illuminating facts 
to help you solve many a shipping problem. Air Express Division. 
Railway Express Agency, 230 Park Avenue, New York 17. Or ask 


for it at any Airline or Express office. 


GETS THERE FIRST 

















Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
. Representing the AIRLINES of the United States | 
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about 150 dealers 
territory in 1946 compared to 
100 
Estimates 


that there will be 
in the 

35 in business in 1945 and the 
which operated in pre-war. 
on 1946 appliance sales are 
Refrigerators, 6,500; ranges, 


as follows: 
800 ; 


water heaters, 400: home _ freezers, 
650; washers, 500 units each of auto- 
matic and conventional models; iron- 
ers, 200; radio sets, 5,000 and cleaners, 
1,000. Saturation on refrigerators is 
at 62 percent, on ranges 11, water 


heaters 4, 
dios 90 


washers 10, ironers .5, ra- 
and cleaners 25. 
Dallas Power & Light Co. 
101,000 customers with average 
nual consumption of 1,169 kw.-hrs. ac- 
cording to H. M. Walne, residential 
sales manager. The company will mer- 
chandise small appliances and portable 
lamps, but will sell no other appliances 


serves 
an- 


until dealers have received ample 
stocks of goods. An aggressive dealer 


cooperative program will be adopted. 
There are about 275 dealers in the 
Dallas territory at present but the 
number is expected to increase to 325 
in 1946. the there 
240. Sales of major 
1946 are 
erators, 
20,000 : 


3efore war were 
appliances in 
s follows: Refrig- 
ranges, 1000; washers, 
1,000; radio sets, 40,- 
000 and cleaners, 15,000. In addition, 
5,000 attic fans and 500 air condition- 
ing units will be sold, according to 
Mr. Walne. Saturation is at 63 per- 
cent on refrigerators, 24 on 
ironers, 37 
on radio sets. 


estimated a 
15.000: 
ironers, 


washers, 


2 on on cleaners, and 162 


Texas Electric Service Co, at Fort 
Worth, serves 108,000 domestic and 
rural customers with average annual 
consumption of 1,091 kw.-hrs. The 
company will merchandise small ap- 
pliances and will have a 100 percent 
program of dealer cooperation. Deal- 


ers in the territory are expected to 
about 300 in 1946 compared 


175 now operating and the 250 


number 
to the 


who were in business prewar.  Esti- 
nates on 1946 appliance sales are as 
follows: Refrigerators, 6,000; ranges, 


300: wate 
SO): 


r heaters, 50; home freezers, 


1 
wasners, 


sutomatic 1,000: con- 
ventional washers, 4400: roners, 
2,000: cleaners, 5,000 and radio sets 
16,000. Refrigerator saturation is 


) 


now at 65 percent and ranges at 
percent 
Central 


Christi, 


Power & Light Co., Corpus 
serves 83,350 residential and 
rural customers with average annual 
consumption of 950 kw.-hrs., according 
to J. M. Williams, merchandise man- 
The company will merchandise 
ranges, water heaters, small appliances 


ager. 


and portable lamps, but will sell no 
appliances as long as the supply is 
limited; sales thereafter will be on 


iten 


Encour- 
About 
today 
but the 


s which need promotion. 
aging dealer sales is paramount. 
100 dealers the territory 
compared to 150 in prewar, 
number will increase to about 380 in 
1946, it is estimated. Estimates on 
1946 sales are as follows: Refrigera- 
tors, 7,500; ranges, 1,400; water heat- 
ers, 450; home freezers, 2,500; auto- 
matic 1,500; conventional 


serve 


washers, 
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washers, 4,000; 
20,000 and cleaners, 
uration is figured at 50 
refrigerators, 11 on 
heaters, 20 on 
ironers, 80 on 


1,000; 1 
4,000. 
percent 
ranges, 3 
washers, 4.! 
and = 30) 


ironers, 


sets, 


3 
water 5 
1 audios 
‘leaners. 
The City 

San Antonio 
rural 
annual 


Public 


serves 


Be ard 


dome 


Service 

82,671 
customers with 
consumption of 


and estim 


average {)? 


kw.-hrs., according to R. E. Sivley 
manager of the commercial dep: 
ment. The Board will do no merc! 


dising but will help dealers sell ap 


ances. Before the war 35 dealers 
served the territory; about 30 are 
still in business and an additional 10 


are expected to open up in 1946. Esti 
1946 follow 5s 
Refrigerators 230; 
water heaters, 
automatic 
washers, 


sales are as 
15,000: 
100: 


washers, 


mates on 
ranges, 
home freezers, 100: 
750: conventional 
5,000: ironers, 100; vacun 
3,000 and radio sets, 15,000, 
Present saturation shows refrigerat 
at 80 percent, ranges at 1, water he 
ers at 1, washers at 60, ironers at 2, 
radio at 85 and cleaners at 80. 
Southwestern Public Service Co 
Amarillo, serves 59.875 residential and 
rural customers with an average 
nual consumption of 960 kw.-hr., ac- 
cording to W. Knight, commercial 
The company will do no 
merchandising and will cooperate with 
dealers through commercial representa- 
tion in each office and cash. Prewar 
there were 148 dealers in the territory, 
a number 


cleaners, 


manager. 


which had increased to 175 
by 1945 and which is expected to in- 
another 120. 

for 1946 are as follows: 


Sales estimates 
Refrigerators, 


crease by 


10,700; ranges, 1.235; water heaters, 
315: washers, 4,230: ironers, 623: 
cleaners. 5,476 and radio sets 8480 


Saturation in the 
60 percent on 


territory is now 
refrigerators, 4 on 
ranges, 1 on water heaters, 50 on § 
60 on cleaners J 
and 90 on radio. . 
EI Paso Electric Co. 30,000 
residential customers with 
nual 
The company will mercl 
pliances but will not sell until dealers 
full swing. The 
cludes 100 percent 
There are 


washers, 8 on ironers, 
serves 
average al 
1,450 kw.-hi 
handise all ap- § 


consumption of 


are in policy 


dealer fc 2 
70 retail outlets serving tl 

territory today compared to prewar’s 
figure of 65, but the number is ex- 
pected to increase to 160 during 19-46 
Estimated 1946 are as f 

lows: Refrigerators, 2,400; r 
700; water heaters, 700: freezet 
250; automatic 


sales for 
anges, 
home 
washers, 200; 
tional washers, 400; ironers 
sets 5,000 and cleaners 400 
ator saturation is 
ranges at 20.5 
at 13.6 percent. 

West Texas Utilities Co. at 
serves 51,250 residence and rural cus 
The company will sell ap- 
but no radio and in additio 
to cooperating with dealers will limit 
their selling activities while appliances 
are scarce. Estimates on 1946 sales i: 

(Continued on page 146) 
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-| The BENDIX automatic Washer 


i i FIRST 


|| in the hearts of American homemakers 


ppli- Selling the leader is always an easier and il In August, 1945, a leading building publica- 
pe more profitable job. Every national survey tion* conducted - a survey among families 

Pe , sails atte ie who intend to build homes for self-occupancy 
a ? = rm a costing in excess of $5,000 above the cost of 
seen, points out the BENDIX as the undis- 


the land. Of the 62.3%, who intended to buy 
putable leader in the washing machine field. a washing machine, the vote was as follows: 


Bendix 35.5% 
es | Here are the results of a study made by a bn oo et 
ad, leading national magazine, * September, 1944. Washer "D” 5.7% 
at 2, Washer "C” 3.6% 

Brands Preferred by Postwar Buyers Washer "B” 3.6% 
: Washer "G" 3.6% 
1. Bendix 37.3% 
2. Washer "A” 24.6% (Balance: miscellaneous and no choice) 
3. Washer ‘'B”’ 13.5% NOTE: The Bendix total above was greater than that 
r¢ 4. Washer "C” 8.6% of the next six makes combined. 
as 5. Washer "“D” 5.4% 
he 6. Washer "E” 4.3% | A leading Rochester, N. Y., department 
one 7. Washer "F" 2.4% store* asked approximately 1,000 visitors to 
tor 8. Washer "G 2.2% the “Kitchen of Tomorrow” exhibit in their 
ey (Balance: miscellaneous and no choice) 


“ store last year, which electrical appliances 
nates | they intended to buy. 





~ 





Here are the results of a study made by a 
large independent market research organiza- 
tion,* April, 1945. Two questions were asked. 


1. Whose advertising have you seen 


lately? 
Bendix 18.2% 
Washer “A” 8.8% 
Washer "C” 7.0% 
Washer "B” 3.8% 
Washer "E”’ 2.1% 
Washer "D”’ 1.6% 


(Balance: miscellaneous and no choice) 


What make will you buy? 


Bendix 22.6% 
Washer ‘A”’ 16.8% 
Washer "B” 7.4% 
Washer "C”’ 7.1% 
Washer "D” 3.0% 
Washer “E” 2.4% 


(Balance: miscellaneous and no choice) 


Bendix Home Appliances, Inc 
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Bendix automatic Washer 235 
Refrigerator Brand "“C’”’ 230 
Vacuum Cleaner Brand “H’”’ 160 
Garbage Disposal Brand "C”’ 144 
Electric Range Brand ‘'C” 123 
Dishwasher Brand “'C” 113 
Home Freezer Brand ‘‘E”’ 80 
*Names upon request 


Of course, survey figures are 
not sales. They are, however, 
significant. They represent an 
opportunity which can be de- 
veloped into sales through 
sales training, sales promotion, 
advertising, etc. 


No other electrical 
appliance has such great 
possibilities for profit 











BENDIX~~Home Laundry 


, South Bend, Indiana Pioneers and Perfectors of the automatic ‘Washer’ 
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Right now the whole world is a customer in 











search of a product. But smart merchants know 











that a leveling off point will come when post- 








war purchasers have bought that new toaster, 








that new vacuum, that new washing machine. 






Then, once. more, the product will be searching 


for a customer. 


Tomorrow’s volume sales depend on the custom- 
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NO END TO INFLUENCE... 


ers you sell today. That’s why House & Garden’s 
entering-wedge readers are worth reaching. 
Here are established families who buy the best, 


who constantly replace the old with the new, 


who set the standard for thousands of others., 


No advertiser can afford to overlook the pow- 
erful influence of this top audience. It is the 


core of any well-rounded advertising campaign. 


House & Garden 


sells America’s entering-wedge market 
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West South Central 


oes CONTINUED FROM PAGE 144 cums, 


the territory are as follows: Refrig. 
erators, 4,000; ranges, 1,500; water 
heaters, 1,000; home freezers, 600: au. 
tomatic washers, 1,000; conventional 
600; ironers 150; cleaners 800. Re. 
frigerator saturation is now at 452 
percent, ranges at 11.8 percent, water 
heaters at 6 percent. 


American Gas 
& Electric System 


Be American Gas & Electric Sys- 
tem comprises the following nine 
companies which are spread over a 
number of states: Appalachian Elec- 
tric Power Co., Atlantic City Electric 
Co., Indiana General Service Div. of 
Indiana & Michigan Electric Co., Indi- 
ana & Michigan Electric Co., Kentucky 
& West Virginia Power Co., Inc., 
Kingsport Utilities, Inc., The Ohi 
Power Co., The Scranton Electric Co., 
and Wheeling Electric Co. They serve 
a total of 840,500 customers including 
farm and rural, and plan to merchan- 
dise ranges and water heaters actively, 
but, according to H. P. Megargee, sales 
promotion manager of system, they 
will assist dealers to the fullest extent. 
Should dealers be out of ranges and 
water heaters and the companies have 
a supply, dealers will be permitted to 
draw on their stock. Other dealer- 
cooperation programs planned include 
all types of dealer assistance such as 
home economist help, demonstrations 
for dealers, displays, cooperative ad- 
vertising and trade-in allowances. 
Unit appliance sales estimates for 
1946 were available on ranges and wa- 
ter heaters only, as follows: Ranges 
20,000; water heaters 10,000. Appli- 
ance saturation at present, according 
to Mr. Megargee is 19 percent for 
ranges and 5 percent for water heaters. 
He estimates other appliances to run 
about as follows: Refrigerators 70 per- 
cent; washers 60 percent; radios 98 
percent and cleaners 75 percent. 















EVERYTHING 
ELECTRica 


“THE MUSICIANS’ UNION INSISTS THAT HE 
GO WITH THE TOASTER BECAUSE OF THE 
BELL THAT RINGS WHEN THE TOAST 
COMES UP" 





































Gail Ss 


@ Truly portable ... compact as a camera 

@ Measures only 434,” x 31/2” x 1014” 

@ Full-power mercury-arc unit 

® Operates on AC or DC 

® Tans fast in daily 3-minute, or more, exposures 


® Smart black metal case with built-in polished 
aluminum stand and reflector 


® RETAILS AT ONLY $32.50 complete with goggles 
($34.50 West of Rockies) 


Here’s a promotion . . . on the famous Sperti Portable nen ... timed to break 
s 


at the peak of the sunlamp season, with the four best months for sunlamp sales 
still ahead. And with material shortages behind us . . . and production in full 
swing .. . an ever-increasing stream of deliveries is being made to your distributor. 


Plan, now...to tie in with the big national advertising ...the intensive newspaper 
advertising which Sperti is putting behind this great promotion. Plan a big local 
advertising campaign under Sperti’s generous cooperative plan. Plan to use the 
free display material and sales _— that are ready to help you turn National Sun 
Tan Weeks into big extra sales and profits. Get in touch with your distributor, today. 


Also available for prompt delivery. Sperti Improved Pedestal- 

or oe ol Style Ultra-Violet Lamps. (Left) Model S-200. Two-in-One- 

Lil} A Lamp. Provides either ultra-violet or infra-red. Retails at $39.50 

. . » West of Rockies, $43.50. (Right) HI-41. Famous hi-power, 

pedestal-style sunlamp with 3-way adjustable stand. Retails at 
$48.50 . . . West of Rockies $52.50. 


LOOK AT THE ADVERTISING POWER 
BEHIND THIS POWERFUL SPERTI 
PORTABLE SUNLAMP 


Seven full pages in The SATURDAY 
EVENING POST and COLLIER'S. BIG all- 
paid NEWSPAPER ADVERTISEMENTS in 
leading metropolitan newspapers. Gener- 
ous COOPERATIVE Advertising Plan. FREE 
SALES HELPS and DISPLAY MATERIALS. 





= Chicago Daily Sei e & Ge New Bork Time 


ve wm 17 TAA T 


- 


& Spent RESEARCH #*© DEVELOPMENT *© MANUFACTURING ¢ CINCINNATI 12, OHIO 
3 LiL. 
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How to make a 


A.-Color Post Ad 
Ie Youle ,. c 


BY’ big-circulation advertising right into your store! - 
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Use G-E Lamp displays—displays based on ads your 


customers will remember seeing—displays that will identify hea 
nati 
you as a G-E Lamp Dealer. Like the colorful new display at ~ . 

















the left, for example, which ties in with G-E’s full-page sms 
4-color ad in the January 4th issue of THE SATURDAY _ 
EVENING POST. Be sure to use it. -_ 

hg And remember, this is the season when the nights are 

ne sunk (18 ON THe BOBS YOU Buy P $e, | longer—when your customers need and use more high-quality, 

oa “Sag | low-cost G-E Lamps. 

G-E LAMPS ' 
/ iv » 19. 7-E ] ied-i MO 
ae Ooo a teow | 
SATURDAY EVENING POST. ie 


the Lamps that Bring ‘em In...and Bring ‘em Back ! 
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ERTAIN areas of the Inter- 
C mountain district gained in pop- 
ulation during the war period, 
th war industries and service instal- 
lations of one sort or another, but other 
sections showed little such develop- 
ment. Uniformly they show a growth 
lomestic customers during the past 
year, averaging a little more than 3 
rcent. 

\verage annual kilowatt-hour con- 
sumption per domestic customer varies 
greatly. In the areas where for the 

st part there is little or no gas com- 
petition, the figure may rise to the 
2,550 kw.-hrs. reported by the Idaho 
Power Company. This represents a 
range saturation of 60 percent, with 
electric water heating used by 28 per- 
cent. In this area also is the South- 
ern Nevada Power Company report- 
ing from Las Vegas, Nevada. This 
small company, serving about 6,000 
homes, reports a range and water 
heater saturation of 80 percent and the 
national high in average annual usage 
at 4,580 kw.-hrs. used per home. Other 
high figures are reported by the Sierra 
acific Power Company at Reno, with 

(Continued on page 152) 




























The bluffs of Zion Park—a glimpse from a hillside opening in the six-mile 









tunnel on Zion-Carmel highway, Utah. 





ELECTRICAL APPLIANCE MARKET 


DATA—MOUNTAIN REGION 








| 
| Number 
of | Aver. 
Custom- | Kw.-Hr. 
ers Con- 
(Urban & | sump- 
Rural) | tion 
Dec. 31, 
1945 








MONTANA 
Montana Power Co | 75,672 | 1,165 | 
IDAHO | | 
Idaho Power Co.. | 69,000 | 2,550 | 

| 

WYOMING | 


Sheridan County Electric Co. 3,710 851 


COLORADO 
Colorado Springs City Dept. 13,900 | 1,190 











Public Service Co. of Colorado! 127,458 | 972 
Southern Colorado Power Co.| 25,412 | 1,148 
NEW MEXICO 
or ~eee Gas & Electric 
2.. : ‘ ‘ 
Raton City Dept... .. ‘ 1,686 | 1,038 
ARIZONA 
Central Arizona Light & } 
Power Co... .. 35,850 | 1,424 
Tucson Gas, Electric Light & | 
Power Co. 19,300 | 1,275 
vias es 
Logan City Municipal Dept. 3,219 | 2,334 
Telluride Power Co... . | 5,425 850 
Uintah Power Co. 900 925 
Utah Power & Light Co.... 121,430 | 1,504 
NEVADA | | 


Sierra Pacitic Power Co. 


15,700 | 2,200 
Southern Nevada Power Co. 


5,962 | 4,580, 


Refrig- tric Heat- 
1945 | eretors Ranges 


€ 


69 


75 


55 


65 


70 


50 
50 
75 


77 
75 


PRESENT SATURATION 





Wash- 
ers 


65 


65 


45 


87 


80 


ue: 


95 


85 


95 


98 


100 


85 


lroners Radio Vacuum 


65 


75 
80 


30 
85 


85 


ESTIMATED UNIT SALES OF APPLIANCES IN 


Units Heaters Freezers Autom. 





1,102 








NUMBER 

DEALERS 

SERVING 
TERRITORY 


Cleaners | 1941 1945 1946 


2,600; 410 469 519 


6 4 


125 135 161 
95 «(18 


160 151 166 


30 24 


10 11 


2 | 
00 733 866 
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Bend R3d0 


With these outstanding features . . . Bendix Beam 
Antenna . . . Special tone-purifying Feed-Back Circuit 
... INR (Inherent Noise Reducing) Circuit ...Swing-A- 
Door . . . Pre-tested Styling . . . Phantom Dial. . . 
Extra-large record storage space in all consoles .. . 
Alnico PM and Electro-Dynamic Speakers . . . Bendix- 
engineered Aviation Quality chassis . . . 3-Dimensional 
Dials . . . Improved, Automatic Push-Button Tunin 
. all backed by one of the largest advertising al 
merchandising programs in the industry. 


ess % Mod 
ot ’ a rf This 
Rad 
Model 526 B—5 tube*, AC-DC brin, 
Alnico speaker, one-piece ivory the | 
Model 616 A 


ylastic cabinet. For greater con- ient 

6 tube*, AC Fe yr a (om aeimen da Catenin. Bendix Premed the trol, 
ne Aeiite cabinet . one-piece cabinet with enclosed- and 
_ ’ back and built-in concealed handle. Also available in [| Swir 

brown plastic (model 526 A). sive 
turr 

into 


Two-band, walnut table 


model. - 
big set tone. 


Model 636 C and D Model 526 E 
6 tube*, AC-DC 5 tube*, AC-DC Model 716 A—7 tube* Model 656 A—6 tube* 
Wood table model, silvered Alnico speaker, walnut 3 band. AC. walnut table Radio-Phonograph table 
oak and walnut finishes. table model. model, electric push buttons, model, automatic record 
electro-dynamic speaker. changer, Alnico speaker. 
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Model 736 C—7 tube* 
This Bendix 3-band 
Radio-Phonograph 
brings your customers 
the ultimate in conven- 
ient single button con- 
trol, record changing 
and loading . . . with the 
Swing-A-Door, an exclu- 
sive advancement that 
turns demonstrations 
into sales! 


“Including rectifier tube 




















drawer panel (as illus- 
trated), this smartly 
styled living room 
piece becomes today’s 
most modern aie 
Snap the power 
switch off and the 
Bendix Phantom Dial 
magically disappears! 





Model 736 A—7 tube* 
Console radio, three bands, 
electric push buttons, elec- 
tro-dynamic speaker. 












Model 676 C—6 tube* 


Consolette combination in Model 736 B—7 tube* 
knotty pine, two band chassis Compact radio-phonograph 
with automatic record player, single button control, automatic 


large record storage. Also record changer, three bands. 
available in rich walnut. 
NOTE: Specifications subject to change without notice. 

















—a—. BENDIX RADIO DIVISION 





BENDIX RADIO J} 01 sranon conoranon 











AVIATION CORPORATION 








@eeee 
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* The trend is for rubber parts in 
all types of appliances and today 
millions upon millions of rubber 
parts are used in the appliance 
field. There are definite reasons 
for this tremendous switchover 
to rubber, for instance on moving 
parts they are quieter, absorb 
vibration, noise and shocks, 
thereby prolonging the life of any 
piece of equipment. 


Johnson Rubber Co. has created 
and designed many rubber parts 
for home appliances such as their 
two hardness extruded non-wrink- 
able refrigerator door gaskets, 
two color extruded rubber parts 
for ironers, vacuum cleaners, etc., 
and the Johnson rubber drain 
> connector for washing machines. 


























































































































Our many years experience in the 
home appliance field has taught 
us how and when to put rubber 
parts to work, where they will do 
the job better, more economically 
and more efficiently. 



























































Cae Wet as 


lf you have a problem, drop us 
a line, our engineers would be 
more than glad to work with 
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Kh ~ your engineers in its solution. 4 





Mountain 





2,200 kw.-hrs. average annual domestic 
consumption and Logan City, Utah 
with 2,334 kw.-hrs. On the other hand, 
several Utah, Colorado and New Mex- 
ico areas report less than 1,000 kw.- 
hrs. per home per year. These are gas 
and coal burning areas, or sparsely 
settled districts with largely Mexican 
or Indian populations. The remainder 
of the district reports figures from 


1,148 to 1,504 kw.-hrs. 
Intermountain Saturations 


Saturation of appliances varies in 
the same manner as the kw.-hr. con- 
sumption. High figure for use of elec- 
tric ranges, as indicated, is reported by 
the Southern Nevada Power Company 
at 80 percent, with a similar 80 per- 
cent saturation of electric water heat- 
ers. The Idaho Power is next with 60 
percent for ranges, 28 percent for 
water heaters. Sierra Pacific reports 
60 percent saturation of ranges, 20 per- 
cent of water heaters. The Montana 
Power Company reports a 26 percent 
saturation for electric ranges, two per- 
cent for water heaters. Electric re- 
frigerators run from 50 and 55 percent 
in the low use areas to 75 percent in 
Idaho and Utah and 69 percent in Mon- 
tana. Use of electric washing machines 
runs relatively high, averaging be- 
tween 70 and 80 percent, although Tuc- 
son, Ariz. reports a figure as low as 45 
percent. The ratio of ironers to wash- 
ers varies still more greatly, being re- 
ported as one to seven or eight in Colo- 
rado and Montana, but one to about 
twenty-five or thirty washers in Utah 
and Idaho. 


Estimated Demand—Intermountain 


Not many of the companies gave any 
estimates of what the demand for elec- 
tric appliances may be during the com- 
ing year. Seven companies serving 
156,532 domestic customers report a 
probable demand among their custom- 
ers for 9,031 electric ranges, or one for 
every 17 homes. Six companies serv 
ing 152,822 customers expect 5,471 
water heaters to be sold, or one in 
every 28 homes. One in every 7.6 
homes is expected to want to buy an 
electric refrigerator within the next 
twelve months. Six companies, serv- 
ing 141,000 customers, expect better 
than one in ten of them to want an 
electric washing machine and of these, 
more than one third of those bought 
are expected to be automatic. Only 
five companies predict ironer sales and 
these foresee about one ironer sale for 
every 13.4 washers sold. Six com- 
panies expect one in every 21 homes 
to purchase a vacuum cleaner. The 
same number count on sales to radios 
to every 6.2 domestic customers. For 
every 12.6 refrigerators sold, seven 
companies expect one home freezer to 
be in demand, or one in every 97 homes. 
\n appreciable number of air condi- 
tioners of the compressor type are on 
the list of three companies, reporting 
from Arizona, Idaho and southern 
Nevada respectively, while 3,350 evap- 
orative coolers are reported by five 
companies, or a probable one for every 
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40 homes on their lines. Data concer; 
ing attic ventilation is not availab 
from most of the companies. Probab), 
sales of small appliances are reported 
from only three utilities. These a1 

to one for every 1.86 homes. 


Dealers Serving Intermountain 


Before the war 2,764 dealers served 
504.412 domestic customers 
ported by fourteen companies, o 
for every 183 homes. The numbe: 
now dropped to one for about eve 
200 homes. The number of dealers 
expected to increase by about 25 per- 
cent within the coming year, while pop- 
ulation is not likely to increase so fast 
Of course, not all of these dealers sell 
appliances exclusively, but in the case 
of one large company which distir 
guishes between dealers selling major 
equipment and those handling onh 
small appliances and lamps, the figure 
at the present time is one dealer in 
major equipment for every 165 
tomers. 


Utility Merchandising Plans 


A larger proportion of the power 
companies plan to merchandise than 
do the utilities on the Pacific Coast 
but there still are a greater numbe: 
who do no merchandising at all. I 
this category must be numbered the 
Central Arizona Power & Light, the 
Montana Power Company, the Sierra 
Pacific of Reno, the Southern Nevada, 
the Albuquerque Gas & Electric. the 
Uintah Power and the Utah Powe: 
and Light Company, as well as sev- 
eral city departments. The Public 
Service Company of Colorado will 
handle ranges, water heaters and iron- 
ers, as well as dishwashers, disposals 
and certified lamps, while the Southern 
Colorado Power Company of Puebl 
expects to sell all the listed equipment 
except radio sets and possibly 
matic washers. It is uncertain about 
home freezers. It also adds portable 
lamps and lamp bulbs to its list. The 
Idaho Power Company sells all 
listed equipment except radio sets, 
cussing its efforts upon districts w! 
dealer coverage is poor. The Telluride 
Power Company does not handle radi 
or small appliances, but sells all others 
on the list. From Wyoming, the Sheri- 
dan County Power Company reports 


that it sells ranges, water heaters 
refrigerators and plans to handle h 
freezers, but leaves the rest of the ap 
pliances to dealers. The Tucson ( 
& Electric Company is uncertain 
plans. 


Arizona 


Central Arizona Light & P. 
Co.—Will do no merchandising, lea\ 
ing that to dealers. The part of 1! 
utility is to develop market sur\ 
and prospects as well as the {| 
motion of campaigns. Detailed 
motion plans for the coming year 
not yet complete. 

The Tucson Gas, Electric Ligh 
Power Co.—This company has had 
affairs in the courts for some time, 45 
(Continued on page 154) 
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OK, officer, no trouble at all . . . especially with 






the new Dormeyer Electric Food Mixer. Dormeyer, 





you know, has been helping American homemakers 





“heat it’ for nearly a quarter of a century. Natur- 
yaq y 






ally their new, modern electric kitchen mixers are 






better than ever. 












Dormeyer Electric 
Food Mixers are 
available. 



















4300 WN. KILPATRICK AVE., CHICAGO 41, ILLINOIS 
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New and better facilities for producing electrical 
appliances are at hand and in the making. We 
can't report that there are plenty of irons, toasters 


and the like for all—would that we could! 
they're on the way! 


But 


Moving up front in another sense, too. More and 
more you'll see Dominion appliances asked for by 
name — displayed on more and more counters — 
used in more and more homes. It puts Dominion 
dealers in a preferred position. Appliances will be 
fairly allocated by your distributor as fast as they 
are produced. Keep in touch with him. He will 
start receiving appliances from us just as fast as 
they become avuilable. 


PRODUCTS 


Flat Irons, Toasters, Waffle Irons, Sandwich Toasters and 
Grid-A-Bouts, Table Stoves, Heaters, Poppers, Curling Irons, 
Hair Driers, Mixers, Heating Pads, Infra-Red Lamps, Fans. 


DOMINION ELECTRICAL MFG., INC. 


MANSFIELD, OHIO La 
9 


inion 


MARK 


7 a 
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several different parties, including the 
City of Tucson, desire to purchase 
its properties. Its future program and 
policies are therefore uncertain. 


Colorado 


Colorado Springs City Department 
—The City of Colorado Springs has 
never done merchandising and it main- 
tains no specific program of dealer 
cooperation. 

Public Service Company of Colorado 
—The Public Service Company will 
merchandise electric ranges, water 
heaters and refrigerators, as well as 
ironers and home freezers. It also 
plans to maintain sales activities in 
dishwashers and disposals and certi- 
fied lamps. It maintains a complete de- 
partment for dealer cooperation, known 
as “Dealers’ and Builders’ Depart- 
ment,” with one supervisor each for 
electrical dealers’ representatives, gas 
dealers’ representatives and architects’ 
and builders’ representatives, responsi- 
ble for load building and cooperation 
through and with dealers and builders. 
| Twelve men in all will be in this de- 
|partment. It gives its support to the 
Rocky Mountain Electrical League as a 
| cooperative dealers’ organization. De- 
| tailed promotion plans for the coming 
year are not yet available. 

Southern Colorado Power Co.—This 
|}company will continue to merchandise 
| ranges, water heaters, refrigerators, 
|washers (of the conventional type), 
|ironers, vacuum cleaners, small appli- 
| ances, portable lamps and bulbs. It does 
‘not handle radio sets and is not sure 
| whether or not it will sell home freezers 
or automatic washers. It has not as vet 
outlinéd its promotional activities for 





| the year, but in general plans increased ° 


| activity, promotion, surveys, layouts 
and recommendations in all special 
fields. Its dealer cooperation takes the 
form of promotion through press and 
radio, training schools, technical as- 
sistance, help of home economists, pub- 
lic cooking and lighting schools and 
other aids as they seem advisable. The 
utility helps support the Pueblo Elec- 
tric League, a dealer cooperative or- 





ganization. 
Idaho 


Idaho Power Co.—This utility plans 
direct selling of ranges, water heat- 
ers, refrigerators, home freezers, au- 
tomatic and conventional type wash- 
ers, ironers, vacuum cleaners and small 
appliances. It will not handle radio 
sets. Its direct selling is to be confined 
to low-use towns where promotional 
activities will include advertising, 
shows, fairs, public meetings, and cus- 
tomer sales calls. Direct merchandis- 
ing will continue until such time as 
dealer results are satisfactory. A com- 
plete program of dealer cooperation 
places the emphasis wherever possible 
on dealer sales. 

Sales training, surveys, advertising, 





prospects, current trade information 
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and pioneering of new appliances wil! 
be forms of dealer help. Specific pro- 
motions for the coming year include a 
program of newspaper, radio, direct 
mail and display advertising in the 
field of lighting; commercial cooking 
will be promoted by direct mail adver- 
tising and sales calls by company per- 
sonnel. Air conditioning will be fur- 
thered by newspaper, radio, direct mai] 
and display advertising, with sales calls 
in low-use towns. The utility plans to 
promote new equipment actively, famil- 
iarizing the public with its advantages 
through all types of advertising and 
direct sales calls by power company 
sales personnel. 


Montana 


The Montana Power Co.—No direct 
merchandising is the decision of this 
company. Its program of dealer co- 
operation includes engineering assist- 
ance in fields where needed, home sery- 
ice sales training, “use” advertising, 
and direct mail aids. Active promo- 
tion is to be carried on the fields of 
lighting and commercial cooking. 


Nevada 


Sierra Pacific Power Co.— This 
company has done no merchandising 
for years nor has it modified its plan 
of dealer cooperation, which is na- 
tionally known as “The Reno Plan.” 
This includes advertising help to 
dealers on the basis of sales of ma- 
jor appliances, assistance from the 
utility’s home economist, general pro- 
motional advertising, and advisory as- 
sistance whenever needed. Active pro- 
motion programs are all handled 
through the initiative of the individual 
dealer, with the cooperation of the 
utility. 

Southern Nevada Power Co.—Does 
not sell direct, nor does it plan special 
promotions, but maintains a general 
program of dealer cooperation. Serv- 
ing a small area, without serious com- 
petition from other fuels, this company 
has attained a remarkable saturation 
record of all major appliances. 


New Mexico 


Albuquerque Gas & Electric Co.— 
No merchandising and no special pro- 
motional plans. Dealer cooperation pro- 
gram is as yet uncertain. 

Raton Public Service Company—\s 
a city department, this utility does no 
merchandising. No promotional or 
dealer cooperative plans for 1946. 


Utah 


Logan City Department—Does no 
merchandising and has no promotional 
plans. No dealer program is contem- 
plated. 

Telluride Power Co.—Plans to mer- 
chandise electric ranges, water heaters, 
refrigerators, home freezers, washers, 
both automatic and conventional, iron- 
ers and vacuum cleaners. Small appli- 

(Continued on page 156) 
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Cory’s protected profit policy 
insures your full profit! 
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To simplify product assembly 


and add another sales feature... 
THE INTERCHANGEABLE 


Belden GwarA-cal 


Detachable at both plug end and appliance end and easily inter- 
changeable, Belden Connect-A-corDs simplify assembly, packing, 
and display 





















































and add another effective sales feature to your 
newly designed electrical appliances. Available in various lengths 
(and in matching colors, too), they end the nuisances of too-short- 
to-reach cords and unsightly tangled coils of extra lengths. And 
consistent national advertising pre-sells your customers on these 
advantages. 









































Need for costly dealer cord repair services is eliminated with 
Connect-A-corDs, and, as with all other Belden electrical cords, 
complete freedom from Corditis is assured. Write for complete 
information on the Connect-A-corD today. Belden Manufac- 
turing Co., 4663 W. Van Buren St., Chicago 44, Ill. 


















































The Beldewt’- CONNECT-A-CORD 


































CONNECTOR + CONDUCTOR + PLUG 

















A new advantage appliance users want 


Though the Belden Connect-A-corD is a new idea, 
extensive surveys have already shown that electrical 
appliance users want its advantages. No mere postwar 
dream, it is already engineered — and it is offered 
now only after complete service tests and surveys to 
establish customer demand 
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ances and radio are not on its list. Its 
promotional plans call for the use of 


billboards, local newspapers, direct 
mail to selected list, stuffers with 
monthly statements. There will be 


demonstrations at county fairs, demon- 
strations and cooking schools to groups. 
Dealer meetings will be held and deal- 
ers will be offered the power company’s 
facilities for the holding of cooking 
schools and staging of group demon- 
strations. 

Uintah Light Co— 
Will do no merchandising and has 
no promotional plans for direct sell- 
ing. It will promote sales for all deal- 
ers. The utility has no sales organiz- 
ation, but all employees are trained to 
help dealers. 

Utah Power & Light Co. and the 
Western Colorado Power Co.—Neither 
| company will do any direct merchandis- 
|ing. Their dealer cooperation program 
calls for a continuation and expansion 
of the present set-up, including full 
cooperation with dealers and the bal- 
ance of the industry. The power com- 
panies maintain a staff of sales pro- 
motion men and women to carry out 
this program. The utility’s commer- 
cial sales program for the year will 
consist principally of making personal 
calls on all customers by the utility’s 
commercial salesmen. They will pro- 
mote the sale, through dealers, of vari- 
ous commercial services such as light- 
ing, cooking, refrigeration, air condi- 
tioning, the use of new equipment and 
the like. They will also make layouts 
for lighting and cooking, working 
closely with and rendering information 
service to architects, contractors and 
builders. The company will do a con- 
| siderable amount of direct mail adver- 
tising, promoting the various commer- 
| cial services. Most mailings will in- 
| clude a return postcard in order to 
| secure prospects. Commercial sales- 
men will not specialize in any one 
phase of the commercial business, but 
will sell all services applicable to com- 
mercial customers. 


» aan c 
Powe cr 








Wyoming 

Sheridan County Electric Co.—This 
company will sell electric ranges and 
water heaters, refrigerators and home 
freezers, but will leave other appliances 
to dealers. On the promotional sched- 
ule for the coming year are advertising 
programs through newspaper and 
radio. Dealer cooperation will be car- 
ried out if and when the dealers are 
organized locally. 


Home Service 


Central Arizona Light and Power 
Co.—Employed six girls before the 
war; plans to increase this to eight. 
They have never done selling of either 
lamps or appliances, but have carried 
on lighting promotion work in addi- 
tion to their other home service duties. 
This they will continue. 

Public Service Company of Colo- 








rado—Employed one home service girl 
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and one in lighting promotion. The 
home service program is to be ex- 
panded, but plans are not as yet defi- 
nite. 

Southern Colorado Power Co.—Wi\| 
continue with four girls as before the 
war. Two sold appliances and lamps, 
one was engaged in lighting promotion 
and one acted as the company’s home 
ecomomist, giving much time to dealer 
cooperation. The company plans in- 
creased activity in lighting, with pro- 
motion, surveys, layouts and recom 
mendations, 

Idaho Power Co. 
girls before the war and will con- 
tinue with a department of about 
the same strength. The program for 
1946 will be primarily devoted to trou- 
ble calls, public meetings, calls on new 
cooking customers, but the girls will 
also do some selling of appliances and 
lamps and will also carry on lighting 
promotion. 

The Montana Power Co.—Will 
continue with a home service de- 
partment of sixteen girls. They will 
do no selling, but will carry on appli- 
ance demonstrations for dealers, will 
handle a residential wiring advisory 
service, will aid in dealer sales train- 
ing and actively promote lighting, is 
well as carrying on the usual home 
service activities. 

Sierra Pacific Power Co.—Em- 
ployed one girl before the war, 
but will increase this to two. The girls 
will do no selling or lighting promo- 
tion, but will follow up appliances sold 
by dealers, help in demonstrations and 
cooking schools, etc. 

Uintah Power & Light Co.—Em- 
ploys two girls, as before the war, 
who handle regular home service 
calls and sell lamps. They do no selling 
of appliances. 





Employed eight 


Utah Power & Light Co—Will 
continue with the same strength 
of 13 girls in home service work. 


These do no selling, but will carry on 
lighting promotion, as well as han- 
dling regular home service calls and 
dealer help. A home service director 
on the general sales staff will outline 
a complete home service program, but 
plans for the coming year are not as 
yet complete. 


ESTIMATED DEMAND FOR AIR CONDI- 
TIONERS, EVAPORATIVE COOLERS 
AND ATTIC VENTILATION IN- 
TERMOUNTAIN STATES 


Air Evapo- Attic 
Companies Condi- rative Ventil- 
Reporting tioners Coolers ation 
Units Units Units 
Central Arizona Lgt. 
& Pwr. Co. ...... 100 2,000 _ 
Southern Colorado 
Power Co....... Few 100 25 
Idaho Power Com- 
a ee 100 200 _ 
Southern Nevada 
Power Co. ...... 100 1,000 50 
Uintah Power Co... — 50 a 
Total Compa- 
nies reporting. 300 3,350 75 
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CLOSE COUPLED 
CONSTRUCTION 


Ingen 


FUNCTIONALLY 
DESIGNED HOPPER 


I gra 


MONO-TWIN 
ASSEMBLY OF FEED 
TUBE AND AIR DUCT 


This important assembly 
improvement allows great 
er freedom for angle in 
stallations in cramped 


quarters 


These four major improvements are but a 
fraction of the 24 Exclusive Features of the 
SMITHway Stoker...the stoker with the 
“Packaged Unit-Drive” that can be re- 
placed in four minutes flat using only a 


Copyright, 1945, A. O. SMITH Corporation 
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COMPACT 
CONSTRUCTION 


per 


common end wrench and a pair of pliers: 
Plan now to feature the SMITHway Stoker 
...a product of the world famed A. O: 
Smith Corporation. 


—_——_ees =e ee oe —_ 
A. O. SMITH CORPORATION, Dept. E-!-« 
| Milwaukee 1, Wisconsin | 
Yes, I want further information on “Americs utstanding 
Stoker” and its 24 exclusive features. No obligation, of course. | 


Name or Firm 


Address... ccccccccccccececcccccceseesesessesseseeseseseees | 
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This dramatic merchandising symbol- 


Symbolic! 


This symbolizes the exclusive, new “Golden Throat,” the amazing RCA 
Victor 3-Way Acoustical System. RCA’s 26-year engineering “know- 
how,’ and Victor’s 47-year leadership in musical reproduction, combined, 
have developed this exact co-ordination of electronic amplification, loud 
speaker and cabinet—the “Golden Throat”! Tested and proved in hun- 


dreds of auditions—the ‘““Golden Throat”’ is making musical history! 


ONLY RCA VICTOR MAKES THE VICTROLA 
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l-| will mean easier sales for you... 


RCA 
now- 
ined, 
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¢ bg ” 
(jolden Throat —Identified on 
RCA Victor instruments—a golden 


medallion on the front of the instru- 
ment—a certificate guaranteeing authenticity per- 
manently fastened to the cabinet—an attractive 
booklet fully explaining this exclusive RCA 
Victor feature tagged on a control knob. 


(jolden Throat — veacores in all 
i store display! Outstanding floor dis- 


plays and store backgrounds—mag- 
nificent window displays—wall posters— interior 
signs, etc. All these attract your customers to 
the radio with the ‘‘Golden Throat’’—help you 
sell RCA Victor instruments. 


f olden Throat —vne theme of 


one of the biggest advertising cam- 
paigns in RCA Victor’s history! In 
leading national magazines—Life, Saturday Eve- 
ning Post, Collier’s and Progressive Farmer— 
in metropolitan newspapers—on the new ““RCA 
Victor Show’’ (NBC, Sundays, 4:30-5:00 p.m. 
EST)—the news will reach your customers. Dra- 
matic sales messages will bring them to your 
store to hear the ‘‘Golden Throat.’’ 
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MICTOR S 


Just one of the outstanding 
models with “Golden Throat” 


~ 
~ P. ng 


, tiv = m= 


De luxe in style and performance—the Victrola* 
radio-phonograph 55U. Beautiful classical mod- 
ern walnut cabinet. Completely automatic—takes 
twelve 10” or ten 12” records. Automatic volume 
control, multi-playing needle. Compact, rugged. 
Price, approximately $79.95. 


* * * 


For full details of the RCA Victor Line with the ‘Golden 
Throat’”’ keep in touch with your distributor, or write 
to: RCA Victor Division, Radio Corporation of America, 
Camden, New Jersey. 


Victrola *T. M. Reg. U.S. Pat. Off 


RCA PICTOR 





eer) RADIO CORPORATION OF AMERICA 
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Portrait of a Package ready to go 


This attractive package contains one of the 
newly styled Seth Thomas" self-starting elec- 
tric clocks. You'll be seeing these beautiful 
new Seth Thomas models in a matter of days. 
They’re in production now. 

Full-scale manufacture of precision instru- 
ments for Uncle Sam continued in our plant 
right up to V-J Day. It’s taken time to swing 
back to the painstaking production of tradi- 
tionally fine Seth Thomas Clocks for Mr. and 
Mrs. America. High-priority materials con- 


tinue to remain scarce. 


So, for a while, there will be limited quan- 
tities of Seth Thomas self-starting electric 
and spring-wound clocks. But when critical 
materials are again plentiful, your shelves will 
proudly display the entire line ready to meet 
all demands. If you haven’t yet taken the step 
... better complete purchase arrangements with 
Seth Thomas 
clocks lead in quality, style and value. And 
new models will move fast. 


your jobber now. Remember 





Seth Thomas Clocks, Thomaston, Connecticut 


Seth Thomas 


SELF-STARTING ELECTRIC 
<a tL] 
Vee fered’ warse in clocks 


A product of GENERAL TIME Instruments Corporation 
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n the nation which gained 

largely in population during the 
war. The war’s end and the lessening 
of activity in such fields as shipbuild- 
ing and airplane manuiacture have not 
caused this figure to drop. There are 
two major reasons for this. In the first 


T:. Pacific Coast was one area 




























place, the war is not yet over for Coast 
ports—and the needs of the armed 
forces for shipping and all the factors 
which go with demobilization have ab- 
sorbed a portion of those released from 
war industries. This is a transitory 
condition vhich helps to tide the situa- 
tion over from war to peace conditions. 
At the present time the Pacific Coast 
area is still greatly overcrowded, and 
is suffering from acute housing short- 
ages as well as from lack of most of the 
major materials which might be used 
to relieve the situation. Transporta- 
tion facilities are reserved in large 
measure for handling returned service 
personnel. 


Many Will Remain 


The second factor is more perma- 
nent. A large number of those who 
(Continued on page 162) 





























The longest suspension span in the world—4200 feet—tells you it's the Golden Gate Bridge in San Francisco. 









ELECTRICAL APPLIANCE MARKET DATA—PACIFIC REGION 











| Custom- | Kw.-Hr, 






























ers Con- | PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1946 SERVING MER- 
(Urban & = sump- | TERRITORY CHAN- 
Rural) tion DISE? 
| Elec- Water Water Home Washers 
Dec. 31, Refrig- tric Heat- Weash- lroners Radio Vacuum| Refrig- Ranges Heaters Freezers lroners Radio Vacuum | | 
1945 1945 | erators Ranges ers ers Sets Cleaners | erator Units Units Units Autom. Conv. Units Sets Cleaners 1941 1945 1946! Yes No 
v/ % ( Y % % ‘ Units Units Units Units Units 
{ 
WASHINGTON | 
Pacific Power & Light Co. 76,500 2,150 63 30 24 72 10 130 58 5,967 3,930 2,937 1,101 1,400 5607 2,050 14,247 5,461; 275 235 335 Boece 
Puget Sound Power & Light 
Co ‘ 224,000 2685 64 42 20 , , , | 8,500 10,000 8,000 1,500 ‘ ~ : D ese 
Seattle City Dept..: :. 89,850 3,556 68 66 45 84 14 85 8,500 7,500 ~ : : o we 
Tacoma City Dept... . 39,943 4,000 57 42 . ’ : , : x ae 
Washington Water Power Co.) 78,900 3,184 76 38 33 65 10 98 50 9,200 6500 6,000 1,500 2,000 8,000 1,000 18,000 5,000 294 185 310 » 
OREGON | 
California Oregon Power Co. 38,400 2,886 65 49 30 75 5 86 80 2,000 2,500 2,000 150 800 100 33 40 85 * 
Eugene City Dept... 10,575 3,500 ; 58 30 ° ; 1,000 500 20 21 24 ” 
Eastern Oregon Light & Power | 
Co. 6,925 | 1,644 80 40 15 85 10 95 75 800 450 350 400 200 600 200 1,000 600 22 24 34 . 
Mountain States Power Co...| 50,000 | 1,875 o 
Northwestern Electric Co. 43,195 | 3,210 78 47 19 69 15 100 60 1,420 1,150 800 500 2,000 1,500 4000 3,500 189 140 340 » 
Portland General Electric Co.) 145,350 | 2,585 77 44 18 65 24 105 12,000 9,000 5,000 1,000 1,500 200 160 410 | * 
CALIFORNIA | 
Alameda City Dept. 12,400 | 1,416 70 24 2 85 10 75 85 1,000 400 20 50 200 600 50 1,000 1,C00 6 4 7 * 
Anaheim City Dept. 3,465 750 ; ‘ 12 2 22 x 
California Electric Power Co..| 27,500 65 22 13 1,700 1,020 850 425 400 875 170 850 25) : : x 
Glendale City Dept. 27,560 | 1,320 65 12 2 3,000 1,000 250 11 5 60 . 
Los Angeles City Dept. 470,500 | 1,220 70 6 3 . 25,000 6,500 4,600 . 180 300 450 ” 
Modesto Irrigation District 11,690 | 2.250 70 62 28 80 3 95 70 400 200 100 50 40 200 20 400 150 12 8 20 x 
Pacific Gas & Electric Co... .| 850,000 | 1,310 71 9 6 70 10 96 65 85,622 40,466 1,921 36,364 51,000 100,405 44,246 168,790 145,719 11,742 1,567 3,000 * : 
Pasadena City Deot. 29,382 | 1,280 67 7 2.5 95 3,500 350 100 300 ‘ ; 1 
Riverside City Dept. 11,500 | 1,260 16 34 |} 10 8 14 x 
Sen Diego Gas & Electric Co.| 110,000 | 1,320 78 7 5 67 7 116 75 18,000 2175 2,000 3,000 5,000 10,000 5000 30000 9000 175 152 277 x 
Southern California Edison Co.| 515,935 | 1,222 60 9 3 40 10 100 30 75,000 10,800 5,400 5,000 25,000 50,000 15,000 100,000 50,000 400 1,262 1,562 x 
BRITISH COLUMBIA 
B. C. Electric Railway Co., 
Vancouver j : 112,000 | 1,100 18 14 3 60 2.7 85 65 5,000 1,800 1,000 100 1,000 4,000 350 20,000 1,200 125 200 250 -- ive 
B. C. Electric Railway Co., 
Victoria 25,000 | 1,200 12 4 ‘ oes , 750 500 300 20 50 1,000 100 1,000 2000 16 41 46 ZS cco 
HAWAII 
Hawaiian Electric Co. 47,000 | 1,800 82 23 13 50 2 ee 20 10,000 5,000 4,000 1,000 5,000 5,000 1,500 20,000 2,500| ... vee . ZB eve 
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You CAN MEET 
ANY HOME HEATING NEED 


With HELM Vaporizing 


Oil Burning Equipment 


If you plan to add heating equipment to your 
present lines, consider this fact: As an H.C. Little 
dealer you will be able to meet any home heating 
need your customers may have. Here are some of 


the most popular units you can offer: — 


Aquatherm 
Water Heaters arc 
economical, trouble 
free and unusually 
efficient. Complete- 
fy automatic, with 
no pilot light, no hi- 
low fire. Two sizes 
#350 (illustrated) and 
#60 (not shown). 


& 


Many appliance dealers 
concentrate on the 
H.C. Little Stenderd 
Register Floor Furnace 
This factory assembled 
unit is compact and 
ideal for ome homes. 
It needs no ducts, no 
sheet metal, no base- 
ment space. It is readily 
merchandised and in 
great public demand 


The Utility Reom Furnace 
is ideal for modern base- 
mentless homes.Compact, 
fits neatly in small utility 
room or closet; highly 
efficient; blower, filters, 
and humidifier included. 
84,000 BTU output. 


The H.C. Little Burner—she 
only vaporizing oil burner with 
electric ignition available in a 
complete line—is the heart 
of every H. C. Little unit 
and the prime reason for 
their outstanding perform- 
ance and success. 


This Winter 
Air Conditioning Furnace 
has a blower and filters, 
provides real home comfort, 
even under severe condi- 
tions. Size A. 84,000 BTU, 
Size B. 125,000 BTU. 


The New L-69 Circulating Heater (not illustrated) 

will soon be available. Ideal for small homes, mountain 

cabins, or as an auxiliary unit in hard-to-heat rooms. 
50,000 BTU output. 


The Greatest Name in Low-Cost fis" Automatic Oil Heat for Small Homes. 


= 


BURNER CO. 


WRITE FOR A COPY 
of “How to Get Real 
Profits in Postwar 
Heating” and get the 
complele H. C. Little 
franchise story. 


Dept. 1M 
San Rafael, Calif. 
Factory 


Representatives 
in Principal Cities. 
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came to the coast for war work have 
announced their intention of staying, 
whether or not jobs are immediately 
available. In addition a sizable number 
of the young men who passed through 
this area on the way to war are seeking 
to take up their residence here now 
they are released. All who have made 
a study of the population situation ex- 
pect the Pacific Coast states to hold the 
gains they made during the war period 
and to expand steadily from this point 
on. Reconversion to peacetime indus- 
tries is underway as elsewhere in the 
nation. Several Eastern factories have 
announced plans for assembly or manu- 
facturing plants on the Coast. There 
is still talk of maintaining the steel in- 
dustry which was started during the 
war. Henry Kaiser is still talking of 
automobile and appliance manufacture 
—and has one semi-prefabricated home 
already on display, apparently as a sort 
of test balloon. 

The number of domestic customers 
in this area certainly could not increase 
greatly during the past year, because 
housing was already crowded to capac- 
ity and few new homes could be built, 
but power company figures show a 
small but consistent increase of about 
24 percent everywhere. Average an- 
nual kilowatt-hour consumption has 
advanced in every instance. 





California—Saturation 


The average annual consumption of 
| electricity per domestic customer in the 
California area averages between 1,250 
and 1,300 kw.-hrs. with the only com 
munity reporting a figure below 1,000 
kw.-hrs. one which has a large Mexican 
population to bring down the level of 
other homes. The Modesto Irrigation 
District reports 2,250 kw.-hrs.—and 
also has a 62 percent saturation of elec- 
tric ranges and 28 percent water heat- 
ers. The larger companies could match 
this with similar areas in restricted dis- 
tricts, but their average is brought 
down because of competition with 
other fuels in the larger cities. Both 
the San Diego Gas & Electric Com- 
pany, with a domestic customer list of 
110,000 and the Pacific Gas and Elec- 
tric Company, serving 850,000 custom- 
ers in northern California, have aver- 
ages which this year are above 1,300 
kw.-hrs. level. Both companies also 
deal in natural gas. 

Saturation figures are sometimes in- 
accurate because a company having a 
single sliding rate becoming lower as 
use increases, does not always have 
accurate record of the number of 
ranges and water heaters installed. 
However, market studies and surveys 
made during the last year or so in prep- 
aration for the war’s end have provided 
accurate information in a number of 
important instances. In general it may 
be said that the use of electric ranges 
is high in rural areas where natural gas 
competition is not available, as indi- 
cated by such figures as the 62 percent 
reported by Modesto. Alameda across 
the bay from San Francisco, is the 
highest of the metropolitan areas with 
a reported 24 percent saturation for 


| 
| 
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ranges, although only 2 percent for 
water heaters. Los Angeles reports 2 
6 percent saturation, while both the 
Southern California Edison Company 
and the Pacific Gas and Electric aver- 
age 9 percent saturation throughout 
their large territories. 

Electric refrigerators vary from 60 
to 78.2 percent saturation, washers 
from 40 to 85 and ironers from 3 to 10 
percent saturation. Where the figures 
are most accurate the ratio of ironers 
to washers is about one in ten. Satura- 
tion of radios is given as varying from 
75 percent to better than 100 percent, 
vacuum cleaners from 30 percent to 85 
percent. The rest of the figures speak 
for themselves. 


Estimeted Demand 


Figures of estimated demand were 
given somewhat reluctantly by most 
companies. Any dealing in futurities 
must of course be merely an informed 
guess, but the estimates in several cases 
were arrived at after considerable field 
study. The Pacific Gas and Electric 
Company, for instance, which employed 
a commercial survey company to take 
sample polls of their entire territory) 
has figures based upon the statement of 
customers as to their desire to buy the 
specific articles enumerated in the y« 
specified. They qualify their figures 
by stating that they do not believe thie 
supply of equipment will be available 
to meet this demand. The entire tabl 
is based, in fact, upon the premise that 
about this number might be sold provid 
ing the appliances are to be availahl 
for selling. 

Individual figures and totals speak 
for themselves. Because all companies 
did not report under each heading, it 
may be of interest to break down t! 
figures somewhat. The prediction is, 
for instance, that one in every 32 clo 
mestic customers of the companies re- 
porting will want a new electric hange, 
one in every 133 will want an electric 
water heater. According to the figures 
given, one in every 9.6 homes will cle- 
sire to buy an electric refrigerator. Six 
companies report that one in every six 
domestic customers is going to buy a 
washing machine and of these, about 
one third are likely to be of the auto 
matic type. About one in every four 
who buys a washer will buy an ironer 
—at least there will be one bought by 
one out of every 23.6 domestic custo! 
ers. Vacuum cleaners are on the list 
for one out of every 7.3 domestic cus- 
tomers of the six companies reporting 
on this item, while one in five may be 
expected to buy a radio. The homie 
freezer demand is expected to take t! 
form of purchases by one out of ever) 
34.3 homes on the lines. 

Interest in air conditioning in Cali 
fornia is indicated by an expected 
demand for 8,262 installations of the 
compressor type and 20,718 evaporative 
coolers reported by companies totaling 
1,398,699 domestic customers. The 
figures for attic ventilation are not 
available in sufficient quantity to be of 
value. Estimates on the probable sal 


(Continued on page 164) 


1946—ELECTRICAL MERCHANDISING 











Chiathor Natural con vour 


re. 26 3x } AI 
. . ~ et = 

tric aver- . ae’ 
iroughot 





































































SAMSON 


rcent tor 
reports 2 
both the 


fror 6 

washers 
m 3 to 10 
le figures 
f ironers 

Sat ra- 
‘ing f 
) percent 
‘ent to &5 
res speal 


wy ms 


Sad 
Ne 


a i 

fe. 4s +. 

as 5% 7 : 

bsp ae Ah 

‘yen ee Si eee 

~s 5 aN 
ee aE de *: 


ind 
by most 
futuriti: 
informed 
tral cas: 
able field 
Electric 
employed 
y to tak 
territor 
fement ot 
>» buy t 
the ve 
r figures 
lieve the 
availab! 
tire tall 
mise that 
d provid 
availab! 


Kal< 


ar 


=’ 
ac uhise 
xy J 


PROFESSIONAL STANDARDS 


IN A USE-AT-HOME PAD — 


Ts eee 


ils speak 
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ading, it 
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ic hange, ff BECAUSE IT WAS DESIGNED ESPECIALLY to meet the exacting 


a demands of sickroom use, the SAMSON Hospital Type Heating Pad be- 


will de- longs by its very nature in your therapeutic department. 
—_ ies But SAMSON has done more than just incorporate professional stand- 
cg ag ards in a heating pad for the home. For by putting this pad in an eye- 


to buy a & 
e, about & catching box that illustrates its various applications .. . that depicts the 


oy al professional use of heating pads with wet-compress medication . . . that 


n ironer sells as it educates, SAMSON offers your therapeutic department another 
mught by § self-selling “natural”! 


oye é, We are steadily overcoming the unpreventable reconversion holdups 


stic cus- §f that have repeatedly tried your patience and ours. Soon, without sacrifice 
vp . oe of quality, we hope to provide SAMSON appliances in quantities to meet 
1e ho all your demands. 
take thie 

OI evel 


; "ld 
f ol. 

*xpect ] b \_ a) \ 

s of the 


porative 


or SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 


are * t Samson United of Canada, Limited, Toronto 
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WHERE HISTORY WAS MADE 


Boston Tea Party . . o- 
curred in 1773. Disguised as 
Indians, Boston citizens 
threw tea cargoes into the sea 
in protest against King 
George's tyrannical tax. 


BOSTON 


A TALE of TWO CITIES 


a "t 


Be! if 


Sot Tg ws . 


Where Brand Names Are “Made” 


SELL THE *“‘ MARKET OF THE MILLIONS.” 


Whether you re selling soap or cereal, mink or mouse traps, the 
buying preference of the public must be the secret of your 
sales success. Here, in the great Boston market... all con- 
centrated in a 30-mile radius . . . your choice is an easy one as 
far as getting your sales message to the public is concerned. The 
overwhelming leadership of the Record-American and Sunday 
Advertiser automatically guarantees you more messages, 
more influence and more sales impact with the 745,347 
Greater Boston families that spend over a billion dollars yearly 
in retail purchases. The over 500,000 dominant daily circula- 
tion of the Record-American and the over 600,000 circulation 
of the Sunday Advertiser is directed almost entirely to this 
great buying group. So if you're boosting your brand in 
and who isn't!) play along with smartest space 
buyers in the business who, 


Boston 


with the utmost assurance and 
aplomb, check the Record-American and Sunday Advertiser 
as a “‘must’’ on their list. 


— 
| 


| every 2.3 homes. 








| do not expect to merchandise. 
| notable exception is the California 


| ers, broilers, etc. 





BOSTON | RECORD-AMERICAN 


— 
SUNDAY ADUERTISER 


REPRESENTED BY HEARST ADVERTISING SERVICE 


| city has done no 


‘Pacific 


| «CONTINUED FROM PAGE 162 mmm 


| of small appliances are made by four 


companies only, serving 665,835 domes- 
tic customers, who are expected to buy 
287,500 small appliances, or one to 
The San Diego Gas 
and Electric Company has broken dow: 


| the figures for small appliances. Their 


estimates involve the probable sale of 


| the following by dealers in their terri- 
| tory during the coming year: 


EXPECTED SALE OF SMALL 
APPLIANCES - SAN DIEGO 


Mixers antares er 
Roasters .. 4,000 
Coffee Makers . . 15,000 
Toasters . 20,000 


| Irons .... te 20,000 


Waffle Irons ; ; 8,000 
Hot Plates 2,500 
Heaters .. , 8,000 
Heating Pads 4,000 
Sewing Machines 5,000 


Clocks 15,000 


Dealers Serving California 


Reports on the number of dealers 
serving the various areas before the 
war and those now active vary widely 
In most cases the figure for 1945 is 
slightly under that of prewar days, but 
the Southern California Edison Com- 
pany and the Los Angeles Bureau of 
Power and Light report considerable 
increase in the number of stores opened 
and already operating in southern Cali- 
fornia. In Los Angeles the number has 


| gone up from 180 before the war to 300 


now, with the possibility that an addi- 


| tional 150 will open their doors before 
| 1946 is over. 


The number on the lines 
of the Southern California Edison 


| Company has increased threefold from 


400 before the war to about 1,262 now, 
with the prospect of reaching a total 
of 1,562 by the end of the coming year. 
Figures given for present dealers alone 
indicate that there is already one for 
every 605 domestic customers served 
and the number is expected to increase 
at a far greater rate than the population 


| could possibly expand within the next 


year. 


Te Merchandise or Not to Merchandise 


For the most part, California utilt- 
ties, like those of the Pacific Northwest, 
The one 


Electric Power Company, which will 


| carry a complete line of appliances, 


both large and small, including mechan- 


| ical air conditioners and evaporative 
| coolers, auxiliary air heaters, commer- 


cial cooling equipment, reach-in refrig- 
erators, beverage coolers, water cool- 
The Pacific Gas and 
Electric Company will sell electric 
ranges and water heaters in certain 


| territory only and will also merchandise 


air conditioners of the compressor type, 
air heaters and roasters. The Glen- 
dale Public Service department is as 
yet undecided as to its policy. 


Dealer Cooperation Plans 


Alameda City Department — The 


merchandis- 


| ing of its own for some years and 


(Continued on page 166) 
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There's Popular Appeal in 


HOWARD Ritltoe-—Steady Profits Too! 


Every day finds more and more dealers signing for the Howard 
Radio Franchise—for a line that promises steady sales and profit- 
able business. 


And every day, Howard consumer advertising in big mass cir- 
culation magazines keeps on selling the merits of Howard Radios 
to hundreds of "Il-want-a-new-radio" prospects right in your own 
trading area. 


If you want a complete radio line that will make you real money, 
write us for the name of the nearest Howard Distributor. 


CHICAGO 13, ILLINOIS 


HOWARD i.e ire vesinning of vedic 





Mnervicas (dest SIkudto Manufacturer 
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HERE'S ECclce Mower 


ae gaeg 


PLUS 
PURCHASING POWER 


This is a modern industrialized farm. It's a high income farm, too— 
one of the two-and-one-half million farms which are electrified. This 


farm is of particular interest to advertisers of electrical merchandi 
as it is a pre-selected prospect—which means it has been chosen by 


power company to receive ELECTRICITY ON THE FARM Magazine. 
That's because the Electric Company has decided by personal exami- 
nation that it is the type of farm which will increase its consumption 
of electric power. Consequently, it needs, can and will buy more elec- 


trical products for both farm and farm home use. 


The power company wants this farm to get ELECTRICITY ON THE 
FARM Magazine—and sponsors the subscription — because it knows 


that the editorial policy of this publication—and this one alone — 


is 


specifically and wholly directed to showing farmers how electric 


power and equipment helps in better farming and finer home living. 


ELECTRICITY ON THE FARM Magazine is read in 400,000 pre- 
selected farms like this one. For these logical reasons—and others 
which we will be glad to tell you about—ELECTRICITY ON THE FARM 
Magazine is the most potent medium for electrical manufacturers who 


want to reach prime prospects in the powered farm field. 


© ELECTRICITY ON THE FARM mscazine 


24 West 40th Street 
New York 18, New York 


605 Market Street 6 No. Michigan Ave 
San Francisco 5, Calif Chicago 2, Illinois 


THE NATIONAL MAGAZINE CF RURAL ELECTRIFICATION 
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Pacific 


ees CONTINUED FROM PAGE 164 comms 


plans none for the coming year. It has 
a dealer cooperative program, sharin 
in the cost of dealer newspaper adver- 
tising. A $40 range wiring allowance 
is given on ranges sold by dealers 

Anaheim City Department—Does no 
merchandising and has no present plans 
for dealer cooperation. 

California Electric Power Co— 
Competitive but with dealer coopera- 
tion program. The promotional activ- 
ities for the coming year include 
merchandise displays at the National 
Orange Show, county fairs, newspaper 
and radio advertising and special appli- 
ance campaigns. Lighting will have 
one full-time man on industrial, com- 
mercial and domestic promotion, as 
will commercial cooking, air condition- 
ing and air heating. Dealers will be 
given the opportunity of participating 
in all special activities. 

Glendale City Department—Does not 
know yet whether it will merchandise 
or not and hence has made no pro- 
motional plans for direct selling. Plans 
call for cooperation with dealers in ad- 
vertising, direct mail and radio pro- 
grams. 

Los Angeles City Department— 
Does no direct merchandising, but 
is active in the promotional field 
Lighting promotion will be carried 
on by two women home planning 
|advisers who will call on consumers 
planning to remodel or build, furnish- 
|ing suggestions on kitchen planning, 
adequate wiring and residential light- 
|ing. Extensive and aggressive pro- 
| motion of air conditioning, illumination 
| and commercial cooking is planned for 
| 1946. New commercial construction 
| and remodeling of existing buildings is 
| being held up pending release of build- 
| ing materials. The extent of promotion 
will depend upon the availability ot 
electrical equipment. A complete 
| dealer cooperative program will pro- 
| vide activities of all kinds to assist the 
retailer in the promotion and sale of 
electrical appliances, particularly elec- 
|tric ranges and water heaters. This 
|will include individual assistance 
through dealer contact representatives 
|store planning and modernization lay- 
outs, developing and distribution ot 
major appliance prospects, assistance 
in the installation of demonstration 
kitchens in dealer stores, a dealer sales 
training program, general appliance 
advertising by the Department, cooper- 
ative advertising assistance to dealers, 
continuance of major appliance wiring- 
reimbursement policy, merchandise 
displays on Department office display 
floors. The Bureau helps support the 
Southern California Radio and Elec- 
trical Appliance Association. 

Modesto Irrigation . District—Does 
no merchandising. Field men will assist 
dealers in customer contacts and wil 
furnish dealers with leads. 

Pacific Gas and Electric Compan 
—Will merchandise ranges and wate: 
heaters, in special areas only, also 
air conditioners of the compressor 








(Continued on page 168) 
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You'll do a whale of a lot better with 
Delco motors... if you want your 
appliances to have the best in modern, 


smooth-running and dependable drives. 


For years, Delco motors designed for the 
specific application have powered lead- 
ing makes of refrigerators, washers, 
ironers, stokers, oil burners, air condi- 
tioners and other appliances. This 
invaluable background of experience is 
reflected in the compactness, efficiency 
and dependability of the Delco motors 
now available to the appliance industry. 
Delco Products Division, General Motors 
Corporation, Dayton, Ohio. 
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ELIMINATE 


IN SELLING FLUORESCENT 
LAMPS & STARTERS 


WITH THE 





TESTER 


COMPLETELY 
SELF-CONTAINED UNIT 


MAKE SURE THE FLUORESCENT LAMP 
OR STARTER YOU SELL OPERATES 


Moke tests in front of your cus- 
tomer —let him see THEM work! 
sf "3 





* TESTS ALL STANDARD SIZE LAMPS AND STARTERS. In the 
brief space of a minute you or your customers can test: 
14 watt—15" length; 15 watt—18” length; 20 watt—24’ 
length; 30 watt—36" length; 40 watt—48" length. Anyone 
can operate the Compco Tester . . . it does the job quickly 
and accurately. Starter socket on the same instrument board 
enables you or your customers to test FS-2 for 14, 15, 20 
watt lamps, and FS-4 for 30 and 40 watt lamps. 


* IWEAL FOR RESALE. lis time-and-money-saving features, 
besides the elimination of guess-work in fluorescent tube 
and ‘‘No-Blink”’ Starter handling, make the Compco Tester 
a ‘‘must’’ for you, and for resale to contractors, electricians 
and maintenance men. 


SELF CONTAINED UNIT. Complete in itself. ’ 
Size 5'5" x 11". Weighs only 5 Ibs. 


<dy Counter 


Ask your local wholesale distrib... 


COMMERCIAL METAL 
PRODUCTS COMPANY 


2251 W. St. Pavl Ave. Chicago 47, Illinois 





type, air heaters and roasters. Rates 
are promotional with no emphasis on 
direct selling. A continuous advertising 
program is maintained. The company 
takes full advantage of county fairs and 
| other timely events. No traveling shows 
| are planned. A comprehensive dealer 
cooperation program gives systematic 
coverage of all dealers by company 
dealer promotional specialists, equal 
| commissions to field salesmen for dealer 
sales (as for direct sales), and continu- 
ous advertising. The power company 
| helps support the Pacific Coast Electri- 
| cal Association, the Northen California 
Electrical Bureau and other dealer 
cooperative groups. 

Promotional programs for the year 
| include an active educational and proe 
| motional program in residential light- 

ing conducted through home contacts, 
with prospects allocated to dealers. 
| Commercial and industrial lighting will 
be developed through a field survey of 
| all commercial and industrial custom- 
| ers, prospects to be allocated to install- 
ing dealers. Commercial cooking will 
receive cooperative promotion through 
dealers, with company field representa- 
tives in metropolitan areas calling* on 
hotels and restaurants. No direct sale 
of equipment. Air heating will be 
| furthered by an active promotional pro- 
gram, with the direct sale of major and 
auxiliary electric air heaters in the 
whole territory. Compressor type room 
coolers will be sold direct in certain 
areas; all types of air conditioning will 
be promoted for dealer sale throughout 
the entire territory. In the matter of 
new appliances, laundry dryers will be 
| promoted in all areas and sold direct 
| in some parts of the territory. Home 
freezer units will be promoted for sales 
through dealers, with prospects allo- 
cated to them as obtained. Kitchen 
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planning and adequate wiring will he 
actively promoted through a specialized 
home survey program; prospects wil! 
be allocated to dealers. 


Pasadena City Department — X 
merchandising. Appliances sales ang 
other promotional activities will be 
encouraged through general advertis. RI 
ing and the furnishing of information 
to customers. <A dealer cooperative 
program is planned, including ; 
range wiring allowance. 


Riverside City Department — Xo 
merchandising. Has not yet complete; 
dealer cooperation plans, as all dealer: 
are not vet in the field, but will prob- 
ably continue with the plan 
before the war of complete cooperatior 
including publicity, promotion, 
wiring of ranges and water heaters an 
service on major appliances 


San Diego Gas & Electric Compa 
—has withdrawn from all di: 
merchandising. Dealer cooperat 
will take the form of a promotion 
program divided into (1) maj 
appliance sales, (2) minor appliai 
sales, (3) lighting sales, (4) | 
wiring, and (5) home _ economics 
The San Diego company supports the 
dealer cooperative organization w 

is known as the Bureau of Radi 
Electrical Appliances of San Diego 
County. 


Southern California Edison C 
pany—Will do no direct merchan- 
dising. Sales promotion is __ plar- 
ned in all fields for the dealer's 
benefit. The dealer cooperative pro- 
gram will involve dealer contact 
sales programs, adequate wiring 
direct mail, newspaper and _ billb 
advertising, and a staff of home e 
mists 

















Permanent concrete was used for the magnificent California Building in Balboa Park 
in San Diego, Cal. 
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a AUTOMATIC 


yan Wie 


son C 
merchan- CLO j rmeES Or 4 Fe ELECTING MOOELS 


220 to 240 Volts AC, for drying as fast as you wash. 


c 


73 


GAS MODEL 


For natural, mixed 


sal 110 to 120 Volts AC, for drying as fast as you iron. or bottled gas. 
‘ative pro- @ Shown above are just two items from a survey on the survey brought out an important fact already 
iring service costs of 892 Hamilton Automatic Clothes well known to every Hamilton dealer... 

tag Dryer installations in Washington, D. C., and vicinity. The Hamilton Dryer is practically trouble-free; costly, 
In many instances, the survey recorded no cost figures time-wasting service calls are few and far between! 

on Washington installations . .. because, over a period That’s why wide-awake appliance dealers every- 

of two to three years, these users had no service costs! where are asking for the complete story on Hamilton 

Conducted by the Washington, D. C. distributors, Dryers. They know that low service costs mean more 


profits...more satisfied customers. 


And they know there’s an unprece- 


~. m hate me 
. 4 ——————-~ . > 
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dented demand for the new Hamilton 


Se ee. ag 3 eae ieee = Dryer. Homemakers want this conven- 
eS ae “822; ient, economical time and labor saver. 


‘ {= 
Pe 
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Damp-dries an average washer load of 





clothes in 15 to 25 minutes .. . eliminates 
“bad weather washdays” forever. 

Interested distributors and dealers 
will find it pays to get full details on 
the Hamilton Dryer. Write today! 








TWO RIVERS - WISCONSIN 
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IDISING 


8 OUT OF 10 
NEW HOME OWNERS SAY... 


“We Want 
Economical 


Automatic Heat” 


Vaporizing Oil Burner Space Heaters, Floor Fur- 





naces, Furnaces, and Water Heaters Equipped 
with “A-P’”” CONSTANT LEVEL OIL CONTROLS 
Deliver This Great Market Right to Your Doorstep 


The immediate future is bright for vastly increased 
installations of Vaporizing Oil Burner Appliances in the 


millions of attractive new small homes that will shortly 
be under construction. 


The majority of these prospective owners plan to enjoy 
the comfort of automatic heat and the luxury of automatic 


hot water — economically and dependably assured by 
“A-P” Constant Level Oil Controls. 


Prepare to promote profitable Vaporizing Oil Burner 
Appliances sales the “A-P” way — aided by the great ad- 
vantage of assured leadership with “A-P” Constant Level 
Oil Controls. Complete Bulletins upon request. 


Illustrated is the "'A-P’’ Model 240 WY P 
Constant Level Oj! Control for water 
heaters—equipped with “Magic Pilot.” 
The "Magic Pilot" also is available on 
other mode! controls for vaporizing burner 
floor furnaces and furnaces, where a low 
pilot flame must be maintained indefi- 
nitely. 


AUTOMATIC PRODUCS 
COMPANY 


2400 N. 32nd ST., MILWAUKEE 10, WIS. 


f 


DEPENDABLE 


OIL CONTROLS 


— 


- EE 


| ee CONTROLS ARE DESIGNED TO ELIMINATE SERVICING. 
vars eae tinh al 





} ton 
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Pacific Northwest 


HE Pacific Northwest, with 
California, maintains consider- 
able war activity. Harbors are 
busy with Pacific shipping, shipyards 
keep open with repair work and re- 
turned service men throng streets and 
hotels. Shortages of building materials 
and foodstuffs are felt, as is also the 
absence of transportation facilities for 
civilian travelers. The immense blocks 
of power which were used for war pro- 
duction, are to some extent already 
beginning to be thrown back on the 
market and local power companies are 
casting about for new uses to take up 
the surplus which is soon to be ex- 
pected, For this reason, interest is be- 
ing shown in commercial cooking, in- 
dustrial heating installations, and 
househeating as a feasible domestic 
service, 


Saturation 


The states of Oregon and Washing- 
already represent perhaps the 
largest area of consistent high use of 
electricity of any region in the nation. 
Here it was that the electric range was 
pioneered and here it is most uni- 
versally accepted. Nowhere in the en- 
tire region the saturation for 
electric ranges fall below 30 percent 
and the average is nearer a figure of 
45 percent, with the city of Seattle 
reporting a 66 percent range satura- 
tion. Average annual consumption 
per domestic customer is well above 
the 2,000 kw.-hrs. mark for practically 
the entire area and is fast approaching 
3,000 kw.-hrs. as an average. 

The domestic customers reported by 
ten northwestern companies total 803,- 
638, up rather better than 2 percent 
over last year, except for one territory 
where an area was lost to P.U.D. elec- 
tions. Average annual kilowatt-hour 
consumption has advanced in every in- 


does 


stance. Top figures for the area are 
the City of Tacoma, reporting 4,000 
kw.-hrs., and the City of Eugene, with 
a kw.-hr. consumption of 3,500 and 
Seattle, with an average per home of 
3,556 kw.-hrs. The Washington Water 
Power Company serving eastern Wash- 
ington also reports 3,184 kw.-hrs. used 
annually per domestic customer. The 
only area falling below the 2,00 
kw.-hrs., record is the relatively smal] 
district in the vicinity of Baker served 
by the Eastern Oregon Light & Power 
Company, which reports 1,644 kw.-lirs,, 
well above the national average. 


Ranges and Water Heaters 


Parallelling the figures of domestic 
consumption are of course the satura- 
tion figures for electric ranges and 
water heaters. Not only is the range 
figure high, but electric water heaters 
are installed in more than half the 
homes where electric ranges are in use. 
Due to its emphasis on the “all-elec- 
tric’ home, and the preferential rate 
given where both cooking and water 
heating are done electrically, the City 
of Seattle is able to report a 45 
percent saturation of electric water 
heaters to match its high figure of 66 
percent for electric ranges. The Wash- 
ington Water Power matches its 38 
percent range saturation with a 33 per- 
cent water heater record. 

Refrigerator saturation varies from 
63 percent to 80 percent, with the av- 
erage in the neighborhood of 70 per- 
cent. Washing machines are owned by 
from 65 to 85 percent of the homes, 
radios never fall below 85 percent and 
in several instances are better than 
one to a home. Ironers as compared 
with washing machines are reported 
in the ratio of one to three, one to five, 
one to eight, down to one to thirteen. 

(Continued on page 172) 
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“YOUR SALESMAN WAS VERY CONVINCING!" 
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MIDWEST 


The Gnswer to... 
WHAT FARMERS WILL BUY 


1946 


Knowing the need for reliable and accurate sales information—and being in a 


a Oo perfect position to get it—the MIDWEST FARM PAPER UNIT has conducted 
> a complete survey in each of the Midwest 8 States—Illinois, Indiana, Iowa, 
Lp E Minnesota, Nebraska, North Dakota, South Dakota and Wisconsin. 
Z; Y j= 1,860 farmers have indicated their buying interest in 148 types of commodities 
Vi ZZ mn from new homes and appliances to automotive equipment and farm implements 


by answering this request: 

‘‘Please place a check mark like X after 
each of the following subjects that you 
are planning to act upon within a year 
or so after supplies become available.” 






















The surveys are highly current (they were 
completed on September 25th of this year) 
and they have been arranged individually in a 
handy pamphlet form for analysis 
of sales potentials in each territory. 
Any or all of these pamphlets are 
yours for the asking. 


«, 
@,, “fe Wt 





SOUTH DAKOTA 











onsin Agriculturist & Farmer Prairie Farmer 


PER UNIT 


FRANCISCO 4, Russ Bidg. LOS ANGELES 14, 523 W. 6th Se. 


Nebraska Farmer Wallaces’ Farmer & lowa Homestead. 





NEW YORK 17, 250 Park Ave. CHICAGO 2, 6N. Michigan Ave. DETROIT 2, 542 New Center Bidg. US 
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ELECTRIC WASHER 
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Made in Newton, lowa Since 1908 by 
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Everybody Knows the ‘‘AUTOMATIC’’! 
—Only WASHER with the DUO-DISC Feature 
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Pacific Northwest 





The average is about one ironer to 
6.5 washers, Vacuum cleaner 
saturation is variously reported as 
from 50 to 80 percent in different terri- 


tories. 


Estimated Demand (Pacific Northwest) 


Figures as to probable demand for 
appliances purchases during 1946 are 
given by nine of the utilities. Some of 
these estimates are based upon house to 
house surveys which give a fair sam- 
ple picture of “desire to purchase” of 
the housewives of the area—others are 
frankly “guesses” on the part of those 
best informed. 

The estimates show that nine com- 
panies serving a total of 713,695 cus- 
tomers expect 43,030 ranges to be sold 
16.5 
Almost as many water heaters 
—33,087 to be exact—are predicted 
among the total sales for the year. 
This is one for every 21 homes in the 
territory. Only the automatic tank type 
of water heater is included in most of 
these estimates. 


available), 
homes 


(if or one to every 


Seven serving 513,270 
customers estimate that 41,387 refrig- 
erators will be sold, or one to every 
12.4 homes. One home in every 14.1 is 
expected to buy a washing machnie by 
utilities reporting and of these 
about one in four is expected to be of 
the automatic type. Those companies 
reporting ironer sales expect one 
ironer to be sold for about every four 
washers. One vacuum cleaner sold to 
every 14.1 domestic customers is the 
prediction of four companies. One in 
seven homes is expected to buy a radio. 
About 4,000 home freezers are on the 
list of four companies, while the others 
give no estimates, or include them with 
refrigerators. Some air conditioning 
is expected to be sold in the territory 
of the Pacific Power and Light Com- 
pany and two Oregon Companies re- 
port a slight demand for evaporative 
coolers, but most of the companies 
make no estimates of sales in this field. 


companies 


CONTINUED FROM PAGE 170 





The only company reporting on smal! 
appliance sales gives a figure of about 
one to every 1.5 homes as the probable 
expectancy. 


Dealers Serving Pacific Northwest 


Some 1,647 dealers served the terri- 
tory covered by eight of the reporting 
utilities in the period just before the 
war. Seven of these companies, whose 
prewar figure was 1,033 dealers, re- 
port 805 serving their territory at the 
present time, or 80 percent survivors 
These average one dealer to every 330 
homes. It is expected that the number 
of dealers will have nearly doubled by 
the end of next year. 


Utility Merchandising Plans 


The only utilities in the Pacific 
Northwest which do any merchandis- 
ing are the cities of Seattle and Ta- 
coma, both of which handle ranges and 
water heaters and the Puget Sound 
Power and Light Company, which sells 
ranges and water heaters only in the 
territory where it is competitive with 
the City Light department. The Pa- 
cific Power Light Compary sells smal! 
appliances and lamps only. All others 
leave all selling of electrical appliances 
to dealers. This policy is new in sev- 
eral instances and is put forward tenta- 
tively by one or two companies which 
hitherto have handled some merchan- 
dise to supplement dealer sales, but 
now feel that in the coming period 
shortages of appliances, they should 
not compete with dealers. Policy later 
on will be determined by circumstances 
as they appear at the time. 

The California Oregon Power Co— 
This company will do no direct mer- 
chandising. A dealer cooperative pro- 
gram is being planned, but details are 
not yet complete. 

Eastern Oregon Light & Power Co 
—Will do no direct merchandising. Its 
dealer cooperative program will 
involve advertising and promotional 


(Continued on page 174) 
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YOU'LL UNDERSTAND THE TREMENDOUS INTEREST IN 


Keg ia Pnrtliid NEN YOU VISIT CHICAGO! 


Regina products have been planned from the 
blueprint stage to make household work easier, 
more efficient. That’s why thousands of dealers 
have placed orders on these labor-saving appli- 
ances. Each of these products incorporates en- 
tirely new principles in construction . . . un- 
usual features the housewife is looking for and 


will demand when she comes to your store to buy. 


On Exhibit in Chicago 
ROOM 782, PALMER HOUSE 
the week of December 30 


ROOM 1464, MERCHANDISE MART 
the weeks following 
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tHe REGINA corporation - RAHWAY, NEW JERSEY tcp 


Fine Products for the Home since 1892 aut 














































































































i fast-selling Regent 
TS San Broiler pa pours 
‘ts old place among quality Te 
ances shortly Se aoa er 4 - 
. ‘reliable Rege \, 
ime toed BROILKING at eng = 
_those prevailing on October ac , 
Here’s what you’ ll get in the improve 
BROILKING: 
* Drawn steel shell—triple plated. ma 
+ Cord and plug set of cold mold— 
' heat resistance. 
+ Improved refractory materials. 
+ Detachable hinge cover. 
* Bakelite heat-resistant accessories. 


All at the popular, pre-war Pr feo! 























































































































*Complete with cord set 





























1946 BROILKING 
ADVERTISING AND PROMOTION 


will make sales hum for every 


EDAD LADE 


INTERNATIONAL APPLIANCE CORP. 


1033 Metropolitan Avenue 
Brooklyn 6, New York 














jobber and dealer. Plan now for 








extra Broilking profits! 
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assistance in all departments, training 
classes for salesmen and dealer meet- 
ings. 

Eugene City Department—No mer- 
chandising. Will possibly develop a 
program of cooperative advertising to 
aid dealer sales. 

Northwestern Electric Co.—Does no 
merchandising. Maintains an active 
dealer cooperation program, including 
a staff of salesmen who create pros- 
pects which are turned over to dealers. 
A dealer cooperative organization is 
now being organized which will re- 
ceive support from the utility. Pro- 
motional plans for the year call 
for personal follow-up on commer- 
cial and industrial lighting, with mass 
promotion in the residential light- 
ing field. Commercial cooking and air 
heating will have a personal follow-up 
backed up by direct mail, radio, win- 
dow display advertising and promo- 
tion. Air conditioning and evaporative 
cooling will be promoted, but there will 
be no active follow-up. New appli- 
ances will receive sales promotion, di- 
recting sales through dealers. 

Mountain States Power Co.—Does 
no merchandising and maintains no 
sales, customer contact or utilization 
department. The utility plans promo- 
tional activities with dealers during 
1946, but plans are not as yet complete. 

Portland General Electric Co. — 
Does no merchandising. Its dealer 
cooperation program is the same as 
prewar. The utility will have a 
dealer promotion or dealer develop- 
ment division as part of the general 
sales department. In regard to the 1946 
sales program, A. C. McMicken, gen- 
eral sales manager, writes: “But few 
of our sales department employees in 
the armed services have so far re- 
turned. We hope to set up in the sales 
department a commercial-industrial 
power division, a commercial-indus- 
trial lighting division, a dealer promo- 
tion and residential division to build 
load under these classifications, much 
as we had in effect pre-war. We are 
planning ahead for adequate wiring 
educational campaigns and to encour 
age all-electric homes—that is, homes 
adequately wired and lighted, with 
completely planned electric kitchens 
and laundries. We believe our big job 
in the commercial field will be to en- 
courage fluorescent lighting installa- 
tions, which will not reduce the wat- 
tage of present incandescent lighting 
installations. We believe that di-elec- 
tric and induction heating offers many 
possibilities for new loads in our area 
and we intend to survey our industrial 
customers and encourage such installa- 
tions where they are practical and 
profitable. We do not believe that, at 
least during 1946, a great deal of ef- 
fort toward the promotion and sales 
through dealers of ranges, refriger- 
ators and water heaters will be neces- 
sary, because we do not feel that these 
products will be manufactured in suf- 
ficient volume during 1946 to satisfy 
dealers’ requirements.” 
(Continued on page 176) 
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Right on your door, every visitor will see this smart, modern decal — 
and know your shop is operated by Bonded Electronic Technicians. 
Here, where your profits start, your doorway becomes a sales-aid. 


And this is only the beginning. Wall banners, displays, job record 
cards—the Raytheon Bonded Electronic Technician will have plenty 
of these to help build a substantial, money-making radio service 
business. See your Raytheon distributor today. Find out how you can 
qualify to become a Bonded Electronic Technician. Join the practical, 
responsible business men known to their communities as Bonded 
Electronic Technicians. 


Another reason why it pays to qualify as a Raytheon 


AYTH F 0 Bonded Electronic Technician. 


Excellence tn Electronics 


RADIO RECEIVING TUBE DIVISION 
NEWTON, MASS. * NEW YORK * CHICAGO 









MANUFACTURING COMPANY 


ELECTRICAL MERCHANDISING—JANUARY 1, 1946 








APPLIANCE MANUFACTURING CO. + ALLIANCE, OHIO 
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When today’s mad scramble of buying ceases, manu- 
facturing costs and product performance will suddenly 
enter the picture again. But Duchess Dealers will be 
ready, because — 


1 — MASS PRODUCTION CUTS COSTS 

Duchess Washers are manufactured by the 
APPLIANCE MANUFACTURING CO., one of the 
larger volume washer manufacturers. Every two 
minutes — day and night —a crated Duchess Washer 
can be delivered from this highly efficient plant. 


2 — SPECIALIZATION REDUCES COSTS AND IMPROVES PRODUCT 
The efficient Duchess factory specializes in washers. 
It was planned, engineered and equipped solely for 
mass production of quality washers. Every machine, 
every workman, has but one function — to build the 
best washer money can buy, at the /owest possible cost. 


3— LOCATION MAKES FURTHER SAVINGS 

The Duchess plant is strategically located close to raw 
materials. No wasteful long-distance shipping charges 
enter Duchess manufacturing costs. 


These are definite, understandable reasons why Duchess 
Washers are in top position to maintain your sales and 
profits. Your Duchess Franchise will be even more 
valuable when normal buying returns. 


SEE THE DUCHESS DISPLAY 


at the American Furniture Mart 
Chicago, Ill. Spaces 1796-1797 
Jan. 7th to 19th incl. 
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Pacific Power & Light Co— 
Will merchandise small appliances 
and lighting for the convenience of cus- 
tomers, but will place no emphasis 
upon direct appliance selling. A dealer 
cooperative program has been outlined 
which includes dealer coordinators, 
home service advisors, advertising. 
sales training and other promotional 
aids. Detailed plans for 1946 are as yet 
incomplete. 

Puget Sound Power & Light Co— 
This company sells ranges and water 
heaters in Seattle only where it must 
meet the competition of the Seattle 
City Light. Otherwise merchandising 
of appliances is left completely to the 
dealers. Dealers will be assisted in 
sales training, through special cam- 
paigns and the furnishing of general 
information relative to rates, services 
and cost of operation of electric equip- 
ment. The utility does no special pro- 
motion of its own merchandising. De- 


| tailed plans for 1946 are now in the 


process of preparation. Henry R. 


Kruse, general sales manager, says of 


| the general local situation: “Dealers 
| in our territory are looking forward 


to a large volume of domestic appli- 
ance business in 1946, provided equip- 
is available. We believe, how- 
ever, that this optimistic view is justi- 
fied only if sound sales practices and 
Sooner or later 
we must face the fact that business 
comes to those who go after it. 
Any thought that the — electrical 
merchandising business can continue to 
prosper without sound and aggressive 
sales promotion and a direct selling 


program, will ultimately result in a 


material retardation 
pliance business. Every retailer and 
distributor of electrical equipment 
should constantly be reminded of the 
fact that there are millions of young 
people who are about to buy their first 
electrical equipment. The ultimate 
competition for the purchaser’s dollar 
may result in these sales being only a 
small fraction of what they should be 


of electrical ap- 





in order to assure proper customer ac- 
ceptance in the future.” 

Seattle City Light—The City oj 
Seattle Department of Lighting 
will continue to sell ranges, water 
heaters and commercial cooking equip- 
ment direct. Its efforts during 1946 
will be directed to the promotion oj 
the greater use of automatic electric 
hot water heating in the home and 
business. The city’s “All-Electric” 
residence rate, which requires the ex- 
clusive use of an electric range and 
automatic tank water heater to qualify 
for the rate, is the foundation of the 
promotional program. The city will 
also continue to be active in the pro- 
motion of adequate wiring and com- 
mercial cooking and water heating 
Advertising will stress the electrical 
dealer as the source from which to buy 
electrical appliances. Any promotional 
subsidy established on electric wiring 
and plumbing installations will be ex- 
tended to dealer sales as in the past 
The City Light’s sales efforts, home 
service and auditorium facilities will 
be coordinated to help the dealer in 
every way possible. A dealer salesmen 
training program will be carried on 
through the facilities of the home serv- 
ice department. 

Tacoma City Light—Sells ranges 
and water heaters, carrying on 
a continuous promotion through ad- 
vertising and displays. Cooperates 
with dealers as an active member of 
the Tacoma Appliance Dealers Asso- 
ciation. In addition to range and water 
heater sales, the department will push 
commercial cooking and lighting sales 
during 1946, 

The Washington Water Power Com- 
pany—Will do no direct merchandis- 
ing. A dealer cooperative program 
will include help through promotional 
advertising, general sales training, 
personal contacts on an organized 
basis, dealer meetings and other assist- 
ance. The utility supports the Inland 
Empire Electrical Equipment Associa- 
tion as a dealer cooperative group. 
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No. E-514, Table Model, AC or DC 


Portrait of one of the new Temple 
Radios* that will soon be making 
new sales records. 


*The complete Temple line will range from handsome 


table sets to magnificent radio-phonograph consoles. 


TEMPLETONE RADIO MFG. CORP. 


NEW LONDON, CONN. 
Executive Offices — 220 East 42nd Street, New York, N. Y. 


“WHERE FM ALSO MEANS FINEST MADE’ 
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IMITATIONS are very flattering 
but there’s only one ORIGINAL! 
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&Slectvesteem 


PORTABLE STEAM RADIATOR 


uO 


A MASTERPIECE OF PRODUCTION 


ann a 660t-Seller roo: 


The enviable reputation of Electresteem 
is based on years of trouble-free performance. 
Thousands upon thousands of folks 
enjoy “steam heat from a wall plug” 
. without any service worries. You 
can sell Electresteem — the original 
portable steam radiator — with con- 
fidence. There’s nothing “just like it!” 


Electresteem is Nationally Advertised! — 





LOOK US UP AT THE SHOWS 
Housewares American 
Manufacturer's Furniture 
Exhibit Mart 
Dec. 20 - Jan. 4. Jan.7-19 

Chicago Chicago 
| Soares 31 and 32 BOOTH 67 


GET ON THE PROFIT BEAM with Slectresteem 


ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 











Another Slectresteem Best Seller 


WARMS boby’s bottles 
BOILS egg or potato 
HEATS baby’s food 


VAPORIZES for colds 


ao Easy to use; shuts off 
“automatically when water 
evaporates 

; ““Longlife’’ heating ele- 
ment. Sanitory, can be 

f weshed with the dishes 


Exclusive 
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British Columbia 


»*2 


HE British Columbia Electric 

Railway Co., Ltd., gives a figure 
of 112,000 domestic and rural custom- 
ers combined for its mainland division 
during the year ending December, 1945, 
as against 106,700 for the year previ- 
ous, an increase of about 5 percent. 
The average annual consumption per 
residence customer was 1,100 kw.-hr. 
for 1945; 1,089 kw.-hr. for 1944. 

The Victoria division of the company 
gives a combined total of rural and 
domestic customers of 25,000 as of Dec. 
31, 1945, an increase of not quite 3 
percent over the 1944 total of 24,300. 
The average annual kw.-hr. consump- 
tion per residential customer was 1,200 
in 1945; 1,062 in 1944. 


Saturation 


Saturation figures for electric ranges 
were given as 14 percent on the main- 
land, 12 percent in the Victoria di- 
vision, while electric water heaters are 
owned by about 3 percent in the Van- 
couver division and by about 4 percent 
in Victoria. Other appliance satura- 
tions for the mainland division are 
given as follows: refrigerators, 18 per- 
cent; washers, 60 percent; ironers, 2.7 
per cent; vacuum cleaners, 65 per cent; 
and radio sets, 85 per cent. 

The number of dealers serving this 
territory was 125 for the Vancouver 
division, and 16 for Victoria before the 
war. This has now increased, with 200 
dealers reported from the mainland, 41 
from Victoria, or about one dealer to 
every 568 customers. It is expected 
that by the end of 1946 there will be 250 
dealers in the Vancouver division and 
46 in the Victoria area, an increase of 
22 percent. 


Estimated Sales 


Predicted sales of electrical appli- 
ances in this area total: 1,800 electric 
ranges for Vancouver, 500 for Vic- 


> ’ 
toria; 1,000 water heaters on the main. 
land, 300 in Victoria; refrigerators— 
5,000 and 750 respectively ; home freez. 
ers, 100 and 20; conventional type 
washers—4,000 and 1,000; automatic 
washers—1,000 and 50; ironers, 35) 
and 1,001, vacuum cleaners—1,200 ang 
2,000; and radio sets—20,000 and 
1,000. No estimate is given for 
small appliance sales. Air conditioning 
and vaporative coolers are not in de- 
mand in this northern climate. 
The company will continue to ¢ 
some merchandising—ranges, water 
heaters, refrigerators being the main 
appliances carried. The Victoria di- 
vision reports that home freezers will 
be included among the items they sell 
direct. Special promotions will be put 
on in the lighting field, according to the 
Vancouver report, where lighting ac- 
tivities will be confined to a very com- 
plete advisory service for both domes- 
tic and commercial establishments, and 
calls by a staff of six to handle this 
service. The company will also have 
one or more special representatives in 
the commercial cooking field in the 
Light and Power Division to advise re- 
garding the use of commercial cooking 
and baking equipment, but the utility 
will not make any direct sales. New 
appliances will be carried where con- 
sumer acceptance must be built up. 


Dealer Cooperation 


In regard to dealer cooperation, the 
Victoria division reports: “Close coop- 
eration with dealers in repect to all 
company activities. Monthly reports 
from dealers giving total sales on which 
an advertising allowance is paid in 
ratio to sales. When _ conditions 
permit, trade-in allowance and 
destruction of all obsolete electric 
ranges. Survey of future demands for 
appliances.” The Victoria branch car- 

(Continued on page 180) 
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ld in the vania Electric fluorescent fixtures are two new 

advise re residential units—stressing quality and simplicity 

I cooking — with real sales appeal. 

he utilit 

es. New These fixtures have been designed to fill the 

here con- demand of millions of home owners, builders and Model R-220 
it up. 


decorators who plan to install fluorescent lighting. 
According to a recent, impartial survey made for 


~—os Sylvania by one of the country’s largest market 


ose coor research organizations, installations are planned 

‘ct to all by 11,931,000 families. A great many more resi- 

y reports dential sales are expected, now that these attractive 

yrs fixtures have been designed especially for the home. 

onditions Here is an opportunity for electrical retailers 

ce and to enter a vast new market for fluorescent lamps 
electric 


and fixtures. They will find the new Sylvania Elec- 


nands for ; : : , ate 
tric residential fixtures’ adaptability to almost 


anch car- re , ; 
)) every home application a major selling point. 
Like Sylvania commercial and industrial fixtures, 





these new units are destined to become leaders in 

their field. Write to Sylvania, or see your local Fluorescent Light Distinguishes the Modern Home 
— Sylvania distributor, for full information on the 
5 complete line of Sylvania fluorescent fixtures. 





FACTS FROM THE RESIDENTIAL 
LIGHTING SURVEY 


Of those who have fluorescent lighting: 
30.4% plan kitchen installations 
24.6% will install in the bathroom 
15.2% will install in the living room 
8.0% in the bedroom 
Among those who have no fluorescent lighting: 
64.4% plan kitchen installations 
14.2% living room 
9.1% bathroom 


1.9% bedroom 


SYLVANIAW ELECTRIC 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; ELECTRIC LIGHT BULBS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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CHROMEL made the electric heating appliance business 
possible. It's the nickel-chromium heating element in many of 
the units you sell. First made by Hoskins about 40 years 
ago and since used in millions of heating appliances. We 


think of Chromel as a pretty nearly perfect alloy, but 





were not resting on our laurels . . . we even expect to 


improve Chromel. 


e HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN: 
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ries out its own dealer cooperatiy; 
organization. 

The mainland division reports a very 
broad dealer promotion program along 
similar lines, including advertising a]. 
lowances on dealer sales, dealer sales 
reports, trade-in plans on ranges, sales 
training plans, window display service 
promotional plans for the development 
of the appliance market, with a specia 
promotional set-up for automatic wat 
heater sales, as well as complete adyis 
ory services in all special fields. 0 
the mainland, support is given to thy 
Canadian Association of Radio an 
Appliance Dealers and to the Reta 
Merchants Association of Canada, 
well as to local dealer cooperat 
groups. 


Hawaii 


HE Hawaiian Electric Co. sery 

47,000 residential customers, as 
Dec. 31, 1945, an increase of about 1.6 
percent over the 1944 figure of 46,213 
The average annual kilowatt-hour 
sumption per residence customer had 
risen to 1,800 kw.-hr. in 1945, 
against 1,647 in 1944. 

Saturation figures for this area 
given as: Ranges, 23 per cent, water 
heaters, 13 per cent; refrigerators, 82 
per cent; washers, 50 per cent ; ironet 
2 per cent; and vacuum cleaners, 2! 
percent. No figures are given 
radios, 

It is expected that customers in this 
territory will buy about 5,000 electric 
ranges during 1946, or one to every 9.4 
homes, about 4,000 electric water heat- 
ers, 10,000 refrigerators, 1,000 home 
freezers, 5,000 conventional-type wash- 
ers, and 5,000 automatic washers, 1,50 
ironers, 2,500 vacuum cleaners and 20.- 
000 radio sets, providing this equipment 
is available. No figure is given for 
small appliances, nor for possible air 
conditioning installations. 


Company Will Merchandise 


The company plans to continue ac- 
tively in the merchandisjng field, han- 
dling ranges, water heaters refriger- 
ators, home freezers, washers of both 
types, ironers, vacuum cleaners, small 
appliances and radio sets. To these 
they will add commercial refrigeration, 
packaged air conditioning and floor and 
table lamps. At present there is 1 
cooperative organization of dealers, }ut 
one may be formed during the coming 
year. 

The prewar home services depart- 
ment of six girls will be increased under 
postwar conditions to eight. They do 
not sell appliances or lamps. In the 
prewar period, three of them carried on 
lighting promotion work, but it is not 
certain how this will be handled in the 
future. Detailed promotional plans for 
the coming year are not yet complete 
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GOOD NEWS! 


for Manufacturers Caught in This Squeeze 


In the face of higher wage rates... reconversion costs...strike-created 
shortages... higher material prices GILBERT brings welcome relief! 


Prices of GILBERT Plugs—previously 
é among the lowest in the industry — 
- have recently been cut still further! 


Of course, GILBERT has a mountain of unfilled 
orders—but GILBERT’s making deliveries, and 


in terrific volume! Now is the time to investigate 
the advantages of “The Plug You Can Tug!”—the 


DILBERT 


The Pag yous 


Production of GILBERT Plugs—un- 
hampered by reconversion problems 
—is at a peak, and still climbing! 


plug that’s assembled to cord by machine—the 
plug at the profit-making price! : 

Gilbert Manufacturing Co., Inc., 24-20 46th St., 
Long Island City 3, N. Y. 





Cord is securely 
locked into cap 
by prongs— 
that’s why it’s 
“The Plug You 
Can Tug!” The 
GILBERT Plug 
is approved by 
Underwriters’ 
Laboratories for 
use at 15 amps., 
115 volts, and 10 
amps., 250 volts, 
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Preview of the 
TOP-LINE 


roduction 


Beautiful new ap- 
pliances in store for 
Top-Line dealers 
during the first 
quarter of 1946. 
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this field. In 1931 there were 1,700,000 
stores in the United States. At the end 
of the war there were approximately 
1,300,000. Soon we shall have several 
hundred thousand more than in 1931. 
The new stores will open with modern 
merchandising equipment. Those which 
have weathered the war will modernize 
to meet competition. 

In a very few months store lighting 
is going to be just about the hottest 
market the electrical industry has ever 
seen. The question is: What’s the 
dealer going to do about it? Parker 
“This field is an especially soft 
touch this year—a field in which the 
dealer can make some real money if 
he'll get off his office seat and hustle. 
He can do a real job and it’s worth 
his while, on a unit price basis, to put 
some sales effort info it. Otherwise, 
the peddler will be up and down the 
street.” 


Says: 


Survey Results 


The following facts are briefed from 
surveys conducted by Arthur F. 
Loewe: Extensive checks were made 
in 40 states. The merchants inter- 
viewed were owners of average small 
using fluorescent. Searching 
questions then were asked of the man- 
ager of a store of like character in the 
neighborhood which had not changed 
to fluorescent. The same questions 
were asked of two neighboring stores 
not using fluorescent lighting, regard- 
less of their type. Detailed surveys 


stores 


| were made of approximately 2800 re- 
| tail stores. 


Mail reports were received from an- 
other 3000 stores. Highlights of these 
surveys are as follows: Eight out of 


ten merchants will improve both show 





window and interior lighting, with 90 
percent of these making improvements 
intending to do so with fluorescent or 
a combination of fluorescent/incandes- 
cent. 

Among those not now using fluores- 
cent, 66 percent intend to purchase it 
when available and, of these 14.5 per- 
cent have decided on shielded lamps and 
28.4 percent on exposed lamps. Of 
those using fluorescent, 95.3 percent 
recommend this lighting to other mer- 
chants. The retailer receives 29 per- 
cent of the renewal lamp business. 

The average number of lamps was 


| 44.9 and, although 97.9 bought more 
| foot candles than they previously had, 


81.2 percent were undersold, so that 
nearly half of them could have been 
sold 50 percent more lighting while 
about a quarter of them could have 
been sold twice as much. When re- 
placing filament fixtures, 46.2 percent 
bought on a “fixture for fixture” basis, 


| 38.3 installed more and 15.5 installed 
| less. After installation, meter readings 





decreased in 62.9 percent of stores, de- 
spite the fact that 55.1 percent of the 
merchants burned the fluorescent lamps 


longer than the previous filament 
lamps. 

The trend today is towards com- 
bining fluorescent general lighting, 
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fluorescent show lighting on merchan. 
dise, and incandescent high lighting of 
display models, through spotlights o; 
flood lamps. 

Somewhat similar surveys of office; 
produced equally interesting results 
from a dealer potential sales standpoint, 

In maintenance, in both these sectors 
of the commercial market, there is q 
real opportunity for the alert dealer. 

“And in order to sell others the 
same bill of goods, there’s no place like 
the dealer’s own store in which to 
demonstrate the performance of ade. 
quate lighting,” as W. H. Robinson, 
Jr., so aptly observed. Continuing, he 
said: 

“A demonstration model in the deal- 
er’s store should not fall short of the 
mark by stopping at general lighting 
for the sales floor. Rather, it should 
start with flexible lighting in the win- 
dow, which does a quick selling job, 
and then inside the store should be 
attractive lighting which directs atten- 
tion to merchandise, facilitates ap- 
praisal of it and throughout the store 
generally creates a pleasing atmosphere 
for customers. Highlighting of dis- 
plays is particularly important. Nor 
should the dealer neglect to install 
adequate lighting in such places as his 
offices, stockrooms, repair shops, wash- 
room, basement, halls and _ stairway. 
His own store thus becomes a hard- 
hitting demonstration model on which 
he can profit greatly when actively 
soliciting lighting business in the com- 
mercial market. Obviously, such a 
model demonstration also will prove 
equally valuable to the dealer making 
sales in the residential field.” 












READY FOR THE TAKE OFF are these 
white and shiny washers leaving the as- 
sembly line of the Conlon Corp., Chi- 
cago, which has reconverted to peace- 


time production. |. N. Merritt, vice- 
president and general manager of the 
firm, announced that Conlon dealers in 
certain counties of Illinois and Indiana 
would be given the facilities of the Chi- 
cago plant's factory service. Full instruc- 
tion at the factory for dealers’ appliance 
men was also scheduled. 
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“Congratulations on your new models’’ . . . ‘‘First G-E sets beyond all 
expectations”... ‘‘New G-E radios even better than you promised”’ 
..» “‘Your new line is the line for me’’ .. . ‘‘Outstanding performance 
—everything a customer could ask for.’’ Scores of these messages 
are arriving every day —from everywhere! 


PERFORMANCE IS THE ANSWER! 


y= the big thing that’s bringing these messages in is General 
Electric’s new high in radio performance ...a direct outcome 
of the vast additional electronic “know how” gained in the wartime 
manufacture of more radio and radar than any other home radio 
manufacturer. Performance is feature #1 in every G-E radio! 

Soon many outstanding models will be added containing new and 
exclusive features that will prove G.E. the hottest line in radio today. 
Everything possible is being done to speed deliveries. Keep your eye 
on G.E.—and keep ahead! 

Investigate the radio line that’s backed by the greatest consumer 
advertising campaigns. See your nearest G-E Radio Distributor today 
or write for descriptive folders to Electronics Department, General 
Electric Company, Bridgeport, Conn. 


LEADER IN RADIO, TELEVISION AND ELECTRONICS 


GENERAL @E 
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G-E MODEL #100—5 tube set with big set performance. Grueling 
field tests in the toughest locations prove this set an outstand- 
ing performer—a real buy! 





G-E MODEL #103—Another beautifully styled set that guarantees 
exceptional performance. Equipped with the new G-E Mulkti- 
weave Metal Grille—another bargain! 


LECTRIC 


PORTABLES - TABLE MODELS - CONSOLES + FARM SETS - AUTOMATIC PHONOGRAPH COMBINATIONS ~- TELEVISION 








’ Wila FOR YOUR COPY 
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DOOR CHIME 
w/ ‘lle nhouse 


OF THIS VALUABLE CHIMES 
MERCHANDISING BROADSIDE 


/ 


NATIONAL MAGAZINES 
... to tell the Rittenhouse Chime story to millions 
of America’s consumers— wherever they live. 


























SUNDAY NEWSPAPERS 
. « « advertisements in leading key-city Sunday 
Magazines—for immediate sales volume. 


RITTENHOUSE CHIME 
MERCHANDISING STORY... 


RR ree J HOUSE—top name in the electric door chime 
industry — has stepped on the starter! Production of those models 


which will have the widest and most ready sale because of their 
design and price appeal is going ahead at full speed. Other models 


will be available just as rapidly as maximum production permits. 


Never before have electric door chime sales prospects reflected such 
glowing profit opportunities for electrical appliance wholesalers and 
dealers—in every community. And, timed perfectly to your sales efforts, 
millions are already seeing the strong, consumer-attracting Rittenhouse 
advertisements in leading National Magazines—and in big-circulation, 
key-city Sunday Newspaper Magazines. 

In words and pictures, the Rittenhouse Broadside tells the story of 
a skillfully planned, up-to-the-minute merchandising program to make 
Rittenhouse Chimes the fastest selling, most profitable and appealing 
line of electric door chimes ever presented. 

Expertly engineered to afford new mechanical features that make 


EXPERTLY DESIGNED DISPLAYS 
... for sales-floor, window and counter use. Color- 
ful, compelling and prospect-stoppers. 





possible undreamed-of tone richness and backed by the hardest hitting 
sales and advertising set-up in the history of chime merchandising, 
Rittenhouse gives you everything that makes for record sales and profits. 

Send for this Rittenhouse Broadside now. Note the striking beauty 
of the ten new 1946 models styled by America’s famous designer- 
stylist Norman Bel Geddes. Go over the important consumer-appeal- 
ing Rittenhouse mechanical features. Weigh the sales power of the 
tremendous circulation, prestige-creating publications Rittenhouse 
is using to help you sell. 


Join the Rittenhouse “Parade of Stars.” Write us —TODAY. 


Watch for Rittenhouse advertising in America’s leading consumer magazines! 


Nittenh 
itten Ouse Ameriwa’s Finest Chime Signals 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, NEV/ YORK 
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Sales Training Film 
For Electrical Industry 


A course in salesmanship, consisting 
of eighteen slide-sound films, has been 
offered to manufacturing, distributing 
and dealing branches of the electrical 
industry under the co-sponsorship of 
the Edison Electric Institute and the 
National Electric Wholesalers Asso- 
ciation. 


The program, basic elements of 
which have already been sent to more 


than 60 utility companies, is expected 
to carry much of the burden of train- 
ing sales personnel to handle the post- 
war market 
point out that prior to the war there 
was already a considerable drop in the 
number of the nation’s salesmen and 
that now with peace great numbers of 
new salesmen and many old ones will 
enter the sales field and must receive 
training. 

In the first eight films of the course 
the basic fundamentals of sales tech- 
nique are presented. Later films pro- 
vide know-how for the selling of spe- 
cific services. Four films for residen- 
tial salesmen apply basic principles to 
the selling of electric ranges, water 
heaters, refrigerators, and home laun- 
dries. Store, office, and school lighting 
are dramatized in four commercial 
films. Two rural films show how the 
farmer can become a better business 
man and illustrate profitable farm ap- 
plications of electrical appliances. 

The sound-slide films are accom- 
panied by silent trailer-films for re- 
capitulation of points covered, sales- 
men’s manuals and leader’s guides. 

Preview showings were made during 
December at industry gatherings 
throughout the nation. A showing in 
conjunction with a National Electric 
Wholesalers meeting was held Decem- 
ber 12 at the Hotel Commodore, N. Y. 


Sponsors of the course 


Cleaner Association 
Elects New Officers 


New officers and an executive com- 
mittee were elected at the annual meet- 
ing of the Vacuum Cleaner Manufac- 
turers Association held in Cleveland 
recently. A publicity committee was 
formed to direct the publicizing of 
vacuum cleaner interests and activities. 

The officers elected for a two year 
period include: Bret C. Neece, vice- 
president of Landers, Frary and Clark, 
president; Alfred E. Norris, president 
of Regina Corp., vice-president; and 
C. G. Frantz, president of The Apex 
Electrical Mfg. Co., secretary and 
treasurer. 
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OPA Grants Rise in Cleaner Prices; 
Laundry Makers Ask Parts Increase 


The tight hold of OPA on prices re- 
laxed a little for household vacuum 
cleaners at a November meeting with 
the Vacuum Cleaner Manufacturers’ 
Industry Advisory Committee in 
Washington. A proposed 5.5% recon- 
version increase factor, to be absorbed 
at the manufacturing level by resellers, 
was announced. Drafting of the amend- 
ment necessary to implement the 
change was discussed at a later meet- 
ing. 

Laundry Parts Increase 


The National Domestic Laundry 
Equipment Industry Advisory Commit- 
tee went to bat for an increase in 
prices of repair parts for washing 
and ironing machines, presenting its 
plea to OPA in Chicago. Although 
recently granted a 7.7% increase on 
prices for finished machines, the in- 
dustry regarded a similar authorization 
necessary for repair parts, still under 
the 1942 general maximum price regu- 
lation. OPA pointed out that cost and 
revenue data used to compute the 
granted 7.7% increase in finished ma- 
chines included the repair parts busi- 
ness, although OPA’s Thomas Kelly 
stated that no specific measures had 
been taken for relief of repair parts. 
The industry replied with alternative 
recommendations aimed at repair parts 
price relief. 


Four Changes Announced 
in Radio Parts Pricing 


Price Filing Regulations 


Violation of OPA regulations is the 
club held over manufacturers of recon- 
version items who forget or fail to file 
price lists under MPR 188. The regu- 
lation requires-that copies of all price 
announcements be filed within ten days 
after issuance to the trade. Three 
copies of every catalog and price list 
containing March 1942 prices and three 
copies of every letter, flyer, announce- 
ment, or other written notification is- 
sued after July 15, 1945, concerning 
new prices, changes in prices, changes 
in terms, discounts or allowances, and 
changes in model designations, must 
also be filed. 


Radio Parts Provisions 


Radio parts manufacturers have been 
affected by four changes in pricing 
provisions, announced early in Decem- 
ber by the OPA. The alterations were 
designed to bring parts ceilings more 
in line with 1941 prices plus the previ- 
ously announced industry increase fac- 
tors. In addition, the OPA action es- 
tablished a new increase factor of 
16.5% for variable condensers. The 
four changes made in the pricing pro- 








SOLD, TWO AND ONE-HALF MILLION LIGHT BULBS! That stack of papers on the 
table represents orders for some of the 2,500,000 light bulbs sold in the recently 
completed all-dealer campaign conducted in Pittsburgh by the Duquesne Light Co 
Bulbs were sold at an average of 7 per customer during the month-long drive. 
Over 1,000 employees participated and one man sold 3,009 cartons by himself, 


representing a commission of $568.90. 


In the photo, George A. Gardner (right), 


manager of the company's residential sales, shows the sales figures to G. W. Ousler, 
(center) vice-president in charge of sales, and A. A. Osterman, director of promo- 
tional service. 
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visions for parts manufacturers are as 
follows: 


1. The established price for any par- 
ticular part is to be figured as the last 
price charged during the six months pe- 
riod prior to October |, 1941. This super- 
sedes the old requirement that three 
sales be used to establish a base date 
price, 

2. The “modified item" provision now 
applies to comparable parts having the 
same function and made of practically 
the same materials. Prices for such parts 
must be reported to OPA, together with 
the method used in arriving at them. 

3. Where no established part price ex- 
ists, the manufacturer may figure the 
price by using the 1941 hours for labor 
and 1941 costs to which he adds the 
established increase factor. Permission 
must be obtained from OPA to use this 
formula. 

4. Manufacturers not in business on 
the base date, April |—October |, 1941, 
and who do not have approved price 
lists, use the formula given in the regu- 
lation under which manufacturers can 
establish ceiling prices, but they are pro- 
hibited from using the increase factors. 


OPA Makes Changes 
In Washer Regulations 


If you manufacture a wringer type 
washer with a water pump you can add 
$10 to the price, but not if you make 
an automatic or spinner type washer, 
the OPA announced recently. The 
OPA, in making three minor changes 
in regulations governing reconversion 
prices of household washing and iron- 
ing machines, included the $10 washer 
clarification to avoid confusion. 

The second change permits manufac- 
turers to apply for approval of indi- 
vidual price zones different from those 
provided in the regulations when it 
appears that no general rise in con- 
sumer prices will result. 

North Dakota and Alabama, previ- 
ously omitted from the list of states in 
zones 1 and 2, have been included in 
the amendment as a third change. The 
table for the establishment of retail 
ceiling prices is corrected by changing 
the upper limit of each range of manu- 
facturers’ lowest net ceiling prices by 
one cent. 

Dollar and cent ceiling prices at pre- 
war levels have been set for General 
Electric space heaters and both Gen- 
eral Electric and Edison General Elec- 
tric Appliance Co. hot water heaters 
at all levels of sale. Space heaters are 
priced at $8.56, including excise tax. 
The hot water heaters, priced without 
the excise tax, range at retail from 
$56.42 for a ten gallon unit to $132.21 
for the best 86 gallon unit. 
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PRE eee ED SP Ee Cautions Co-ops Against 
Merchandising Appliances 


Merchandising of electrical appli. 
ances by REA Cooperatives micht 
prove a boomerang, Claude R. Wick. 
ard, administrator of the Rural Elec. 
trification Administration, cautioned in 
an editorial appearing in the Rural 
Electrification News. 

Explaining that appliance merchan- 
dising might very possibly endanger the 
success of the cooperative enterprise 
and create antagonism, Mr. Wickard 
said, “The financial risks involved in 
merchandising are so great and the 
consequent loss of good will is so real 
a danger that we... urge REA co-op 
boards to avoid the actual selling of 
appliances by the cooperatives them- 
selves.” 

He pointed out that the tremendous 
market for appliances in the next few 
years and the money making possibili- 
ties were undeniable temptations, but 
insisted that unfamiliarity with the 
special problems of the appliance sales 
field would lead to grief and headaches 
tending to deny the cooperatives’ 
achievement of their primary goal. 

“REA cooperatives will find it more 
satisfactory in the long run,” he said, 
“to rely on local dealers to sell equip- 
ment and appliances if the dealers will 
provide adequate servicing. Coopera- 
tives . . . should work closely with 
dealers . . . in utilization programs 
aimed at enabling members to make 
full use of electric power.” 


Sylvania Acquires 


and a sensational new model for the renter. fa vcincr] Wabash Appliance Corp. 


y y | > h | h d f The Wabash Appliance Corp., one 
ictron tilat ws ery of the largest independent manufactur- 
etre CRTaTOES Ld promote ealt ane com ort, ev ers of photoflash and incandescent 
lamps, is no longer independent. As 
* of January 1 it merged with the Wa- 
season of the year. Handsome profits, too. Se ie tae ek ae Wee 
eye Electric Corp. to become a swb- 
. - sa 2 * a sidiary of Sylvania Electric Products, 
Victron National advertising is pre-selling the public, Inc., according to an announcement by 
\ Sylvania president Walter E. Poor. 
wN\Y > A. M. Parker remains as president 
“ha A | ee ” te 9 ft) 9 and general manager of Wabash with 
624 convincing them that “smog” and “smells” < a Se 
Brooklyn plant will continue to oper- 
° = ate independently in the manufacture of 
have no place in any room of the modern home. photolamps, incandescent lamps, re- 
flector lamps and infra-red heat lamps, 
and will augment the production of 


ee 
Get the facts +} and you'll agree, there are light conditioning and other standard 


light bulbs. Additional factory units 


>>. are planned for installation. 
big markets” e. for fresh air! 


Write today. <<, 


Jefferson-Travis 
Acquires Musicraft 





Irving M. Felt, president of Jeffer- 
son Travis Corp., manufacturers of 
radio communications equipment and 
sound recording equipment, has re- 
vealed that a recent special meeting of 
stockholders voted to acquire all of the 
outstanding capital stock of the Musi- 
craft Corp. The record making organ- 
ization will be operated as a wholly 
owned subsidiary of Jefferson-Travis. 
Music craft will retain Paul Puner as 
president, and Oliver Sabin and Albert 
Marx as vice-presidents. 

Mr. Felt was elected chairman of the 
board of directors of Musicraft and he 
stated that other Jefferson-Travis men 
will become officers and directors of 
musicraft. 


N DESK AND PEDESTAL FANS— VICTRON AIR CIRCULATORS—VICTRON EXHAUST 
TRON VENTILATORS — VICTRON PORTABLE IRONERS—VICTRON F.H.P. MOTORS 


CTO ELECTRIC 


ODUCTS . INCORPORATED 


PR 
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You may have a present or proposed application demanding 
automatic, trouble-free control of current, temperature or both 
...within your predetermined limits...in electrical apparatus. 
Temp Cop, the versatile bimetal thermostatic contactor em- 
ploying the famous Micro Switch snap-action principle, can 
do the job economically and well. You specify your own 
limits of temperature or current; Temp Cop, equipped with 
bimetal elements specially selected to meet your require- 


ments, will keep these factors within those limits. 


Contacts open or close when temperature rises; reverse ac- 
tion is automatic as temperature falls. Temp Cop is depend- 
ably responsive to temperature or current changes. This 
rugged unit is as small as your thumb, but it is durable, 
sturdy, and does its work under practically any conditions. 
Available in automatic recycling or for manual reset. Write 


for full information. 


© First Industrial Corporation 


MICRC 
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HOW MANY CHICKENS could you cook in all these white and shiny GE roasters? 
Fresh off the assembly line, these new cookers are lined up by May Zadka preparatory 
to starting their life's work of satisfying the great American hunger. 





Tough Year of Reconversion 


Reconversion schedules of electrical 
appliance manufacturers are being de- 
layed by shortages of materials, com- 
ponents and labor in plants of both 
the manufacturers and their suppliers. 
R. L. White, president of the National 
Electrical Manufacturers Association, 
said recently but despite the recon- 
version delays shipments are being 
made steadily to dealers throughout 
the nation 


Fair Distribution 


“It must be borne in mind,” Mr. 
White said, “that major appliances 
such as refrigerators and radios are 
distributed through as many as 30,000 
dealers and small appliances through 
as many as 50,000 dealers.” With so 
many dealers and distributors, most 
manufacturers have felt it only just 
to distribute their products as evenly 
as possible and to withhold some prod- 
ucts until there were enough to dis- 
tribute one sample of each to every 
outlet, said Mr. White in explaining 
what was the basis for the false accusa- 
tion of deliberate withholding of pro- 
duction from the public. 


Fair Distribution 


Mr. White pointed out that some 
manufacturers were being accused of 
stockpiling when they were only stor- 
ing partly finished products to await 
some important part. He declared 
that another important reason for 
delays was the necessity some manu- 
facturers faced in making conversion 
from total war goods production. 

“Nevertheless,” he maintained, “re- 
conversion is proceeding about as plan- 
ned. Actual appliance production, how- 
ever, has been seriously delayed by 
unforeseen bottlenecks such as exten- 
sive restraining of labor, labor short- 
ages and work stoppages in appliance 
plants and those of suppliers.” 


Officers Elected 


In conclusion Mr. White affirmed 
that because of the competitive nature 
of the appliance industry no manu- 
facturer could afford to withhold his 
product from dealers and distributors. 


Looms, Says New NEMA Head 


White Explains Delays 
In Appliance Production 


R, L. WHITE 


Vice-presidents elected to NEMA 
were: W. C. Johnson, vice-president of 
the Allis-Chalmers Mfg. Co.; R. W 
Turnbull, president of Edison GE Ap- 
pliance Co.; H. E. Blood, president of 
Norge division, Borg-Warner Corp.; 
J. K. Johnston, vice-president the Na- 
tional Vulcanized Fibre Co.; and 
Everett Morss, president of Simplex 
Wire and Cable Co. R. S. Edwards, 
head of Edwards and Co., was elected 
treasurer and two new governors 
elected were C. T. Lawson, vice-presi- 
dent Kelvinator division, Nash-Kel- 
vinator, and E. L. Robinson, vice-presi- 
dent of the Crescent Insulated Wire 
and Cable Co. The officers’ committee 
was swelled by the addition of E. O. 
Shreve, vice-president of GE, Sche- 
nectady, and C. L. Collens, president of 
Reliance Electric and Engineering Co. 


Long Career 


New president White has been con- 
nected with electrical manufacture 
since 1920, when he started with West- 
ern Electric Co. In 1923 the New Bri- 
tainite became assistant treasurer of a 
Landers Frary and Clark branch plant 
and in 1927 took an equivalent position 
at the main plant. Appointment to 
treasurer came in 1928 and was fol- 
lowed in 1941 by election to the presi- 
dency. 
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O.P.A. ceiling 
price, $3.95, 
plus tax. 


GREAT NEW G-E FEATURE 


Select-A-Larm 





Now, for the first time on any alarm clock, General self-starting Electric clocks. In a recent survey 
Electric offers a great new feature . . . volume control! G-E was first choice by more than 2 to 1 over the 
It's a swell selling feature! Your customers get an next-most-popular brand. 
electric alarm clock that they can adjust to their taste! 
From sweet-and-low to extra loud, they can pick the 3. The advertising sells YOUR customers! 
right volume for pleasant waking. People will read about the Select-A-Larm feature 
in Look, Liberty, Collier's, and Cosmopolitan. 
3 more reasons why the “‘Heralder” with They'll hear about it on that sparkling radio 
Select-A-Larm will sell FAST! show, “The G-E House Party,” over the full CBS 


network, five days a week! 


1. The price is right! 


Phat $3.95 price tag represents a real value in Available now! 


j ’ 

electric alarm cloeks. It’s actually less than the And the faster you get your share of these great new 
price of many spring-wind models. G-E Alarm Clocks, the sooner your sales will start to 
; soar. Ask your wholesaler about the “Heralder” with 
2. The make is G-E! S Cc 0 
Select-A-Larm! General Electric Co.. \ppliance and 
Most people look to G-E for dependable, accurate, Merchandise Department, Bridgeport, Conn. 


General Electtic Clocks GENE RAL € BAAD CTRIC 


The Clocks Most Women Want Most! 
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Public Interest In Fans 


To Be Fanned By NEMA 


Because the uses of electrical fans, 
household conveniences for 60 years, 
are not yet fully realized, the Fan 
Section of the National Electrica] 
Manufacturers Association will launch 
an educational program on the uses 
and functions of electric fans. 

A nationwide information service js 
planned to explain how to get the 
greatest benefit from the many types 
of fans now in service. New fans now 
in production will not be discussed 
until they reach dealers for sale 

Better home ventilation, faster and 
more even circulation of heat and say- 
ing of fuel, quicker drying of clothes, 
dissipation of odors, the proper airing 
of nurseries and sleeping quarters are 
some of the uses of fans neglected by 
the average owner, the Fan Section has 
declared. 

C. L. Harrison, president of Victor 
Electric Products, Inc., is 1946 chair- 
man of the Fan Section of NEMA 
Alexander Hazard Williams and Jus- 
tin R. Weddell have been retained as 
public relations counsel to organize 
and direct the campaign. 


Duramold Making 
Radio Cabinets 


T. Kelley Pierce, general manager 
of the Duramold Division of Fairchild 
Engine and Airplane Corp., announced 
recently that his company had accepted 
contracts to manufacture, among other 
items, radio cabinets. A substantial 
volume of orders for small radio cab- 
inets and for several types of larger 
consoles has been received from Emer 
son Radio and Phonograph Corp. of 
New York City and Majestic Radio 
and Television Corp. of St. Charles 
Ill. These orders are for large quan- 
tities and, because of the necessity of 
rapid delivery, will require the ap- 
plication of volume production tech- 
niques. One order alone, for Emerson 
Phonoradio cabinets, involves some 
30,000 units, Mr. Pierce indicated. 

“Duramold is a process—not a prod- 
uct,” Mr. Pierce said, “whereby lam- 
inations of low-density materials, iden- 
trical or in combination with other 
materials, can be molded into fiat, 
curved or complex shapes by the use 
of plastic resins. 

“We work with wood, expanded syn- 
thetic rubber, glass fabric, fiberglas 
floss and similar materials which, when 
sandwiched and molded under heat and 
pressure, give a combination of 
strength and light weight,” he added 





Electric Rat Trap Being 
Rented 


An electric eye, which slams 
shut the door on rats traveling in 
an apparently innocent open area, 
is the basic principle of a new rat 
catcher which is being rented for 
$35 a month by the Electronic Trap 
Company of Rochester, N. Y. When 
the doors slam shut on Mr. Rat, 
a light comes on and he scuttles 
for a dark hole, dashing into 
spot where he is electrocuted and 
dumped into a basket. After that 
the trap resets itself. Because it 
cleans out rats so rapidly, the 
device i: being rented. 
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Oat 
Elevator 


HIGH-POWERED 


farmer... 


In the Dark Age before bulk rates, better service were 
available, Orie Irwin of Pleasant Hills, Ia., had only electric lights, 
radio, fan, toaster, waffle iron, vacuum cleaner, and 
refrigerator—electricity was a convenience, but not a farm 
production tool. Since the REA line came in ’39. . . he 
completely rewired, bought an electric stoker, a 3 hp motor 


which elevated 37,000 bu. of grain for $2.77, an air compressor 


for inflating tractor and car tires, saving a 16 mile town trip... he 
three 300 watt and a big 1,500 watt yard light yielding enough extra - len Debye: 
choring hours to pay the farm electric bill . . . an ironer and two electric irons 


...an electrically run water system, tool grinder, and water heater. The war halted 

equipment buying, but in 1946, the Irwins will buy several three hp motors, an electric mangle, portable 
electric sewing machine, and additional electric production equipment to cut chores, up efficiency, save 
hours, bring more income, profit and leisure. “Twenty-five Power-Full Years” shows how successful farmers 


are stepping up power to step up profits ... in a recent issue of SuccessFuL FARMING. 


Power lines make prospects ...and in the past nine years more than 2,000,000 farmers went 
on the high lines for the first time . . . Today the nation’s top farmers, mint-rich in savings, 


with purchasing power unprecedented, are ready to roll out the dollars on farm 
2. 





» reconversion ...spend staggering sums on water systemas, stock tank heaters, electric 


milk coolers, percolators and pig brooders . . . chore cutters in field or farmstead ... 





are the electric industry’s prime prospects for 1946. 


Major market for electrical merchandise, equipment, and appliances are the 
million plus SuccessruL Farminc farms concentrated in the thirteen agricultural 
heart states, New York and Pennsylvania, with the highest farm income, greatest 
backlog of savings and pent-up spending power... SF has long lead all farm 
magazines in editorial emphasis on farm electrification—best sparks electric goods 
sales with better farmers! Ask the SF man for the facts! SuccessruL FARMING, 


Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles. 
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HERE IT IS...THE ONE 
ELECTRIC RANGE 


Pictured here is the biggest news in the history of 
the electric range—the new PresTeLine Electric Range 
that millions of women are now seeing for the first time 
—in an eye-stopping full color page in CoLuier’s 
magazine—the opening gun in the powerful Preste- 
LINE national advertising campaign. Take a look at the 
January 26th issue of CoLiier’s and you'll see why so 
many homemakers will soon be asking you about the 


new PresTe.ine Electric Range! 


IT’S EVERYTHING WOMEN ASKED 
FOR—AND MORE! 
Here’s a new Electric Range that’s really n-e-w— 
from top to bottom. It is built entirely from ideas and 
ideals specified by American homemakers themselves. 
First. we found out what women wanted—what they 
would consider the perfect electric range. We got our 
facts from extensive electric range surveys conducted 
by the leading women’s magazines, public utility com- 
panies and independent researchers. And from these 
studies came the composite picture of the perfect 
electric range—the ONE with ALL the features women 


want—the new PRESTELINE Electric Range! 


PREST 


WITH ALL THE FEATURES 
MRS. AMERICA WANTS 


UNMATCHED IN FEATURES! 


A choice of three distinctly different arrangements for top- 
range cooking units and Deep Well Cooker. 


The BIGGEST oven capacity ever seen in a range of 
comparable size. 


9 oven rack positions. 
One floor demonstrator takes the place of three! 


Automatic inside-oven light. 


Aluminum barbecue unit. 


The BIGGEST pot-and-pan storage compartment. 


* 
* 
* 
* Thermostatically controlled oven pre-heating 
* 
* 
* 


7-heat top-range cooking units. * Fluorescent top-range 
lamp. 


* Fully automatic operation. * Recessed instrument panel. 


* All-welded steel construction throughout. 


GET THE PRESTELINE FRANCHISE FACTS NOW! 
New as the Presteline name itself is the new and 
interesting PresTeELiNe dealer policy. Frankly, we 
recognize the fact that your success will be our success 
—and the success of the complete new line of major 
electric appliances that will bear the PresTELine 
nameplate. We're all set to go—with the products. the 
advertising, the promotions and the sales drive that 
mean PRESTELINE is going places! Come along with 
us and cash in with PresTevine. Write or wire us 


today for name of distributor in your territory. 


ELINE 


ELECTRIC RANGES 
PRESSED STEEL CAR COMPANY, INC. 


Domestic Appliance Division 


666 LAKE SHORE DRIVE, CHICAGO 11, ILL. 
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The BIGGEST oven capacity of any compara- Each individual can ch her indi- More storage space! A full 7,644 cu. in. for 
bly-sized range! Now the housewife can vidual top-of-range! She has her choice of THREE storing cooking utensils. Adjustable sliding 
do all her baking, roasting or broiling— distinctly different range-top combinations for shelves—over 50 arrang ts possible. In- 


all at one time! A great time and work cooking units and Deep Well Cooker. One floor side of compartment door fitted with spe- 
saver with huge sales appeal. demonstrator takes the place of three! cial racks for kitchen hardware. 
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SMARTLY STYLED 


pe A 
=e’ Of Beauty 


Simple, modern design and quality construction 
throughout make Electromaster first in appear- 
ance, first in appeal. 


FULL COOKING CAPACITY 


oa“n C ompacl Size 


The Electromaster Space Saver provides the cook- 
ing capacity of a large range yet takes less than 
2 feet square of space! 


FOR THE BEST IN COOKING ~Clectricity 


© FOR THE BEST IN ELEC 





| 














FEATURES 


Jo Dalk bout 


The Kitchen-Master oven, Speed-O-Master surface 
units, Vita-Miser cooker, and other de luxe fea- 
tures offer excellent selling points. 


TWO MODELS 


aiteniell, y, = 


Two beautiful models—the Space Saver and the 
Banquet—are now being delivered. Some dealer- 
ships are still available. 


JANUARY 1, 


Carmine Predicts 
Huge Refrigerator Sales 


The old slogan of two chickens in 
every pot has given way to two refric- 
erators in every home, according to 
one interpretation of James H. Car. 
mine’s recent speech to the Adcraft 
Club of Detroit. Mr. Carmine, vice- 
president of the Philco Corp., spoke on 
“The Importance of Merchandising to 
Post-war America.” 

Almost every American home will 
be equipped with a second refrigerator 
or a combination refrigerator-freezer 
within the next five years, he predicted. 

“Just as the tremendous growth of 
the radio industry was based on con- 
vincing the public of the advantages of 
having a radio in every room, house- 
hold refrigeration now faces a similar 
opportunity,” he said. 

He declared that the idea that one 
refrigerator was sufficient for a family 
was out-moded, asserting that there 
was no reason why people should not 
have a refrigerator in their game room 
and on the second floor to save need- 
less steps and make modern living more 
convenient. “When this idea becomes 
accepted,” he said, “it will create a 
market for at least 19 million additional 
refrigerator units.” 

Mr. Carmine continued to discuss the 
expanding popularity of home freezers. 
“Within the next several years, frozen 
foods will revolutionize many of our 
eating habits. Every home offers the 
refrigerator industry a prospective cus- 
tomer for one of these units. . . . Previ- 
ous estimates,” he concluded, “that the 
industry will sell one million freezers 
in the next two years now appear far 
too low, and we believe that this goal 
may be reached in 1946 if full produc- 
tion is attained.” 


G-E Radio Men 


Move to Syracuse 


Key, personnel of General Electric’s 
electronics department have been 
shifted from Bridgeport to the Thomp- 
son Road plant in Syracuse and will 
have headquarters there until facilities 
are available at the GE Electronics 
Park development. 


A. A. BRANDT 


The list of 20 affected employees in- 
cluded Arthur A. Brandt, the elec- 
tronic department’s general sales man- 
ager, R. W. Ferrell, department coun- 
sel, and V. M. Lucas, manager of the 
government division. General sales 
staff members also traveled west, in- 
cluding H. K. Smith, T. A. McDonald, 
E. R. Burtis, C. C. Hayes, and E. L. 
Robinson. Attorneys D. S. Cameron 
and E. M. Shultes reported at Syra- 
cuse to Mr. Ferrell. Members of Mr. 
Lucas’ division who shifted were H. F. 
Konig, M. E. Minich, C. C. Lasher, 
Herbert DuVal, Jr., B. F. Slye, W. F. 
Hafstrom, A. D. Paul, H. F. Oldfield, 
N. W. Alexander, and C. P. Gade. 
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A 


Aerial 

View of the 
Poultry Tribune 
Demonstration 
Farm 





BENTLEY WILSON, Manager of Poultry Tribune Farm 


Tells You WH Y— Uses of Electricity 


on Poultry Farms 








“YES, it’s true—last year we used 21,160 kilowatts of electric power. 


TT ° ’ ° 1. Elect t t 15. Ventilating far 
That isn’t an unusual amount for a commercial poultry farm. You [cae 6 -Peeed caves 
° ° 3. Feed mixin rm air system 
2a 2100 c ’ 1c 9g wa gir sy 
see, it serves us 19 different ways. = Gade seed tend «(V1 Gack ‘eee 
‘ 3 . elevator controls 
And these are important services. For example, last year we used 5. Green feed cutter 18. Mechanical egg grader 
. . 6. Lighting layers 19. Eaqg candle 
212,000 gallons of water—that figures out 214 tons daily which 7. Convenience lights, ll 20, > oh sag 
: ulldings ye leaning hi 
must be delivered fresh and clean to 67 outlets. 8. Ultra violet lights A Angee revotgaags 
s ¥ , . Ss 9. Flood lights for build 33. Poultry picking 9 
All during the fall and winter we use electric lights to give our ings and ground machine 
10. Immersion water 24. Egg cooler 
layers a 14 hour day. The year around, we use the heat from elec- heaters 25. Ganniic eneeniohen oct 
’ b hi k ; i f f h 11. Soil cables to prevent 6 Electric # : es ; 
; rs - hicks. Lhese > just a few of the pipes freezing os a Dap aan 
tric brooders to rear baby chicks. T are j > eee 27; Vacuum cleaner for 
“ avs it serve 13. Battery brooders incubators 
many ways it serves us. 1S, Semone Seana Ro 2 op 
Electric household appliances? I'd guess that poultrymen’s wives Plus Household Uses 


have more of them, too. They know how cheaply and efficiently 









electricity does things, on the farm and in the home.” 





Your FARM Magazine List is Not Complete Without 


TRIBUNE 


Wy AAA AAAS OAR QO 
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Representatives—New York Billingslea and Ficke—Chicago. Peck and Billingslea 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, III. 










SUPER LECTRIC 
AUTOMATIC IRON 
1000 Watt, weighs 4 Ibs. 























Precision thermostat automatically 
controls temperatures at ironing sur- 
face; dial heat control measures heat 
to suit particular fabric, air cooled 
plastic handle with accurate gripping 
thumb rest. The thermostat in.the 
Super-Lectric was tested during the 
war years; trouble-free today after 
several years of testing. 

Speedy to heart, light to handle, 
assures the minimum of effort and 
fast performance, a six foot, 10,000 
cycle approved cord is permantently 
attached to the side of the handle. 
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AUTOMATIC TOASTER. A toaster that 
knows no peer, does all that's needed, 
“pops up” the toast, and equipped with 
cool bakelite where needed. 












WAFFLE IRON. 7% inch cast aluminum 
grids and overflow ring. Heat indicator 
to tell when your waffle is “just right.” 





SUPER AIR FAN. 10 inch, oscillating fan, 
for the hard, rugged job of circulating 
a large volume of air. 
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Appliances Prominent 
In Model Home 


e 

Electricity plays a leading role in 
the “Post-war House” being con- of 
structed on a $75,000 corner of Los Ser 
Angeles’ Wilshire Boulevard by the 
Fitz B. Burns Research Division, 
Designed to demonstrate the best prod- 
ucts that leading manufacturers and 
architects have ready to satisfy the 
demands for new homes, the building 
will be finished about January 15. 

One of the striking features of the 
house is the complete engineering of 
lighting. Fluorescent and neon lights 
are utilized in addition to usual types, 
Every room is described as containing 
radio reception, including standard or 
FM, phonograph reception, and tele- 
phoned music. In the bathroom the 
morning rush is made easy by electric 
toothbrushes and shavers which pull 
out from the wall and automatically 
go back after use. A sun lamp and 
a hair dryer are installed directly 
over the lavatory. 

The living room of the house con- 
tains a radio and record player and a 
television set and screen. The walls 
over both the radio and television 
sections are embellished by colored 
lights which play directly on flowers. 
A continuous tube of light, controlled 
in intensity by a dial, runs along the 
north wall. 

Kitchen facilities include a garbage 




















disposal unit, an electric sterilizing rong 
lamp for dishware, a new console type be 
refrigerator, a sewing machine, a is € 
frozen food unit, and a clothes washer, I 
dryer and mangle unit. ind 
of 

dis 

hot 

tril 

Farnsworth Backs len 
Fair Trade Laws tra 
The Farnsworth Television and fre 
Radio Corp. has announced through un 
E. H. McCarthy, sales manager, that 
Farnsworth distributors are organiz- he 





ing to operate within the provisions 















of “Fair Trade” laws in states where ™ 
such laws exist. Farnsworth distrib- 
utors are making “Fair Trade” con- fiv 
tracts available to their dealers and ey 
are enfranchising dealers under a be 
selective plan aimed at establishing 3 
“keen but clean” competition. Retail- ( 
ers are being selected on the basis of of 
their ability to properly stock, demon- t 
strate, advertise, sell, and _ service 
Farnsworth merchandise, a change re 
from the pre-war custom of appointing 
as many dealers as possible in one Pl 
vicinity. nl 
The “Fair Trade Law” is designed 
to eliminate vicious cut-throat compe- th 
tion and assure proper service to the , 
consumer. ce 
‘ 
ar 
te 
California Firm Builds s 
Big Appliance Store ti 
The Dennstedt Co. of San Diego, u 
Calif., is going all-out with construction 
of a two-story, $60,000 retail appliance t 
store at 41st and El Cajon Blvd. Ex- 
pected to be one of the largest stores in 8 
its area, the Dennstedt Electro Mart ¢ 
will provide 10,000 square feet of floor 
space. It is expected that customers 
will be able to select from many of the ‘ 
nation’s leading appliance lines. 
Under the management of Ervin 
Teeter, the Mart will include record 
listening rooms, a model kitchen and 
model laundry. ' 
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ODAY, America’s system of 
| merchandise distribution is 
under fire from many quarters. 


Most of this criticism is not justi- 
fied—but, sadly some of it is! 


The public often does not under- 
stand the intangible nature of dis- 
tribution costs, does not realize that 
were it not for America’s distribu- 








PAUL WOLK : 
President tion process there would be no such 


thing as mass production in the 
United States; that hardly any vol- 
ume selling could take place, that the cost of goods would 
be many times higher. The answer to the public’s criticism 
is education—a task in which our industry should join. 


But more serious, perhaps, is the fact that within our own 
industry there has grown up among dealers a certain feeling 
of distrust toward distributors. Many dealers charge their 
distributors with “back-door selling” to consumers, to discount 
houses, to industrial “purchasing clubs”, etc. They charge dis- 
tributors with setting up ruinous competition in the form of 
lengthy lists of dealers,—many of them with slight business 
training, many of the price-cutting variety. In short, ‘they 
frankly charge us distributors with being a greedy lot of 
unscrupulous peddlers. 


If any fellow distributor thinks this is putting it a bit strong, 
he should spend a few hundred dollars on an independent sur- 
vey among the dealers in his own territory! 


We did just that—and correlating the results we built our 
five point program—(1) The Bickford Code of Business Ethics 
—(2) Our policy of a selective list of not the most but the 
better retailers, with an adequate market for each dealer— 
(3)Our plan of dealer inventory control—(4) Our Department 
of Merchandising Help—(5) Operation under the Fair Trade 
Laws of New York State. 


The keystone of this program is the Bickford Code of Ethics, 
reproduced on this page. Note that it is an iron-clad policy, 
put down in black and white, adherence guaranteed! It defi- 
nitely outlaws any form of “back door selling” on our part! 


This Code of Ethics has been enthusiastically received by 
the dealers in our own territory. It has been most favorably 
commented upon by the trade papers and national business 
papers. It has been welcomed by manufacturers. It has been 
adopted in toto by several progressive distributors in other 
territories. t 

We think the practices condemned in this code are the sore 
spots of distributor-dealer relations. We believe that even- 
tually a very firm and very unsympathetic doctor will be called 
in from the outside unless the industry sets about curing itself. 

This is why we urge distributors, dealers, and manufacturers 
to read this “Bickford Code of Ethics” with the view of con- 
sidering its adoption as a new cornerstone in enlightened 


dealer-distributor relationship. 


PRESIDENT 


Bickford Bros. Co. 


in “The Honest Distribu- 
on Committee”. Write me 
for full information. 
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MOST PROGRESSIVE DISTRIBUTORS WRITES EDITORIAL CALLING FOR 


HONEST DISTRIBUTION 
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GUARANTEF OF ADHERENCE 
$1,000 FORFEITURE! 


SHOULD ANY 
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OF OUR MA R DEALERS ¢- 
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SUM OF ONE THO; N OF THE ABOVE Copr wp ATION ON THE PAR 
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&ranted. 
Ceptions! 


We are wholesale 












Bickrorp BRrotuers Co 






Look Ahead With... 


iekcfor 


BROTHERS COMPANY 
ESTABLISHED IN 1879 
OPERATED EXCLUSIVELY FOR THE DISTRIBUTION OF 


RCA VICTOR PRODUCTS & LEADING ELECTRICAL APPLIANCES 


BUFFALO, N. Y. ROCHESTER, N. Y. 
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im Appliance Cords 


Put a box of Kellogg Koiled Kords on your counter and see 
what a “‘sales booster’ they are! A customer pauses for a 
second look... you pick up one of these sensational new 
cords .. . hold it up for close inspection, demonstrating how 
easily it stretches out like this: 


Then you show how it curls itself instantly out of the way 
into a neat, compact unit like this: Cus- 
tomers understand its advantages at once—they can see this 
cord won't kink, won't dangle and will outlast many ordinary 
cords. It’s the most practical appliance cord ever offered. sentene 
Kellogg Koiled Kords are patented—giving you an exclusive 


item that sells on sight. Feature them now—they’ll move fast! K 7 | l 4 l 


Place Your Order Now—Be Sure of No Tangling—No Dengling , 
Early Delivery! —No Kinking 


Kellogg Koiled Kords are one of the livliest, fast- 
est-moving items on the counters today. Packed 
in attractive self-display cartons of 10 Kords 
each. Easy to order—simply use the code num- 
bers below. Order now from your jobber. 


No. 6000-2 (with attachment plug, heaterjack) List $2.95 
No. 6000-1 (with attachment plug only) ...List $2.75 
Slightly higher West of Rockies 
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FILTER QUEEN in YOUR store 


a Ainericas bay 
~anion Today 


SS | 































| DEMONS 


purer quem 
ug outt O * 


wew FILTER QUEEN cueance 


AMAZES ALL WHO SEE IT! 


























Yes, it’s true! This remarkable new vacuum cleaner 


, always steals the show. Begin a demonstration... 
Finest 7% H.P. Black & Patented, non-clog cel- 


Decker motor for trouble- lulose filter for high-ve- and women come a-running to watch, to marvel, and 
free service. 2 YEAR locity cleaning efficiency. 
guarantee. to buy! Why? 


Because FILTER QUEEN is the on/y machine that 
has NO bag to empty or cloth filter to take out and 
clean! Because the spacious dust collector takes a 


Extra large dust 
collector...7%" x 
11%". Takes 
whole month's 
cleaning. 


whole month’s cleaning, empties like a waste basket! 
In addition, FILTER QUEEN’s unrivalied suction 
really gets rugs clean... lint, dog hair, disappear like 
magic; the patented swivel action nozzle glides a// the 
way undey chairs, tables... no heavy furniture to move, 
no heavy weight to push around; and FILTER QUEEN 
dusts floors, furniture ... waxes, polishes, mothproofs! 

Small wonder “A FILTER QUEEN demonstration 
means a FILTER QUEEN sale.” For full information 
about this fast-turnover cleaner, write today! 


‘See /ILTER QUEEN 


\ 


Patented swivel action 












Patented floating brush. 
Easily raised, lowered. 
Self cleaning wheninuse. 


Division of Health-Mor, Inc. 

nozzle. New design for 

effortless hots «Ae 203 N. WABASH AVENUE, CHICAGO, ILL. 
— In Canada: Walters Appliances, Limited 

57 Bloor St. W:, Toronto 
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Another Proctor First — Again Proctor — “Production by Proctor of ‘private 
leads the way in adopting and putting on brand’ appliances has been discon- 
record a merchandising policy, that pro- tinued.” 
vides complete protection for both dealers Copies of this policy are available on 
and distributors. request. Send for your free copy. 

Here are a few of the many important 
provisions in Proctor’s Policy: 
— "Proctor products will be sold only Its new...its exclusive.. 


through recognized wholesalers duly 
franchised by us.” 

— “Chains and syndicates will not be iY p 1 [ T p 
sold on a direct basis.” 


PROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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DEEPFREEZE Home Freezer 


Deepfreeze Div., Motor Products Corp., 
2301 Davis St., N. Chicago, Ill. 


Model: Double unit No. B-9-45. 


Selling Features: Food cylinders are 
18 in. in diam. by 30 in. deep; 
storage space in each cylinder is 
46 cu. ft, a total of 9.2 cu. ft. 
holds approximately 322 Ibs. as- 
sorted food. Steel cylinder forms 
entire wall of food compartment 
and is refrigerated completely from 
top to bottom with copper tubing— 
over 48 sq. ft. freezing surface for 
each cylinder; 4 h.p. capacitor type 
motor, 110- 220 volts, a.c.; new semi- 
hermetically sealed, silent operating 
compressor; Freon 12 refrigerant; 
4 in. insulation ; temperature is auto- 
matically maintained at zero F by 
special control switch actuated by 
Freon 12 system pressure; gas filled 
expansion valve; ample size dehy- 
drator; automobile fender steel cabi- 
net; finished in white baked enamel 
with stainless steel trim. 

Electrical Merchandising, January 1, 
1946, 





FROSTOR Refrigerator - 
Freezer 
Frostor, 332 S. Michigan Ave., Chicago, 
Mi. 


Device: Combination refrigerator and 
freezer. 

Selling Features: Refrigeration unit 

has 7% cu. ft. storage space, and the 

freezing unit 34 cu. ft.; each com- 

partment has its own cooling unit. 


3 kinds of cold; normal food storage 
compartment is kept at 40 degs., has 
14.2 sq. ft. shelf space; frozen food 
storage locker is maintained at zero; 
has room for 130 Ibs. meat and ice- 
making section between the 2 com- 
partments, is kept at sub-freezing. 

Cold sleeve cooling is provided by 
coils concealed in walls that entirely 
encircle the refrigerator, keeps air 
moist, eliminates dehydration, also 
eliminates need for frequent defrost- 
ing; ice-making section needs de- 
frosting only twice-a-year; other 
features include large more easily 
operated ice trays; silent motors, 
rounded inside corners; controlled 
humidity. 


Electrical Merchandising, January 1, 


1946. 

















MORTON Kitchen Cabinets 


Morton Mfg. Co., 5105-43 West Lake St., 


Chicago, Til. 


Device: 66-in. cabinet sink with twin 


basins, and 66-in. overhead cabinet. 


Selling Features: The undersink cabi- 


net has 4 drawers, two with finger 
tip openings at either top ends; 
right-hand top drawer divided for 
cutlery and is linoleum covered; 
right-center drawer has built-in 
bread or cake box; lower right 
drawer for pots, pans, etc. center 
undersink compartment has 2 doors 
—right door has tinplated wire 
basket for soaps, and a towel bar; 
left door garbage receptacle which 
automatically opens and closes as 
door is opened and closed; a sliding 
wire shelf and removable cutting 
board are other features. Outstand- 
ing feature of under cabinet is re- 
cessed knee and toe room for entire 


——_ ee 

verhead cabinet with sliding 
glass doors, built-in fluorescent light 
throws light into cabinet and down- 
ward on work surface; glass doors 
are frosted on inside. 

Will be sold exclusively through 
Nash-Kelvinator Sales Corp. zones 
and distributors. 

Electrical Merchandising, January 1, 
1946. 


Device: 


Device: 


Selling Features: 





G-E Dishwashers 


General Electric Co., Bridgeport, Conn. 


Automatic dishwasher, 3 
models. 


Selling Features: All models built 


round same tub and mechanism; one 
model is 24 in. long, free-standing 
complete in its own white enameled 
cabinet; second model combines 
dishwasher and sink in one unit; 
third model is tub and mechanism 
alone, for those who wish to build in 
their own work surfaces. 


Electrical Merchandising, January 1, 


1946. 








FROSTOR Freezer 


Frostor, 332 South Michigan Ave., 
Chicago, Ill. 


10 cu. ft. frozen food cabinet, 
companion piece to Frostor refrig- 
erator. 

Upright type cabi- 
net eliminates need of stooping to 
reach food ; 4-locker-type inner doors 
make it possible to find food re- 
quired without opening entire 
freezer; upper compartment accom- 
modates 250 lbs. meat, fish or fowl, 
64 cu. ft. capacity, maintained at 
constant zero.; lower compartment 
is kept at 10 below zero for sharp 
freezing and storage; 34 cu. ft. 
capacity or 130 lbs. meat. 

Electrical Merchandising, January 1, 
1946 





L & H Ranges 


A. J. Lindemann & Hoverson Co., 
Milwaukee, Wis. 


Models: Available in modern designs 


to harmonize with any kitchen ar- 
rangement. 


Selling Features: Enclosed type sur- 


face units not affected by spill-overs; 
easy-to-clean, and provided controls 
that permit any degree of heat from 
extremely high to low simmering; 
completely automatic models permit 
user to put whole meal in oven, set 








controls for starting time and for 
the cooking time required, then leave 
for the day, and food will be ready 
to serve at dinnertime; Super 5000 
oven has a new over-all surface 
smokeless broiler self-contained in 
the oven. 

Electrical Merchandising, January 1, 
1946. 
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MIRACLE Roaster 


Miracle Electric Co., 36 State St#., 
Chicago, Il. 


Device: No. 410 automatic roaster. 


Selling Features: Rectangular style; 
22-qt. capacity; bakes, broils, fries, 
grills, roasts, stews, cooks complete 
meal at one time; thermostatically 
controlled Tel-tale light indicates 
when unit is on or off ; equipment in- 
cludes aluminum cooking pans and 
enamel insert pan; broiler attach- 
ment for inside lid also available; 
1320 watts, 110-120 volts, a.c. only. 


Electrical Merchandising, January 1, 
1946 

















ELECTRICAL MERCHANDISING—JANUARY 1, 1946 





PAGE 201 








Combustioneer is a pioneer in the stoker business. 
It has nearly three decades of experience in success- 
fully building and selling stokers. This experience is 
important to dealers who are looking for real profits 
in the stoker business. 


The Combustioneer stoker itself is the result of 
nearly thirty years of continuous engineering. It has 
exclusive features which give results that cannot be 


secured in any other way. 


Its Automatic Respirator is different than any other 
air regulator. It’s the only one that scientifically 
regulates the air to the needs of the fire-bed. Its 
Pulsating Transmission operates on an exclusive inter- 
mittent principle that keeps the fire-bed “poked up” 
and free-burning. With Combustioneer features sales- 
men can quickly and dramatically demonstrate ad- 
vantages which prospects want and buy. 


But that isn’t all, Combustioneer provides a sales 
training program that puts into the hands of sales- 
men the practical stoker selling “Know How” that 


has made money for veteran stoker salesmen. 


Add to this, hard-hitting local advertising and 
promotional campaigns to ferret out prospects and 
generate sales in every specific stoker market . . . plus 
powerful advertising in national magazines which 


from month to month continuously build public 


preference for Combustioneer stokers. 


That's the Combustioneer stoker franchise for 1946, 
Write or wire today for complete details, 


THE STEEL PRODUCTS ENGINEERING COMPANY 
1244 W. Columbia Street Springfield, Ohio 
Designers, Engineers and Manufacturers 
of Precision Products Equipment 


LINE COMPLETE FOR 
EVERY HOME AND 
COMMERCIAL NEED 


Home models, includ- / 
ing Bin-Feed, for from 
4 to 14 rooms, Com- 
mercial models, includ- 
ing Bin-Feed, ranging 
in size for capacities 
from 75 pounds to 1200 
pounds of coal an hour. 


Cash in THIS YEAR with.. 
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ESTATE HEATROLA Ranges 
Estate Stove Co., Hamilton, Ohio 


odels: 4 models: 612, 619, 613 an 
616 
yelling Features: “Bar-B-Kewer” 
»le-switch controlled oven in 
«lel 616 gives 2-oven capacity in a 
single oven; unit in roof designed to 
radiate heat uniformly over entir« 
surface of broiler pan and is con 
trolled by a 6-heat switch; 3-surface 
units and a deep-well “Electric 
cooker”; a_ griddle plate, the 
“Grid-All”; hinged cover protects 
the surface of the griddle plate and 
provides handy work surface when 
Grid-All is not in use; each unit is 
equipped with a 6-heat switch; a 
“Toast-All” wire rack under Grid- 
All makes 6 slices of toast at a time. 
Model 612 has broiler in top of 
oven; model 619 has broiler in top 
of oven and coal kitchen heater; 
model 613 has waist-high broiler and 
Grid-All; model 616, illustrated, has 
“Bar-B-Kewer” and Grid-All 
Electrical Merchandising, January 1, 
1946. 





G-E Clocks 


General Electric Co., Appliance & Mdse 
Div., Bridgeport, Conn. 


Models: 5 new models—2 mantel, 2 
kitchen and 1 alarm models have 
Westminster chimes. 

Selling Features: Mantel models: 
Chorus, Federal American in design 
has grained mahogany finish; easy- 
to-read dial; black raised numerals 
on silver dial with curved glass crys- 


Joy model finished in grained wal- 
nut has gold hands, easy-to-read 





dial; black numerals on ivory back- 
ground. 

New Hostess, kitchen model fea- 
tures simplified hands, black lac- 
quered finish and a large sweep- 
second hand; easy-to-read dial has 
black numerals on cream-white face; 
case available in white, ivory, red or 
green plastic. 

Garcon, self-starting kitchen clock 
in white, ivory, green or red with 
blue hour and minute hands and ver- 
million sweep-second hand; dial has 
black characters on a cream white 
background. 

Delegate, alarm has a case of 
matched panels of golden mahogany ; 
brown numerals, light cream back- 
ground with curved glass crystal. 

Electrical Merchandising, January 1, 
1946. 
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CORY Coffee Makers 


Cory Glass Coffee Brewer Co., 221 N. 
La Salle St., Chicago, III. 


Model: Cory “Buffet Queen” and 
model DCE. 

Selling Features: Model DCE con- 
sists of Cory 8-cup Rubberless type 
vacuum coffee brewer with hinged 
decanter cover, easy-grip handle, 
safety stand for upper bowl and 
glass filter rod; both bowls decor- 
ated with hand striping; 2-heat 
electric stove has chromium finish 
and ebony plastic handles. 

“Buffet Queen” ensemble consists 
of an 8-cup coffee brewer, extra 
serving decanter and a 2-burner 
stove, one burner for high heat for 
brewing coffee, the other low heat 
for maintaining serving temperature. 
All-glass brewer has plastic hinged 
decanter cover, easy-to-grip handle, 


plastic measuring cup and safety 
stand for upper bowl. 

Electrical Merchandising, January 1, 
1946. 


v 


CADILLAC Cleaners 


Clements Mfg. Co., 6650 S. Narragansett 
Ave., Chicago, Ill. 


Models: No. 143-A and No. 300 
cylinder type. | 

Selling Features: Model 143-A motor- 
driven-brush cleaner has 2-speed 
motor—high for deep cleaning, low 





a 








al 
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for daily pick-up and delicate fab- 
rics; reversible, rotating motor- 
driven-brush is adjustable and re 
movable; equipped with automatic 
tilt device and nap adjustment; 
motor dynamically balanced to re- 
duce vibration and undue wear; 2- 
tone tan Hammerloid finish. 
Cylinder model 300 has self-lubri- 

cating motor, 500 watts, 110-120 
volts, a.c. or d.c. (32 volts available 
at no extra cost) new double-sealed 
ball-bearing motor equipped with 
dual 8-blade fans for better air 
volume; high and low speed; pressed 
steel cylinder coated inside and out 
with baked enamel to prevent rust, 
finished in Hammerloid; qdeaning 
and spraying attachments included. 

Electrical Merchandising, January 1, 
1946 














THERMO-BROILER Broiler 
Thermo-Brailer Co., New York, N. Y., 


Chas. W. Robbins Co., 853 Broadway, 


N. Y., National Representatives 


Device: Table broiler. 
Selling Features: 


Bakes, grills, fries, 
broils, roasts, toasts; heavy-gauge 
aluminum; maple handles; all parts 
removable for easy cleaning; heat 
range from 400 to 1000 watts. 


Electrical Merchandising, January 1, 
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DUO-THERM Oil Water 
Heater 


Duo-Therm Div. Motor Wheel Corp., 
Lansing, Mich. 


Model: No. 40-3. 


Selling Features: Capacity, 20 gal; 
heating capacity 21 gal. per hr., 60 
degs. rise; large central boiler ‘flue 
gives direct passage for quick uni- 
form heat transmission; patented 
dual chamber burner with no mov- 
ing parts; precision thermostatic 
control; constant-level oil control; 
handy water temperature adjust- 
ment; automatic draft regulator; 
heavy-gauge steel boilers of high- 
temperature, hot-dipped galvanized, 
finished in white enamel; overall 
height, 514 in. 


Electrical Merchandising, January 1, 
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G-E Kitchen Cabinets 


General Electric Co., Sink & Cabinet Div., 
Bridgeport, Conn. 
levice: 21 major cabinets, plus 16 
accessories for wall cabinets and 23 
accessories for base cabinets. 
lling Features: Accessories for wall 
nd base cabinets are interchangeable 





and include condiment shelves, towel 
racks, tray storage, cutlery boards, 
cup hooks, sliding vegetable bins, 
bread boxes, flour and sugar bins, 
and sliding lid racks. 

Automatic interior lighting, work- 
surface lighting and convenience out- 
let are provided; all connections are 
made from front underside of cabi- 
nets and wires are carried in a 
simple channel—if interior lighting 
is wanted a standard fluorescent 
fixture can easily be installed; ball- 
bearing drawers slide in and out 
easily; heavy steel wire shelves, pre- 
adjusted and removable permit easy 
cleaning and easy visibility in interi- 
ors; doors are identical and inter- 
changeable full recessed back has 
been cut down to a partial recess, 
increasing storage space. 

3 “package sinks” are included, 
which include a G-E base and a 
Crane sink .... a 42 in. sink 
with right- or left-drainboard; a 54- 
in. or a 60in. with the sink in the 
center. All sinks include a swing- 
ing faucet and a pull-out spray. 

Electrical Merchandising, January 1, 
1946 


MIRACLE Flour Sifter 


Miracle Electric Co., 
Chicago, /ll. 


Device: No. 150 flour sifter. 


Selling Features: Active vibrator as- 
sures complete sifting action; entire 
contents of sifter pass through screen 
in less than half-minute; aerates 
flour 3 times in one-operation; 110- 
120 volts, a.c. only; requires use of 
only 1 hand, other hand is free to stir 
batter. 

Electrical Merchandising, January 1, 
1946 
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ELECT APPLIANCE 
IN OW NEW PRODUCTS 


CARRIER Farm Freezers 


IN PRODUCTION: : a 


Models: 2 upright farm freezers, 30 


4 cu. ft. and 15 cu. ft. 
: Selling Features: Front-opening doors 
1 . provide convenient access to freezing 
- o- and storage shelves; 30 cu. ft. model 
3 me | =: "es 
SIMMONS Electronic Blanket 
Y 6! eC Simmons Co., 383 Madison Ave., 


New York, N .Y. 


Device: Simmons Electronic Blanket. 


Selling Features: Automatically main- 
5 j X T U ig ke: “y tains the degree of warmth selected 
by the user and compensates for : 
changes of body and bed tempera- provides storage space for 1,000 to 


ture regardless of the degree of 1,200 Ibs. frozen foods; 15 cu. ft. 

room cold or heat; small bedside model has a 500 to 600 Ib. capacity; 
AND control containing 3 "electronic tubes freezing capacity of each unit is 
automatically regulate warmth in from 50 to 75 Ibs. of food per day. 
blanket; flexible wire consisting of 30 cu. ft. model contains a 4 hp 


2 parallel conductors runs thruout hermetically sealed compressor. 15 
interior of blanket to provide even cu.-f. model has at h.p. compressor. 
distribution of warmth over entire Shelves of both freezers serve as 


sleeping area—one of the conductors cooling plates affording even tem- 
serves as a warming element, the perature distribution throughout and 
other, known as the “feeler” wire, provides direct-contact freezing on 
ee governs the degree of warmth at 3 or 4 shelves. : 
all times blanket is in use by send- Other features are ease of serv- 
P . ing impulses to the control, which 
Flex-o-plan Redy Made units are pre-fabri- automatically reduces or increase. 
 cangges oe — blanket until it 
= vogegt? H as reached the degree set on con- 
cated and pre-planned to "fit" any radio tro dal blanket weigh, . 
. s.; available in blue, cedar, rose, 
and appliance store layout. They are be- ah aid meeeen ae Ga eae 
eads from blanket to small smartly 
styled electronic control. 


x : . P Electrical Merchandising, January 1, 
the design and dimensions shown in 1946. nae 











ing produced in exact accordance with 


Admiral's Revolutionary Flex-o-plan Book 
to produce an economical method of 
Store Modernization for the Modern 


. . ice; extra-heavy insulation resulting 
Minded Retailer. in economy of operation ; baked 


white enamel interior and exterior 
finish; heavy-duty door handles 
2 equipped with lock device; built-in 
; signal light to show proper opera- 
tion; both models designed to main- 
° . tain a zero to 5 deg. storage tempera- 
For complete details and assistance Se ts & 150 Gn Soom. 
on your store modernization program Availability: Manufacture will start 
in February. 


ee Electrical Merchandising, January 1, 
SEE YOUR in 1946. 


ADMIRAL DISTRIBUTOR SPEED QUEEN Ironer 7 


Barlow & Seelig Mfg. Co., Ripon, Wis. Wringer Roll Duplicator 
or write Model: Super Duty R150 Deluxe R&S Co., 


cabinet model. 2120 N. 12th St., Milwaukee, Wis. 


Selling Features: Roll 26 in. 2-speed; ‘ 1 
oversize, hardened, scratch-proof Device: Replacement wringer 10 
= INC shoe with insulated lip; ruffler duplicator. 
- e plates; improved shoe bracket for Selling Features: Duplicates tanged 
i uniform and maximum pressure; ends, square drives, flats, long and 
Producers of fine fixtures and displays acid-resisting, poreclain table top; | Woodruff keyway; also cuts of 
“ ‘ : dual thermostat controls; 2-end steel shaft and chambers sharp cut 
Saint L ouils 3 Missouri tables; lap board; pilot light; 18-in. off end of wringer roll shaft; milling 
’ table top; automatic knee control; end of one wringer roll can be done 
knee “press” control ; locking devices while cutting off shafts to length on 
on 2 casters; white finish with red another roll; requires no technical 
trim. skill to operation. 

Electrical Merchandising, January 1, Availability: In production. 

1946, Electrical Merchandising, Jan. 1, 1946. 
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A NATIONAL SHOW 


for your product 


FOR *37,200 A YEAR 


complete 




















QUICK FACTS ON REDBOOK 


if 
‘ 
i) Redbook buyers pay 25¢ an issue — buy to 
? i read! 
4 FR 
oe 


High editorial percentage creates cover- 


to-cover interest. 


Twelve insertions in Redbook give you 
“continuity” in your advertising at a low 
cost — in fact, only $37,200 a year. 





25¢ selling price contributes nearly 
$4,000,000 toward paying for the 
National Show. Monthly issues 
guarantee longer life. Reader Re- 





search assures constant appeal. 
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[' you'll sit up and take notice gentlemen — we can 
get down to cold fact and simple logic. 

“Even with electrical appliance manufacturing under 
way,” (continued the Chairman of the Board) “initial 
production will probably be limited. Conditions will call 
for ‘smart dollars’ that know where, when and how we 
can do MORE advertising for LESS money. 

“So why not consider the NATIONAL SHOW FOR ONLY 
$37,200 a year offered by REDBOOK MAGAZINE. Here is 
a cohesive audience of 1,500,000 families who enjoy 
fine fiction . . . the proof and criterion of their way of 
life... of their preference for good appliances. 

“Gentlemen, I’m no advertising expert,” concluded the 
Chairman of the Board — ‘“‘but this looks good to me!” 

* t ae 
With more advertising space becoming available, con- 
sider Redbook’s National Show for only $37,200! 





To Nearly 1/5 of America — 


A Program of proven Sales Power. 


Redbook, Cosmopolitan, and American, TH! 
6 MILLION FAMILY MARKET, reach six mil- 
lion homes with less than 15% duplication 

approximately one out of every 5 in the 
United States. And a full page in every issue 
of all 3 magazines costs only $160,000 a year. 
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Ov INSTALL 
PLACEMENT-UNITS 


Army Si? Eatces’ letter of high 
orts. Th Same precision work- 
plaudits from Uncle Sam will 


iness because you make a 


ALL ORDERS FOR T-K REPLACEMENT UNITS FILLED IMMEDIATELY 


GET A T-K DEALERSHIP NOW 
MAIL THIS COUPON 


TUTTLE & KIFT 


GENERAL OFFICES AND PLANT 
1825 NORTH MONITOR AVENUE ° 


INC. 


Gentlemen: Please send me name and address of nearest TK disiributor. No obligation. 


FIRM NAME 


ADDRESS 
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CHICAGO 39, ILLINOIS 


ELECTR 


APPLIANCE 


NEW PRODUCTS 


domestic fixture; luminous side pan- 
els; gracefully curved louvers to 
add free-flowing line; metal end 
plates with insets of molded trans- 
lucent plastic; rigid canopies to hold 
luminaires in fixed position; moder; 
design adaptable to blend with the 
finish and furnishings of most home 
interiors; available in white and 
chrome or ivory and gold; louvers 
are hinged and starters inset for 
easy relamping and replacement 
Electrical Merchandising, Jan. 1, 1946 
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FRIGIDAIRE Refrigerators 


Frigidaire Div., General Motors Corp., 


Model: DI-7 Deluxe. 

Selling Features: 7 cu. ft. capacity; 
outstanding improvements the 12- 
way convertible interior which 
creates a flexible shelf arrangement 
that can be changed to meet any 
storage emergency; convenient non- 
refrigerated storage bin at base of 
refrigerator; glass-topped hydrator 
provides 583 cu. in. moist storage 
space for fresh fruits and vegetables. 

Electrical Merchandising, Jan. 1, 1946. 





FRIGIDAIRE Ranges 


Frigidaire Div., General Motors Corp., 
Dayton, O 


Model: BI-60 Deluxe. 


Selling Features: Cook-Master oven 
control cooks a complete meal to 
the precise second; economical flu 

orescent cooking top lamp; large 

oven with waist-high broilers; 2 

utensil storage drawers and a warmer 

‘a drawer; porcelain front; radiautube 

cooking units of exactly controlled 

heats; 7 qt. deep-well Thermizer is 

operated by a 3-heat, 650-watt unit; 

white porcelain enamel finish; clock 
control; automatic time signal 

Electrical Merchandising, Jan. 1, 1946 
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ELECTRA-SERVE Bottle 
Sterilizer 


Electrical Industries, 42 Summer Ave., 
Newark, N. J. 


Device: Bottle and accessory steril- 
izer. 

Selling Features: Takes 6 bottles any 
size, 6 nipples, 6 caps, 2 spoons, 
funnel and sterilizes inside and out; 
automatic controls prevent overheat- 
ing ; made of easily cleaned, sanitary 
porcelain with lightweight aluminum 
cover; 2 heat-proof handles for easy 
carrying. 

Electrical Merchandising, Jan. 1, 1946. 
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K-M Heating Pad 
Knapp-Monarch Co., St. Louis, Mo. 
Device: K-M Deluxe heating pad 

No. 27A-501. 


Selling Features: Visual multi-heat 
glows in dark, easy to regulate to 
any heat desired; removable zipper 


VIRDEN Fluorescents 
John C. Virden Co., 6103 Longfellow 





Ave., Cleveland, O. 
Device: Two fluorescent fixtures for 
the home. 


Selling Features: Two sizes: a 2- 
lamp, 20-watt and a 2-lamp, 40-watt 
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cover moisture repellent, washable, 
sanitary; element encased in pat- 
ented K-M fire-proof asbestos en- 
velope; 60 watts, 115 volts, a.c. or 
d.c. 


Electrical Merchandising, Jan. 1, 1946 
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nt F You’ve got to make calls 


sit if you want to get RESULTS! 


Undoubtedly the advantage lies with the fellow who gets around. The same 





thing is true of advertising. The more your messages get around the better they 
do. That is, if they are seen by the best prospects. 


With 2% million subscribers, Farm JouRNAL will take your advertising to half 
¢ tw) 


a million more homes than any other rural magazine. And all of this circulation 
lead is in the nation’s high income counties, where farmers collected 81.4 percent 


of the U.S.A.’s farm cash income last year. 


, — Barun Jou rma wos: sce evens mrcazin 
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KitchenAid 
is Back! 


See the 
Housew 


Palmer 


KiTcHENAID line at the 
ires Show-Room 635 at the 
House 
29-January 4 
play demonstrating KircHenAw’s ex 
See the full 


ine of household mixers developed 


from the famous Hobart commercial 
mixers—a complete range of attach- 
ments—plus the fast-selling KrtcHEen- 
Aw electric coffee mills. 


Chic ago, December 


See the animated dis- Here’s an 
outstanding line for you — competi- 
tively priced, nationally advertised, 
offering full margins. 


lusive mixing action. 


| 


Remember Room 635 


Just follow the crowd, or better 
yet, get there ahead of it 


— 


itch oo / a 


The Hobart Manufacturing Company + KitchenAid Division + Troy, Ohio 








Selling Features: 





ELECT 


APPLIANCE 


NEW PRODUCTS 








ESTATE HEATROLA Oil 
Heaters 


Estate Stove Co., Hamilton, Ohio 


Models: Nos. 981, 982 and 983. 

Model 981 has a 
rated heating capacity 3,000 to 
6,000 cu. ft.; model 982, 4,000 to 
8,000 cu. ft.; model 983, 5,000 to 
10,000 cu. ft.; features include “Pot- 
of-Gold burner; constant level valve 
with “Fuel Compensator;” adjust- 
ment knob for control of oil feed 
to burner; automatic remote heat 
control extra; 6-gal. oil tank inside 
cabinet ; Intensi-Fire air duct; auto- 
matic draft regulator; pedestal base 
securely bolted to base of heater; 
pebbled, porcelain-like finish, dark 
walnut with lighter tone ripple fin- 
ish in base and door. 

Electrical Merchandising, January 1, 


1946. 











GEM DANDY Churn 


Alabama Mfg. Co., 1801 First Ave., N., 
Birmingham, Ala. 


Device Butter churn mounted on 
sanitary aluminum base with 4 Neo- 
prene covered supports adjustable 
to fit users crock or jar up to 6 gal. 


Selling Features: Slow speed motor, 
1/20 h.p., 110 volts, a.c. gives longer 
life, better butter; detachable alumi- 
num shaft; sanitary adjustable 
dasher ; streamlined, Bakelite 
handle; switch in cord; clear glass 
barrel type containers available in 
3 and 5 gal. sizes. 

Electrical Merchandising, January 1, 
1946 
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MIRACLE Irons 


Miracle Electric Co., 36 S. State St., 
Chicago, /il. 


Device: No. 160 automatic and No. 


320 automatic featherweight. 


Selling Features: No. 160 veighs 
only 5 lbs.; “Fore-N-Aft” pointed 
sole makes ironing easier—aft point 
eliminates reversing iron to get into 
small spaces; wrinkle-finder head. 
light; thermostatically controlled 
fabric heat selector; operates on ac. 
only, 110-120 volts, 1,000 watts 

No. 320, featherweight model 
weighs only 3 Ibs.; T-K heating ele. 
ment is imbedded in aluminum alloy 
sole plate improved fabric tempera- 
ture selector; operates on a.c. only, 
1000 watts, 110-112 volts; plastic 
gripfitting handle, plastic rear ex- 
tension prevents scorching when set 
on end; air-cooled throughout 

Electrical Merchandising, January 1, 
1946. 


SIMPLEX Ironer 


American Ironing Machine Co., Algon- 
quin, Til. 

Model: Space Saver, No. S-464. 

Selling Features: Portable Ironette 
mounted on a table and enclosed 
in a hinged cabinet with knee press 
control, pilot light and automatic 

thermostat, to retail under $50.; 
22 in. roll, 5-in. diam., “free- 
rolling”; 2-open ends, scratch-proof 
shoe; capacitor type motor, nolse- 
less; 1200 watt Nichrome element; 
adjustable thermostat with tempera- 
ture ranges up to 450 degs.; shoe 
can be tilted back for steaming and 
pressing; flat table top of cabinet 
finished in white baked enamel; 
overall dimensions 31 in. long, 13 
in. wide, 33% in. high. 

Electrical Merchandising, January 1, 
1946. 


WHITE-RODGERS Thermostats 


White-Rodgers Electric Co., 1209 Cass 
Ave., St. Louis, Mo. 

Device: Series 120 low voltage room 
thermostats. 
Selling Features: Hinged steel cover 
conceals and guards thermometer 
and touch temperature adjustor; 
case; bi-metal element improved +t 
provide maximum sensitivity; pos 
tive snap-acting contacts; 2-wire in 

stallation; available in anticipating 
and non-anticipating types; range - 
to 85 degs. F.; ivory finish. 

Electrical Merchandising, January 
1946 


PAGE 208 


JANUARY 1, 1946—ELECTRICAL MERCHANDISING 



























ICE 


Veighs 
Pointed 
‘alt point 
| get into 
er head. 
ontrolled 
-S ON ac, 
atts 
mode] 
iting ele- 
um alloy 
tempera- 


LC. Only, 
plastic 
rear ex- 
vhen set 
lout 
huary |, 





Algon- 


-464. 


Ironette 
enclosed 
-e press 
itomatic 
r $50; 

“free- 
+h-proof 
, notse- 
lement ; 
-mpera- 
-; snoe 
ing and 
cabinet 
*namel ; 
yng, 13 


uary 1, 


stats 
» Coss 








AT 2 SE A A 







Time Subscriber 6-50-ZDDH268-181, W. F. Newton of Dothan, Alabama, owns 
this white brick house selected by the editors of Architectural Forum as one of the 
recently constructed U.S. homes most likely to influence new trends. 





























THE THINGS YOU MAKE should be Displayed 
IN THE SHOW-ROOM HOMES of the Nation 


— OTOr™ SS 


“ OUR NEW and better washers and waxers, radios, The incomes of TIME families are approximately $3000 a year 

ranges, and refrigerators will first be used and seen in higher than that of the average U. S. family. TIME-family heads have 

use in homes like Mr. Newton’s—the homes of the the responsible positions in business and social life: almost half a 

families all across the nation who are quickest to understand million TIME men and women hold jobs of executive status; nearly 
why they are better—and best able to buy them. a million are active in one or more civic organizations. 








Not all such homes, of course, belong to TIME-readers—and In the kind of homes they*buy and build, and in the electrical 
not all T1imE-readers’ homes are like Mr. Newton’s. But, by appliances with which they equip these homes, you would 
and large, the 1,300,000 families who read TIME are upper expect families like these to set the pace for modern American 
income-and-influence people, with looked-up-to and looked- living. They do. 


into homes in almost every American community. 


ADVERTISInG OFFICES . NEW y RK 









BOSTON * PHILADELPHIA 







ET & 
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Take products like Eureka’s complete 
new Home Cleaning System, first new 
house-cleaning idea in years... a Cordless 
Electric Iron that’s really revolutionary 

. . an electric Waste Food Disposer 


that’s precision-engineered from the 


Dr 
A 
J 


woman’s point of view! Take products 


a like these that talk a woman’s language 


... time-savers, work-savers, with 


BRILLIANT NEW 
POSTWAR 
PRODUCTS 


sales-making ideas behind them. Add to 
them a dealer franchise based on 
Eureka’s new Tailored Market Coverage 
plan...a plan that provides an adequate 
market to each qualified Eureka dealer, 
and the basis for a profitable long term 
business. The result is an interlocking 
network of richly qualified dealers that 

is the finest in Eureka’s history. It was 


bound to happen! 


EU 


PROD 


M 
ENGINEERED FROM THE wo 


EANING SYSTEM 
EUREKA TANK-TY 
EKA WASTE FO 


AN’S POINT OF view” 
“PRECISION 
EUREKA HOME CL 


EUREKA UPRIGHT CLEANER on a 
EUREKA ELECTRIC CORDLESS ! 


c npany, Detroit 2, Mich. 


pe CLEANER 
OD DISPOSER 


THE FINEST DEALER 
ORGANIZATION IN pene tame SPACE 1768 


EUREKA HISTORY EUREKA’S NEW CiHCAGO FURNITURE 
PROFIT MAKERS SPACE 1475 


AT THE MARKET CHICAGO MERCHANDISE 
MART 
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ELECTR APPLIANCE 


NEW RADIO PRODUCTS 



































G-E Radios 


General Electric Co., Radio Div., Bridge- 
port, Conn. 


AVC, push-button circuits perme- 
ability tuned, speaker matched to 
cabinet. 

Avalon 401, radio-phono combina- 
tion, 6-tube a.c.; AVC; variable 
tone control; automatic record 
changer; permanent sapphire needle. 

Malibu A501 radio-phono console; 
new all vision, fully illuminated, 
edge lighted dial; automatic record 
changer hold 10-12 or 12-10 in. 





ing eye and rectifier in addition to 
AM chassis tubes. AM radio-phono 
chassis has separate power supply 
and amplifier with 25 watt output, 
13 tubes including 2 rectifiers and 
tuning eye; 8-station automatic 
pushbutton tuning. 

Regency Symphony, late 18 cen- 
tury cabinet in mahogany, prima 
vera and walnut, 34 in. wide, 194 
in. deep, 384 in. high; has same 
specifications and chassis features of 
Belvedere. 

Electrical Merchandising, January 1, 


1946. 
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GAROD Radios 


The Garod Radio Corp., 70 Washington 
St., Brooklyn, 1, N. Y. 


Models: 6D1 table model, 5D1 porta- 


Vodels: 11 table, 2 portable and 2 
msole models. 
Selling Features: Table models: 321, 
ic.-d.c. 6-tube superhet; standard 
band; tone control; pushbutton tun- 
ing; built-in wave trap; 2-tone wal- 
it cabinet with multi-weave speaker 
grill. No. 219 and 220, a.c.-d.c. 6- 
tube-superhet; standard and short- 
ave bands; tone control; brown 
lastic cabinet (No. 220) ivory 

No. 219). 

No. 221, a.c.-d.c. 6-tube superhet ; 
2-bands; tone control; mahogany 
abinet 

Nos. 110 and 111 a.c.-d.c. 5-tube 
superhet; 1-band; 4 in. Dynapower 








HOWARD Radios 


Howard Radio Co., 3150 N. Lincoln St., 
Chicago, Ill. 
Models: 901-W, and 902-W. 


Selling Features: Both models use 5- 
tubes (1 double duty for 6-tube 














speaker with Alnico 5; brown plastic 
cabinet (No. 110) ivory (No. 111). 

Nos. 103 and 105 Deluxe a.c.-d.c. 
5-tube superhet, 1l-band; solid ma- 
hogany cabinets in 2-tone finish ( No. 
103), and in blond finish, (No. 105). 

Nos. 101 and 100, Deluxe a.c.-d.c. 
5-tube- superhet, 1-band;  1-piece 
molded plastic cabinet; brown (No. 
100), and ivory (No. 101). 

No. 106, 5-tube a.c. table model 
adio-phono model with 63 in. Dyna- 
power speaker; l-band; G-E tone 
arm automatically starts phono turn- 
table; sapphire needle; American 
walnut and maple finish. 

3-way Portables: Nos. 254 and 
255, a.c.-d.c. battery, 6-tube superhet, 
l-band; around house plays like any 
table model; easy-to-reach cord 
plugs into housecurrent ; out of-doors 
plays on batteries good for approxi- 





mately 250 hrs.; Beam-a-Scope an- 
tenna; gray airplane cloth luggage 
finish (254G) or tan simulated sad- 
dle leather (254T); 255G and 255T 
are also available in same finishes 
with Underwriters’ Lab. approval. 
Console models 326 and 327, 7- 

tubes, including rectifier, a.c. super- 
het; 2-bands; 12 in. Dynapower 
speaker; tone control; automatic 
record changer, plays 10-12 in. or 
12-10 in. records; 18th Century 
period cabinet available in 2-toned 
mahogany veneer (No. 326) or 2- 
toned walnut (No. 327). 

Electrical Merchandising, January 1, 

1946. 


performance) ; superhet circuit with 
built-in giant low loss loop antenna; 
antenna connection for weak signal 
areas, no ground needed; gloating 
2-gang condenser; full vision dial 
with large brown numerals on gold 
ground, calibrated in kc; 5-in. dy- 
namic speaker flated to minimize 
microphonism; beam power output. 

Model 901-W, has cabinet of 
Thermo-Set walnut plywood; full 
back cover; 13 in. wide, 7? in. high, 
6 in. deep, tuning range 540-1700 





‘3 





ke. full Broadcast band and some 
police signals; 110-125 volts, a.c.d.c. 
Model 902-W, has picture frame 
cabinet of Thermo-Set walnut ply- 
wood, front panel in blonde mahog- 
any with dark louvres, 12 in. wide, 
83 in. high, 7 in. deep.; 2 bands: 
540-1700 ke. and 6-18 mc full Broad- 
cast, some police signals and Ameri- 
can and foreign shortwaves. 
Electrical Merchandising, January 1, 
1946 


v 
HOFFMAN Radios 


Hoffman Radio Corp., 3430 So. Hill St., 
Los Angeles, Calif. 


Models: 7 models, 4 table models and 
3 radio-phono combinations. 
Selling Features: Hacienda-A200, 5 
tube, ac-dc; ivory or walnut plas 
tic cabinet with matched-to-cabinet 
speaker; AVC and built-in antenna.. 
Monterey A 300, 6-tube a.c. has 
slide rule, edge lighted dial with 
third dimension numerals. 
Laguna A 301, 6-tube a.c. with 





























records; standard and 2 short-wave 
bands; 2 separate storage compart- 
ments in cabinet. 

Catalina A302, 5-tube ac-de table 
model has striated blond, natural 
wood finish. 

Shasta A500, radio-phonograph 
console. 


Electrical Merchandising, January 1, 


1946 
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MAGNAVOX Radios 


The Magnavox Co., Fort Wayne, Ind. 


Models: Chairside, Belvedere and Re- 


gency Symphony. 


Selling Features: Chairside, radio- 


phono console; both radio and 
phonograph controls are within easy 
arm reach; available in mahogany, 





white oak, prima vera and walnut; 
over-all cabinet dimensions 30 in. 
long, 17 in. wide, 254 in. high; 
equipped with Magnavox 12 in. Duo+ 
sonic speaker; automatic record 
changer; Magnavox Pianissimo 
pick-up; AM _ radio-phono chassis 
with 12 watts power output, 9-tubes 
including rectifier and tuning eye; 
6 station automatic pushbutton tun- 
ing; broadcast and shortwave bands 
cover tuning range of 4.9 mc to 
18.3 me. variable slectivity, high 
fidelity band expander, base control, 
continuously variable treble control, 
etc. 

Belvedere, Chippendale 18th cen- 
tury cabinet in mahogany, walnut 
and white oak, 36 in. wide, 184 in. 
deep, 344 in. deep, equipped with 
2-12 in. Magnavox Diosonic speak- 
ers; automatic record changer; op- 
tional FM chassis has 8-tubes, tun- 





ble, 8APX2 console. 


Selling features: 6D1, table, 6 tube 


AC 2-band superhet 530-1630 kc 
(182-555 meters), 18.5-5.6 me (16-52 
meters), foreign and domestic. Large 
dynamic speaker, automatic volume 
control; even tone control; easy-to- 
read slide-rule dial; 2-tone walnut 
veneer cabinet. 

5D1, “Playmate” 3-way portable, 
ac-de or batteries. New Alnico 











permanent magnet speaker. Bright 
plastic volume and tuning control 
knobs; protective louvred metal 
grille; plastic slide-rule dial; snap 
lock; leather handle; concealed loop 
antenna in front raising lid; all 
batteries and electric cord self-con- 
tained. 2-toned leatherette 5D2, de 
luxe 2-tone leatherette model with 
a lucite handle. 
8APX2, Chippendale inspired 2- 
tone walnut cabinet houses de luxe 
automatic radio phono. combination. 
“Grandtone” electronic circuit em- 
ploys 8-tubes for foreign, domestic, 
and short wave reception. 2-post 
record changer accommodating 
twelve 10” or ten 12” discs mounted 
in “Hide-A-Way” drawer. Spacious 
record compartments concealed be- 
hind two lower doors. 12” high 
fidelity “Cathedral” speaker repro- 
duces rich bass as well as sparkling 
treble tones. SAPX3 available in 
rich mahogany. 
Electrical Merchandising, January 1, 
1946. 
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AN AMAZING 
NEW APPLIANCE! 


RETAIL PRICE 


Priced at only $12.95, The Breakfaster is a “sales natural” for 
homes, apartments, or college dorms—for a quick breakfast, a 
regular meal, or an off-hour snack. Makes golden-brown toast 
in the convenient pull-out compartment, while at the same time 
the top plate can be used to brew coffee, boil eggs, heat soup, 
cook vegetables; fry meat, fish, eggs or potatoes. 

The Breakfaster is ready for use anytime and anywhere! 
Operates on 60 cycle, 110 volt AC or DC current. Sturdily made 
for trouble-free service. Heating element is entirely covered. 
Toasting compartment easily and quickly removed for cleaning. 








CALKINS APPLIANCE CO. 
On Display at NILES * MICHIGAN 
HOUSEWARES SHOW 
Booth 3, 4th Floor 
PALMER HOUSE 
CHICAGO 





FURNITURE SHOW 
Room 48, 17th Floor 
FURNITURE MART 











NEW POSITIONS 





National Adequate Wiring Bureau 


Military service was no hindrance 
to the furtherance of the civilian career 
of P. E. McCaughey, newly elected 
manager of the National Adequate 
Wiring Bureau. In fact, his job as 
captain in the signal corps was to sup- 
ervise the purchase of $700,000,000 
worth of electric and electronic equip- 
ment for Uncle Sam. 

Mr. McCaughey’s entire educational 
and business background has been 
along electrical lines. He graduated 
from the University of Michigan with 
an electrical engineering degree and 
then took extra courses at Harvard 
and M. I. T. 


P. E. McCAUGHEY 


First firm to employ him was the 
Cutler-Hammer Co., with which he 
progressed from student engineer to 
sales engineer. His next position was 
manager of the St. Louis Adequate 
Wiring Bureau and at the outbreak of 
the war he developed the “Engineered 
Wiring Plan” designed to insure ade- 
quate home wiring despite shortages 
of critical materials. 


Frigidaire Division, 
General Motors Corp. 


Neat, mustached C. H. Glenny, for 
15 years with the Frigidaire division of 
General Motors, has been upped to the 
managership of the major dealers di- 


Cc. H. GLENNY 


vision and will supervise Frigidaire’s 
activities in the department and furni- 
ture store and major dealer fields. 
Mr. Glenny joined forces with Frigid- 
aire in 1930 as special representative 
to the New York manager. Two 
years later he held down his own desk 
as service office supervisor. Positions 
as credit manager, service sales man- 
ager, and salesman followed. Early 
in 1945 he was named head of special 
assignments in general sales at the 
home office in Dayton, retaining this 
title until his most recent advancement. 
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Birtman Electric Co. 


W. A. Nixon has returned to his 
sales job with Birtman Electric Co, 
of Chicago after a three year leave of 
absence. His territory will extend 
from Washington to Syracuse and 
east of Harrisburg. 


General Mills, Inc. 


The staff of the new home appliance 
department of General Mills, Inc., has 
been increased by the addition of two 
district managers, it was announced 
by Roscoe E. Imhoff, department man- 
ager. 


JOSEPH D. KELLY 


Joseph D. Kelly, two-war soldier and 
former Westinghouse worker, has been 
named to manage the central district. 
He will open his offices in January in 
the Merchandise Mart in Chicago. Mr. 
Kelly was a naval engineering officer 
in the First World War, was asso- 
ciated with Far Eastern trade opera- 
tions until 1926, joined the Radio Corp. 
of America for four years, was Na- 
tional Range sales manager for West- 
inghouse, and served as a commander 
in the Maritime Service during the 
Second World War. 

William D. Peters will move into 
Pittsburgh offices as East Central dis- 
trict manager. He has accumulated 
35 years of experience in employment 


W. D. PETERS 


with such concerns as the Goodyear 
Tire and Rubber Co., Westinghouse, 
and the West Penn Power Co. He 
was born and educated in New York 
City and is a veteran of World War I 


Howard Radio Co. 


Vice-president Howard C. Briggs 
is back at his post in charge of do- 
mestic sales the Howard Radio Co. 
after 34 years in the radio and radar 
procurement division of the navy. 
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For Economical and 

















Dependable Service 





es 
a very carefully choosing a line of appliances 





that would give economical and dependable service, 
we looked for the same attributes in a financial institu- 
tion with which to do our business. It was easy to see 
from the record why Commercial Credit Company 


would meet our requirements. 


“It is gratifying that the new Commercial Credit set-up 


: will offer more to our firm, as well as to our customers, 





. than the other financial firms have been willing to pro- 
C vide. It is another source of satisfaction to do business 
\ | with an institution which over a period of years has had 
‘ an irreproachable for integrity and 


fair dealings.” 


“7 
/ 


Pa a 
a ~~ le 
i e. . ae Oo Secretary-Treasurer 


SOUTHWESTERN APPLIANCE COMPANY 


Amarillo, Texas 


COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 


Capital and Surplus more than $80,000,000 
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NOW ACCEPTING ORDERS 


for QUICK DELIVERY of the 
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**Time Saver’’ Pressure Cookers are now actually being manufactured—in large quanti- 
ties—and ready to ship upon receipt of an order. There is no further need of telling your 
customers ‘‘we expect pressure cookers soon.’’ Instead, rush your order to us, get the 
cookers into your store, be the first to make an announcement in your local newspaper 


and WATCH YOUR SALES SOAR. Each sale will bring many REPEAT sales through 
recommendations. 


Each ‘‘Time Saver’’ Pressure Cooker is Guaranteed. A guarantee certificate plus an at- 


tractive 24 page ‘‘time table’’ cook booklet comes with each cooker. The Guarantee is 
an added sales stimulant. 








Time-Saver” Pressure Cookers are cast of a special quality aluminum alloy 
with a highly polished lustre. The 4 qt. sauce pan bas been designed with a 
flat, broad bottom which gives it maximum flame energy. Another modern 


feature for perfection in pressure cooking is the 3 pressures gauge, 5 lbs., 
10 lbs., 15 lbs. 


























The new 24 page time-chart booklet will be sent to dealers upon request. 



































MATS 
for newspaper ads avail- 
able in various sizes. 





PRESSURE COOKER 








01946 Pats. Pending 








Manufactured by 


TRAUBEE PRODUCTS, inc. 














924 BERGEN STREET, BROOKLYN 16, NEW YORK 








NEW POSITIONS 
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Sylvania Electric Products, Inc. 


It’s been a shift from industria! re- 
lations to engineering for E. Finley 
Carter at Sylvania Products. Mr. 
Carter, formerly vice-president jn 
charge of industrial relations, has been 
announced by president W. E. Poor 
as vice-president in charge of engi- 
neering, following the resignation of 
Roger M. Wise. 


E. FINLEY CARTER 


Mr. Carter was assistant chief engi- 
neer of Sylvania’s radio division for 
several years. His most recent job 
has been filled by personnel expert 
Howard L. Richardson. 

New western manager of equipment 
tube sales for Sylvania Electric Prod- 


L. A. WHEELOCK 


ucts Corp. has been announced by 
sales manager C. W. Shaw as L. A. 
Wheelock, a Sylvania employee since 
1932. He combines his old job as 
manager of the central division with 
his new duties. 


Parker Appointed 


Fred B. Parker has been named 
assistant sales promotion manager of 
Sylvania Electric Products, Inc., ac- 
cording to an announcement made re- 
cently by John P. Waters, advertising 
manager of the company’s lighting 
division. 

Formerly sales representative for 
the company in Florida, Mr. Parker 
has been with Sylvania Electric since 
November, 1944. 


U. S. Television Mfg. Corp. 


After three years of service as 2 
marine captain, Hamilton Hoge has 
been unanimously re-elected president 
of the U. S. Television Mfg. Corp. 
John Hoge, acting president during the 
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Early American Type Automatic— 
Complete with FM. 


Sparton—ready to roll! 































Modified Modern Type Automatic— 
Complete with FM. 











PARTON is ready and waiting! Waiting for that long-delayed ’ 
rap “Go-ahead” signal! a 
engi- a 
on for When the green light flashes—a host of new and beautiful He 
it_job Spartons will start moving your way. 
expert : < 
Consoles—Table Models—FM Combinations! Better in tone ra 
or and finer in styling than anything offered before! is 
If you are interested in being the exclusive Sparton dealer # 
in your community and in receiving shipments on a direct e 
factory-to-dealer basis, write Ed Bonia, Sales Manager, The ye 
Sparks-Withington Company, Jackson, Michigan.* ‘ 
THE SPARKS-WITHINGTON COMPANY, JACKSON, MICHIGAN ¢" 
‘ ; ae Compact Automatic Radio-Phonograph 
| RADIO'S RICHEST VOICE SINCE 1926 for small homes and apartments. 





*All Sparton Radios are sold under the SCMP (Sparton Cooperative 
Merchandising Plan) to one dealer in each community 
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Sheraton Type Automatic— 
Complete with FM. 
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NEW POSITIONS 





Emerson Radio and 
Phonograph Corp. 


Harold E. Karlsruher has been ap. 
pointed Eastern regional sales manager 
for Emerson Radio ahd Phonograph 
Corp., according to an announcement 
by Edgar G. Herrman, sales manager, 
Mr. Karlsruher, who has been with 
the company for 13 years—no unlucky 
number for him—will cover the metro- 
politan New York area, New Jersey, 
Eastern Maryland, Baltimore, and 
Washington. Prior to his new assign- 
ment, Mr. Karlsruher served as gen- 
eral sales manager for Emerson-New 
York and general manager of Emer- 
son’s Reconstruction Finance Corp. 


Red Jacket Mfg. Co. 


Greater responsibility has fallen to 
H. R. Lafferty of the Red Jacket Mfg. 
Co. with his recent promotion to gen- 
eral manager, succeeding F. C. Simon- 
sen, resigned. Mr. Lafferty graduated 
from Cornell in 1911 and has been 
associated with Red Jacket since that 
time. 


H. R. LAFFERTY 


Aiter eight years as a field repre- 
sentative, Leo P. Friske was an- 
nounced as new sales manager. Joseph 
A. Fell, whom he replaces, has shifted 
to purchasing agent. 


LEO P. FRISKE 


Webster Chicago Corp. 


An announcement just issued by 
Webster-Chicago Corp., states that 
Donald MacGregor was elected execu 
tive vice-president of that organization 
as well as being made a director of the 
company. 

Also elected a director of Webster 
Chicago was John F. Bolger, vice- 
president of Shillinglaw, Bolger an 
Co., Investment Bankers—located at 
120 S. La Salle Street, Chicago. 
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A motor overheats...reaches the danger 

point and if not properly protected burns out... 

the entire hermetically sealed unit of the refrig- 

“sn — erator must be taken out and returned to the 

factory for repairs or replacement. Motors can and do overheat and burn out in 

hermetic refrigerators—yet, burnouts can be easily avoided with Klixon dome- 
mounted Motor Protectors. 

Installed on the dome, next to the motor where it can follow every motor 
temperature change, a Klixon Protector safeguards the motor by cutting it “off” 
the line should the motor become heated beyond the maximum safe temperature. 
Then when the motor cools, the protector snaps the power back “on” auto- 
matically restoring service and continuing refrigeration. Because it is built in 
by the manufacturer of the hermetic unit and becomes an inherent part of the 
mechanism, Klixon protection provides a tested and proven combination... 
always protecting the motor for its full life expectancy. 

Keep your customers sold on your equipment... reduce service calls... 
and minimize factory returns for repairs and replacements by specifying hermetic 
refrigerators with built-in Klixon dome-mounted Motor Protectors. 

For complete information on how Klixon dome-mounted Protectors protect 
motors... and how you can get Klixon Protection on your line of hermetic 
refrigerators, write, phone or wire— 





DOME - MOUNTED 
Nee 


ctors 


HERE’S HOW 
KLIXON PROTECTION WORKS 




















CLICK! IT'S OFF! 
Should a motor become overheated 
and dangerously hot, the Klixon Pro- 
tector snaps the power “off” prevent- 
ing the motor from burning out. 

















CLICK! IT's ON! 
When the motor cools to safety, the 
Klixon Protector snaps the power 
“on” automatically. 


~~ 
LIx 
SPENCER THERMOSTAT COMPANY 


ATTLEBORO, MASSACHUSETTS 
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EASY 20 Kaudle 
PROFITABLE xv Sev 


CHAMPION Fluorescent and Incandescent Lamps make extra 


appealing merchandise for you. 


They're easy to handle because Champion has a simple, streamlined 
marketing policy. No red tape, no restrictions, no contracts, no hin- 
drances to volume - at - maximum profit. Champion Lamp advertising, 


packaging and display material help you to get the business. : ’ 


They're profitable to sell because Champion Lamps have the quality that 
wins and holds the business — lamps represent one of today’s biggest 
values for the money — everybody uses lamps and needs replacements — 
Champion's straightforward wholesaler-to-retailer set-up keeps costs 


down, permits you to make the most money from lamp sales. 


Ask your wholesaler to give you 
the story on Champion Lamps 


CHAMPION- LAMP WORKS 


Lynn, Massachusetts 


A DIVISION OF CONSOLIDATED ELECTRIC LAMP 











DEPARTMENT | 
STORES 








Harvey's Announces Plan 
to Add Appliances 


A home electric appliance depart. 
ment will be added to the merchandise 
lines of Harvey’s, department store 
in Nashville, Tenn., it was announced 
by proprietor Fred Harvey. As part 
of an expansion plan, floor space will 
be increased by the addition of three 
adjoining store buildings. 


May Co. Opens 
Record Shop 


A newly enlarged and modernized 
record department was opened by the 
May Co. of Cleveland, Ohio, in late 
November. Shipment of portable elec. 
tric phonographs was announced in 
conjunction with the opening. 


Vermont Firm Buys 
Five-Story Block 


You won't have to look far for 
electrical appliances in the new five- 
story building purchased by the Lash 
Furniture Co. in Burlington, Vt., be- 
cause they'll be located right in the 
middle of the main floor. Myron §. 
Lash, president of the firm, said that 
the 192 Bank St. building would be 
converted and ready for occupancy as 


| “the largest furniture retail outlet in 


Vermont” by the summer of 1946. 
Purchase of the property gives the 
company 35,000 square feet of floor 
space plus a wooden frame residence 
next door. 


Newton and Wenz Spotlight 
Edison Appliances at Beaver Dam 
Called “the largest department store 


in Dodge County” by Claude H. Helms 
of Newton and Wenz, the Beaver 


| Dam, Wis., store is planning an exten- 


sive electric appliance department 
which will feature the Edison GE line. 


Allen Allied With Boutell's 
As Advertising Manager 


Moving up the alphabet is Henry 
D. Allen, formerly advertising execu- 
tive with Gimbel Bros., who has been 
named advertising manager of Bou- 
tell’s in Minneapolis, Minn. His new 
employer retails refrigerators, radios, 
and electrical home appliances. 


Rommel Generals Appliances 


| At Toledo, Ohio, Firm 


Headquarters of the Hi-Speed Tire 
and Accessory Co., Toledo, Ohio, has 
announced that E. J. Rommel has been 
appointed manager of the appliance 
division and will control operations of 
the firm’s numerous outlets in Ohio 
and Michigan. 


Small Appliance Manager 
Back at Macy's from Government 


After spending three years as 4 
procurement specialist for the army 
in Washington, Robert Trevorrow, 
manager of small electric appliances, 
has returned to Macy's in New York 
City. He was a Macy’s recruit in 
1930 and rose to manager of house 
furnishings department in 1935. 
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You're Gettin’ Warm. Fella, 
a ooo but not burned! 











artment 
sE line. 
HAT’S why mothers favor the TRILMONT Safety Heater above all 
others. There’s no need to tell the children “‘not to touch,” because 
the sides are always cool...no danger to youngsters, pets or property! 
Henry ‘ . a mp: 
pants And, unlike other portable electric heaters, TRILMONT raises the tem- ; 

. - : : . ; " Provides a cozy warmth 
as been perature of the entire room —not just a spot. Non-glowing coils radiate for the Balv’s Bath. 
f Bou- “black heat” and will last indefinitely without servicing. It needs no fan, ‘ 
is rw no moving parts to circulate healthful warmth wherever auxiliary heat 

radios, . . 
is wanted—bathroom, nursery, sick room, damp basements, etc. 
Now is the time to tell your customers that TRILMONT is the ideal gift. 
2s Write or wire today for complete data and name of nearest distributor. 
d Tire SPECIFICATIONS... 
io, has Width 19°", Height 18%", Depth 9%", 120 * a OPA LIST PRICE 
~ ap Volts, 1200W atts, AC or DCcurrent. Weight . Including Cord Set Takes off the damp chill / 
a of 19 Ibs. Carries Underwriters’ approval. 95<ExTRA AT ANDW-ST OF THE MISSISSIPPI from Basement Kooms. 
1 Ohio 
- 
TRILMONT PRODUCTS COMPANY 
—" PHILADELPHIA 3, PENNA. 
as a 
army 
‘orrow, 
liances, 
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We expect to sell all the 
Teletalk Equipment we can get” 


i rric 
WEBSTER ELECTRI 


NEVER BEFORE has there 


been such an opportunity 
to sell Teletalk 


@ Postwar competition is here. Every business today 
must increase its efficiency and give better customer 
service to meet these new conditions. 


Teletalk is “tailor-made” for this purpose. It fits right 
into the postwar need. Teletalk is the modern elec- 
tronic voice-to-voice method of intercommunication be- 
tween individuals and departments. It speeds up the 
whole tempo of a business. 


Where can you find a product more useful to every 
business right now? The opportunity to sell Teletalk 
is tremendous. Practically every bank, store, garage, 
office or factory . . . right in your own locality .. . is a 
prospect for Teletalk. Why not make sure that YOU 
get your share of this business? 


Teletalk is easy to sell... 


Teletalk practically sells itself when you demonstrate 
its efficiency ...how it conserves time, saves steps, 
avoids delays and improves customer service. 


Teletalk is nationally advertised and widely known. 
Prospects everywhere are receptive to Teletalk. Get- 
ting orders is merely a matter of making contacts. 


More often than not the sale of Teletalk leads to the 
sale of many other items in your line. Don’t pass up 
these sales and profit opportunities. Get your share of 
this profitable Teletalk business now. Write us for 
full information. 


under U'. S. Paten of Western Electric Company, In- 


uted, and American Telephone and Telegraph Company 





STORES 


OFFICES 


eet | | 
a tis 


GARAGES 


FACTORIES 


Westinghouse Sets National 
Standard Price Levels 


A nation wide price level on al} 
home appliances made by the Westing- 
house Electric Appliance Division was 
suggested to distributor executives 
meeting at Mansfield, Ohio, in the 
first sales convention held by Westing- 
house in four years. 

T. J. Newcomb, sales manager, said 
that the standard price would be effec. 
tive for the 48 states and the District 
of Columbia, replacing the former 
four price zone plan. 

The approved price on Westing- 
house’s 1946 B-7 refrigerator was 
quoted as $179.95, and Mr. Newcomb 
stated that the product would be ad- 
vertised and sold nationally at that 
figure. “Such a price policy,” he con- 
tinued, “will eliminate confusion in 
the public’s mind. They will know 
the Westinghouse price on all products 
no matter where they live.” 

Mr. Newcomb affirmed a belief that 
the possibility of inflationary prices 
would be reduced by a standard na- 
tional price. 

Approximately 150 executives at- 
tended the convention and more than 
450 wholesale salesmen attended a 
week of meetings following the con- 
vention. The full line of Westing- 
house appliances and radios was dis- 
played and sales plans and policies 
were reported. 


Electric Water System Sales 
Drown Pre-War Records 


Officials of the Planning Committee 
of the Electric Water Systems Coun- 
cil recently expressed a belief that 1946 
sales of electric water systems will set 
an all-time record. They were encour- 
aged in that belief, they said, because 
production of electric farm pump and 
water systems during the current year 
has drowned the records set in 1940 
and 1941. 

The view was articulated at a 
meeting of the planning committee 
held in Cleveland on November 6. 
The meeting was attended by repre- 
sentatives of power companies and 
manufacturers of electric water sys- 
tems. R. T. Jones of the Penn. Power 
and Light Co. presided. 

A technical manual on the selection 
and installation of electric farm pumps 
and water systems was planned and 
scheduled for distribution in early 
1946 at the earlier convention of the 
National Association of Domestic and 
Farm Pumping Equipment and Allied 
Products Manufacturers held in Chi- 
cago. 

C. D. Leiter, chairman of the Gen- 
eral Planning Committee and of the 
Markets Committee, said that manu- 
facturers of water systems have the 
capacity to increase production 30 
or 50 per cent. 


New Building 
For Hoffman Radio 


The Hoffman Radio Corp. is prepar- 
ing for the future with the con- 
struction of a new office building and 
assembly annex in Los Angeles, Calif. 
The former Hoffman plant lacked the 
floor space necessary for the accom- 
modation of their various departments 


WEBSTERMELECTRIC 


Racine, Wisconsin, U.S.A.-+ Established 1909 - Export Dept.: 13 E. 40th Street, New York (16), N.Y. Cable Address “ARLAB”’ New York City 


and divisions and for the production of 
their radios, combinations and elec- 
tronic equipment. In the interests of 
efficiency all of the branch plants wil! 
soon be combined in the new buildings 





Where Quality is a Responsibility and Fair Dealing an Obligation’ 
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THE MILWAUKEE JOURNAL 


READ IN 9 OUT OF 10 HOMES IN THE METROPOLITAN AREA 
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WHO’VE BEEN GIVING YOUR 
WC USTOMERS THE “SHIVERS” 


Y 








/ GH 


Hit-or-miss firing and regulating of hand- 
fired furnaces is one of the boldest “burg- 


lars” that ever sneaked through a basement , , 

“a Steali FUEL value that TWO LONG LINES: You can only see one long line of refrigerators in the picture, 
WERGOWs « « « ‘ sealing bon 4 but the other long line is composed of people who are waiting to buy new refrigera- 
should be heating your customers’ homes tors with improvements like those P. J. Backman, left, producton superintendent of 
comfortably and economically instead of the Westinghouse Electric Appliance Division, is pointing out to T. J. Newcomb, sales 

, : . manager, right, and G. H. Meilinger, manager of the household refrigeration depart 
going up the chimney flue pee Causing ment. New refrigerators shown are the B-7 model. 
temperature irregularities that bring ill- 
nesses and colds. 


Arrest this common cause of so much 
home heating trouble for your coal-burn- 
ing customers, by installing the 


AUTOMATIC HEAT 
REGULATOR SETS 


— and perform a timely service that 
will build lasting good-will! For this “A-P” Automatic Heat Regulator 
Set is a great fuel saver — positively preventing “take-a-chance” 


OPA Approves 
Stewart-Warner Prices 


The OPA has approved retail 
prices for the Stewart-Warner line of 
1946 radios ranging from $29.65 to 
$189.95, it was announced by F. A. 
Hiter, senior vice-president of Stew- 
art-Warner. Mr. Hiter said that the 
13 radios approved are all new models 
with no carryovers from pre-war 


radios, which have been superseded. 

Early in December Mr. Hiter said 
that he expected 10,000 of the two low- 
est priced plastic table models to be in 
the hands of dealers by Christmas. 
Full production was expected within 0 
days, but cabinet shortages were cited 
as the biggest obstacle to full scale 
production of console models. 5,000 
sets a day is the Stewart-Warner 
Corp’s goal. 





furnace-firing waste. 


Installation Kit . 


.. A-P Automatic Heat Regulator Set is shipped 


with a complete installation kit—pulleys, screws, conductor cables, 
staples, chain and transformer. 


See how easily THIS FUEL-WASTE ARRESTER IS INSTALLED .. . 


=e 


Attach “‘A-P"’ Thermostat to 
inside wall, 4 feet above 
floor. It ‘‘floats’’ the fire, and 
convenient, easy-to-read setting 
controls room temperature with- 
in} Actuates domper control 
Easy to install. lvory-tone cover 


contains occurote thermometer. 


Now place an “‘A-P’’ Limit 
Control on the furnace bonnet, 
preventing furnace heot from 
overshooting room thermostot 
setting Keep Limit Control 
adjusted to outside weather 
for satisfactory sentineling of 
fire. 


oo 


Finally install the *‘A-P’’ Demp- 
er Regulctor, and connect to 
Room Thermostat ond Limit 
Control. Unit is treated to 
avoid rusting from summer 


basement dampness. 














XCLUSIVE Hedgemaster dov- 

ble action provides un 
equaled performance, smooth operation and 
long service. Both blades move .. . in op 
posite direction to each other ... the for 
ward stroke of one blade is balanced by the 
return stroke of the other. Nothing to ob 
struct shrubbery from entering the cutting 
blades nor to limit the size of stalk that may 
be admitted to them. Duo-position cutting 
head may be locked in two different posi- 
tions for convenient operation. Ideal for the 
home owner, nurseryman, landscape gat- 
dener, etc. It has a 10%” cut, and well- 
balanced design to fit the hand without 
tiring the operator. Equipped with a 14” 


Reach-Ezy insulated handle. Powered by 
Universal type motor for use on AC or DC 
current. Will not stall when cutting heavy 
stalks. Weight approximately 5 lbs, The 
same model can be supplied with 7%” 
blades for continuous heavy duty trimming. 
All dels r bly priced. Complete 
catalog upon request. 


DELIVERIES of “A-P” Automatic Heat Regulator Sets, with or with- 
out Limit Control, are now in full swing, Be sure to stock enough to 


THE ONLY 
TRIMMER WITH 


joriow WY 


KAUFMAN MFG.CO. 
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take care of all your customers’ immediate requirements, 


AUTOMATIC PRODUC COMPANY 


2400-C N. 32nd STREET MILWAUKEE 10, WIS. 


DEPENDABLE (Controls 


FOR HEATING * AIR CONDITIONING © REFRIGERATION 
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EXCLUSIVE FEATURES 


. . GENUINE QUARTZ TUBE 
I 95% ultraviolet output—no heat 
a ST OW . 5-YEAR GUARANTEE ON 
QUARTZ TUBE 
Will not burn out, discolor or weaken 
in ultraviolet ray intensity 
. BUILT-IN AUTOMATIC TIMER 
Controls duration ot treatment 


4% 
et, 


The Sun-Kraft is a marvel of compact 
beauty and utility. Streamlined design, 
portable, freely flexible, with electric auto- _ BREELY PLEXUBLE 

matic timer, the SUN-KRAFT appeals on Adjustable to treat any part of body 
sight and is highly prized by every family . COMPACT, PORTABLE 

that owns one. Read SUN-KRAFT’S eight Weighs less than 15 pounds 


exclusive features. . BRUSHED CHROME FINISH 
Will not stain or rust 


. A.C. OR D.C. CURRENT 
Uses less than 50 watts 


. HANDSOME CARRYING CASE 


Complete with Carrying Each lamp comes with case ond goggles 
Case and Goggles. Book 
of Instructions. Priced to 
Retail at $64.50 in U.S.A. 





FOR FULL PARTICULARS WRITE TO 


t-Krafle m 


215 W. SUPERIOR ST. Chicago 10, Ill. 
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Get the Jump on Summer Sales 


with....... 





BAR-B 
ATTIC 
FANS 


Built by 
the Pioneer of 


COMFORT 
COOLING 


by Attic Ventilation 














20h 


ee 





a“ 





oe ae 








; 
| 
| 
| 
| 


Phas. cereus © err IE 








with the backlog of post-war buying, 1946 is 
going to be a year of record-breaking sales 
for attic fans. 


BAR-BROOK DEALERS everywhere will 
profit by Bar-Brook's proven consumer ac- 
ceptance. 


The New BAR-BROOK Attic Fans have every possible 
BAR-BROOK sales advantage: Attractive appearance; 


: Efficient, economical and quiet operation; 
Window One-piece streamlined orifice; Built-in ther- 
mal overload protection; Complete capacity 

Fan ranges from 3600 CFM to 125,000 CFM 
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ee accordance with Standard Test Code | 
ntroducing the first window fan Reoila thoe tk : Restate of Manta 
of functional design. Only 5!/," adopte F y cy tor ciety g 
thick, 2-speeds, attractive ap- and Ventilating Engineers. 
earance, and a dozen other 
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SHREVEPORT ENGINEERING CO. \Wtiy-@peie 


YOU 


Manufacturers of BAR-BROOK Ventilating Equipment sinoail 


1553 Texas Avenue Shreveport, Louisiana EAT 
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Honest Distribution 






Committee Formed oy 
chandis¢ 
The encouragement of the adoption A furt 
of a stern code of business ethics by 9 tributio™ 
distributors of all lines of merchandise Ja 9°" 
is the purpose of the recently organ. J tions 0! 
ized Honest Distribution Committee, 9 dise 1° 
The committee was formed at a De. Mm prices ° 


cember meeting in New York at the 
suggestion of Paul Wolk, president of 
Bickford Brothers Co. of Rochester 
and Buffalo, and temporary chairman, 
Five L 
By Wi 





“Basi 
ing,” a 
of elect 
series 0 
cal We 
York, 
place ir 
um fro 
to any 
workin: 
The 
technic 
comers 
will no 
ing, he 
produc 
will re 
PAUL WOLK electri 
war y! 
studen 
thinkir 
The committee will endeavor to 
combat and eradicate “back door sell- 
ing” wholesale distribution methods 
which threaten to topple the reputa- 
tions of ethical distributors and retail L 
dealers, and to eliminate other distri- os 
butional malpractices which Mr. Wolk San 
calls “the post-war black market.” 
Explains Function Dee 
In explaining the committee’s func- Sp 
tion, Mr. Wolk said, “Today America’s Agen 
system of merchandise distribution is Musi 
under fire from many quarters. Most Sch 
of this criticism is not justified—but Fram 
sadly enough some of it is . . . The of ra 
answer to the public’s criticism is by 
education. The committee is inter- Sond 
ested in building only ethical and 
honest wholesale distribution methods. that 
We are not concerned with price regu- ducti 
lations nor will our activities dupli- spite 
cate those sponsored by the Fair subs 
Trade Council or similar organiza- He 
tions.” be 3 
The committee’s program will get for 
underway at the first meeting in Chi- ing 


one 
succ 
and 
pros 
the 
for 
beli 
trac 


sago in January. Members without 
ethical codes will be asked to adopt 
them and an educational public rela- 
tions campaign will be started. 


Members Included 


Members serving on the Honest Dis- 
tribution Committee include represen- 





tatives of manufacturers, distributors, = 
and retailers throughout the country. M; 
They are: W. Sydney Fisher, Mc- So 
Curdy’s, Rochester; J. E. Floberg, “a 
Sibley, Lindsey and Curr Co.; D. W. i 
May, D. W. May Corp; E. F. Murphy, Th 
E. W. Edwards and Son; R. M. bre 
Oliver, Proctor Electric Co.; Cy all 
Shobe, Shobe, Inc. ; and Thomas Quig- | 
ley, Philadelphia Trade Relations 801 
Council. br. 
Bickford Code . 

0 

Bickford Brothers Co., distributors bo 
of RCA-Victor, Carrier Air condi- fie 
tioners, Duo Therm space and hot th 
water heaters, and Howell furniture, er 
inaugurated a code of ethics upon ne 
which the committee is patterning its as 
policies. The Bickford code provides ki 
that merchandise will be sold only tt 


through authorized dealers and only 


















































1 authorized dealers. The code pro- 
hibits sales to any individuals, even 
employees Of Bickfords, Gifts of mer- 
chandise are also prohibited. 
adoption A further effort of the Honest Dis- 
ethics by Im tribution Committee will be to break up 
rchandise [ga practice followed by some corpora- 
Y organ. tions of attempting to secure merchan- 
miittee. dise for their employees at wholesale 
at a De. [prices or with high discounts 
Kk at the 
Sident of 
tochester 
hairman, 
Five Lectures Scheduled 
By Women's Round Table 
“Basic Training in Electrical Liv- 
ing.” a refresher course in the uses 
of electricity, will be presented in a 
series of five programs by the Electri- 
cal Women’s Round Table of New 
York, Inc. The lectures will take 
place in the Herald Tribune Auditor- 
1m from January to May and are open 
to anyone with five dollars and a 
working interest in the electrical field. 
The course described as non- 4 M k 
technical and as fundamental to new- A Whale O a ar i 
comers in the electrical industry. It 
will not replace home economics train- ain for volume sales : 
ing, home physics, or the individual 
product training of manufacturers, but a 
will review the various applications of « ed 
electricity unemphasized during the A ssive meliiledileys 
war years and will serve to bring its efeig— 7 t ' 
students up to date in their electrical “ _sell customers e 
: thinking —to pre 
or to 
or sell- = e ate! k 
neth 
— An Attractive © GrK-up 
d retail 
dist. | Los Angeles and ater © worthwhile net! 
- Wolk 7 
- Wolk I San Francisco Sonora 
Dealers Meet ’ ick pi 
.-eThat’s a quick picture of what 
s func- Sponsored by the Nelson R. Thomas 
nerica’s Agency together with the Pacific 
ition is Music Co. in Los Angeles and with the 
Most Schwalb-Lapkin Company in San MASSAGETT 
-d—but Francisco, were two recent conferences 
. Th of radio dealers which were addressed se 
Rib ‘ by Joseph Gerl, president of the has to o er you eee now! 
inter- Sonora Radio and Television Corp. s . ' 
al and In his talks Mr. Gerl pointed out Ready for shipment in January! rts . 
ethods that the real bottleneck of radio pro- Here's a timely opportunity to cash im on the growing interest in massage. 
we duction was component parts, but in Oster Massagett is a cleanly-designed home-size model of the famous 
e regu : r . — hysicians 
ti alte of the Giiculties. he oredicted 8 Oster professional massage instrument long a favorite with physicians, 
Gupi ——. ; — masseurs, beauticians, and barbers. 
» Fair substantial output before Christmas. The home market — your market — is big! There is a rapidly grow- 
Zaniza- He also outlined what he believed to ing recognition of the benefits of massage — for men and women — in 
be a successful merchandising policy conditioning the body and in relaxing tired nerves and muscles. Our pre- 
ill et for radio dealers—a program involv- war experience proves it! The tremendous inquiry response to our present 
n Chi ing good sound business principles and national advertising also proves it! Massagett retails for $19.50 — and 
yithout [i one which will make for a friendly and how those $19.50’s add up! 
adopt successful relationship between dealers Takes the Hard Work out of Massage! 
la- and manufacturers. The basis of this Only Oster has Suspended Motor Action — : patented feature that appeals 
program is to guarantee the customer to your customers . . . gets them to buy. 
the value he has a right to expect Suspended Motor Action takes the strenuous effort out of applying 
for the money expended. He does not massage... adds deeper penetration. Delivers rotating-patting movements 
a believe that long discounts or high of Swedish-type massage to the fingertips, for mild or deep application. 
st Dis- trade-in values tend to build a stable Thousands of satisfied users are your assurance that you can sell with 
resen- industry. confidence — that you can be sure of satisfied customers. 
oo In regard to frequency and television, Nationally Advertised! - 
Me Mr. Gerl asserted that these were not Extensive Massagett advertising appears in national “7 yoy read by 
Mone immediate problems for the dealer to emma ae from yon! een permit us to do an additional 
“ W. face, but woe ome up rd consid- pre-selling” job by mail. And to refer names of definite prospects to you! 
Pw eration within a relatively short time. ge Get Set Now! 
> M The interests of the public, the radio Ay Here’s your chance to make extra money . . . to attract a desirable type 
; Cy broadcaster and the manufacturer must sae of store traffic, i : — . 
Onio- all be considered, he added. Pages Put yourself in a position to cash in on this timely opportunity. Send 
~ a Following the talk, Mr. Gerl spent 3 for details of the profitable Massagett dealer proposition. Use coupon below. 
. time answering ager a Tear out coupon a 
brought up by the dealers. Many of nm e ll ee ee ee 
these were concerned with the subject and mail today, JOHN OSTER MFG. CO., Dept. F-20, Racine, Wisconsin 
of delivery dates and with newcomers, 
utors both in -& manufacturing and dealer for facts on Give me the details on the profitable Massagett dealer proposition. 1 
‘ondi- elds. Mr. Gerl’s point of view was i 
4 hot that the dealer or manufacturer who making money ier ee ee ee ee ee eee eC eee i 
—s entered the field to build a sound busi- with Ma ssagett i 
ae ness upon ethical lines would be an Itasca nin ncics einai eehib neatsaiicnpsecnemnnten 
w ies a to the industry, while the other | (i@muimrew , 
only — automatically eliminate RE cdiccnitaie niduatcesnnsagihacinckiomeiglauiinalanund essa MN scisincananerssncesnstenmeninuiaahiinaianas 
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TV 


SUSPENDED 
p GAS HEATER 


for stores, shops, factories 


Now's the time to line up a dealership 
in your community for fast-selling 
PALMAIRE HEATERS! Automatic, 
thrifty, efficient . . . so many outstand- 
ing features they sell themselves. 
Heater hangs from ceiling; leaves floor 
space for selling, display or traffic 
areas. 


Decide NOW to hitch your profit pos- 
sibilities to a sure thing ... PALMAIRE 
HEATERS! 


55,000 to 200,000 BTU. For natural 
or Butane gas. 


DEALERSHIPS 





ACCEPTED 
NOW! 











CREATE A MODERN 


APPLIANCE DEPARTMENT 


GENUINE 


STRUCTURAL Bens 


OF TEMPERED MASONITE PRESDWOOD 


Made of strong tempered Masonite presdwood, Structural 
Bends are a practical, inexpensive material for creating stream- 
lined, dramatic merchandise settings. Whole departments can 
be modernized . . . new window backgrounds installed . . . out- 
standing effects created at little cost. There are seventeen basic 
shapes available in 8’ and 12’ lengths. Flexible . . 


. cOnstruct.. 


- Casy to cut 


. finish and install ... durable... modern... 


practical to hundreds of different treatments. In stock. 


WRITE FOR CATALOG + PLAN YOUR NEEDS + PLACE ORDER NOW 


Designed and Distributed Exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC., 


346 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS 





Refrigerators, Washers 


Wanted By New Orleans 


Priorities on the “want list” of New 
Orleans residents are refrigerators, 
electric washers, and gas ranges, ac- 
cording to a recent survey by the 
school of business administration of 
Louisiana State University. 

Findings of the survey, as relates 
to home appliances, were revealed at 
a dinner for electrical and gas appli- 
ance dealers given by New Orleans 
Public Service, Inc. 

A total of 152,000 electric and gas 
appliances will be purchased by Or- 
leanians within the next two years at 
a cost of $16,723,000, the survey re- 
ported. 

Electric refrigerators, first on the 
list, are expected to reach 89,060 cus- 
tomers who will pay $6,303,160, ac- 
cording to the figures which were 
announced by Streuby L. Drumm, 
Public Service, Inc., general sales 
manager. 

42,440 electric washing machines will 
be bought at a cost of $5,445,200. 
Radios will total 14,940 at a cost of 
$1,150,000; vacuum cleaners, 4680, at 
|a total of $299,700; freezers, 1260, 
totaling $320,000; electric ironers, 
1580, at a cost of $128,840; sewing 
| machines, 7100, costing $663,780; elec- 
tric irons, 11,140, at the sum of $103,- 
080; dish washers, 1240, at a total of 
| $210,300; and electric fans, 6540, at a 
total of $252,820. 





Co-ops After Appliance, 
Tire Business 


Emphasis at National Cooperatives, 
Inc., Chicago, central procurement 
unit for 18 U. S. and Canadian regional 
cooperatives, is on such appliances as 
refrigerators, radios, home freezers, 
and tires, these days. Regional co-ops 
in the group are said to be enjoying 
greater sales than in 1944, when their 
volume touched $152,000,000. The year 
1946 will see a $200,000,000 business, or 
four times the 1939 volume. 

The procurement unit does not ex- 
pect to manufacture appliances, but 
rather, buy such models as it can sell. 
Farmers will be the chief customers, it 
is indicated. 





Chicago Man First Radio 
Announcer 


That Leo H. Rosenberg, who 
does the advertising for Common- 
wealth Edison Co., Chicago, was 
the country’s first radio announcer 
was revealed by the November 
celebration of radio’s 25 years of 
broadcasting. 

On November 2, 1920, announce- 
ment of the Harding-Cox election 
returns were made, and this is 
generally considered the first broad- 
cast. Rosenberg held an ordinary 
telephone transmitter, wrapped in 
cotton to prevent vibration, and 
enclosed in a pasteboard box so 
that it could be held up to his 
mouth. Only a few thousand re- 
ceivers were out in those days, 
consisting of a tuning coil about 
8 inches long with crystals and a 
pair of headphones. Rosenberg 
came to Chicago a year later in 
1921 to put Station KYW on the 
air, launching it with a broadcast 
of Mary Garden singing opera. 
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That’s the 
opinion 
of all who 
have 


previewed 


the NEW 


Can-O-Mat 


(TRADE MARK) 


See it for yourself... 
see why this new 


RIVAL ORIGINAL 


is being proclaimed 


The Most Beautiful 
Can Opener 
Ever Made 


ar tt nk Tet ee 





“MANUFACTURING CO. 


KANSAS CITY, MISSOURI 
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Electrical Industry 
Honored by N.A.M. 


Electrical manufacturing was oue of 
seven industries saluted in a tableau 
that capenaes the opening session of 
the 50th annual congress of the Na- 
tional Association of Manufacturers 
at the Waldorf Astoria in New York 
on December 5. 

The tribute to electrical manufac- 
turing, as “the industry that serves all 
industry—200,000 plants across the 
land,” climaxed N.A.M.’s stage show. 

Standing before the three-dimen- 
sional diorama that ended the tableau 
was Arthur E. Marsh of Bloomfield, 
N. J., “typical of the vision in the elec- 
trical manufacturing’ industry,” whose 
suggestion saved his company $30,630 
a year. 

The text of the salute to the industry 
said, in part, “Electrical manufactur- 
ing is 65 years old and still in its in- 
fancy. It has outstripped time itself. 
Electrically speaking we are living in 
1970, the war having advanced electri- 
cal research by at least a quarter of a 
century.” 


Philadelphia Needs 
Refrigerators Most 


According to a recent survey by the 
Evening Bulletin, Philadelphians want 
refrigerators more than any other ap- 
pliance. Washing machines took sec- 
ond place with automobiles and houses 
trailing in that order. Both men and 
women listed refrigerators and washers 
are the most wanted post-war items in 
the survey made by the newspaper for 
the third time in 13 months. That there 
has been a change of opinion is shown 
in the following table: 


Oct. June Sept. 

1945 1945 1944 

(Pct.) (Pct.) (Pct) 
Refrigerator ....... 21 18 18 
Washing machine... 20 23 18 
Automobile ...... 13 15 14 
House .... - 9 9 14 
Television ......... 8 7 3 
DN cocccscavees & 7 4 
Furniture ......... 4 5 9 
I ee 2 3 2 
Home freezer...... 3 2 0 
Vacuum cleaner.... 2 5 a 


Westinghouse To Make 
New Television Pickups 


The Westinghouse Baltimore plant 
will shortly begin production of high 
definition pickup units for processing 
both black-and-white and color pic- 
tures and their associated sound for 
simultaneous transmission on the same 
radio carrier wave, it was announced 
recently by C. J. Burnside, manager 
of the company’s industrial electronics 
division. Basic development was done 
by the Columbia Broadcasting Sys- 
tem, he said. 

Westinghouse recently announced 
Stratovision, its new method of air- 
borne television and FM radio trans- 
mission under development in coopera- 
tion with the Glenn L. Martin Co. 
First Sfratovision flight tests are 
planned this fall. 

The CBS units are the first to handle 
both pictures and sound transmission 
simultaneously on the same carrier, 
Mr. Burnside said. 
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are the stores that draw 


and keep customers 





In this electrical goods store in Jamaica, L. I., see how Pitts- 
burgh Glass Products created a store front that asks for business 
and gets it. Inside the store too, “Pittsburgh” Glass helps 


. 





y p> of thousands of merchants all over the 
country have learned by actual experience that 
the store with a modern, appealing front and a 
smart, attractive interior is the one that draws 
customers—and keeps customers. 
Pittsburgh Glass Products and Pittco Store Front 
Metal make possible store fronts that are individual 
and inviting—that stand out from neighboring and 


display goods effectively. This modern store front and interior 
are importent factors in drawing more customers, increasing 
sales. Architect: S. J. Silberstein. 


competing stores. And there are innumerable ways 
in which glass can be used to give the interior of 
your store more light, to display electrical goods 
more effectively, to creaté an atmosphere that puts 
customers in a buying mood. 

Modernize now with Pittsburgh Glass Products 
and be among the first to have up-to-the-minute, 
sales-producing, profit-boosting stores. See your 
architect to assure a well-planned, economical design. 
Our staff of experts will be glad to cooperate with 
you and with him. 

In the meantime, send the coupon below for our 
new, free booklet, “How Eye-Appeal—Inside and Out 
—Increases Retail Sales”, which contains data and 
photographs of actual installations of Pittsburgh 
Glass and Pittco Store Front Metal. You'll find this 
booklet helpful in making your remodeling plans. 


"PITTSBURGH sland for Lually Glass and (Viel 














1, 1946 





Pittsburgh Plate Glass Company 

2031-6 Grant Building, Pittsburgh 19, Pa. 
Please send me, without obligation, your 
new, illustrated booklet on store mod 
ernization, “How Eye-Appeal Inside 
and Out—Increases Retail Sales.” 


Name 
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Los Angeles Dealers 
Discuss Problems 


First meeting of the Southern Cal- 
jfornia Radio and Electrical Applj- 
ance Association was held on Noy, ] 
in the ballroom of the Biltmore Hotel, 
Los Angeles, which was filled to over. 
flowing with a capacity audience of 500 
dealers, salesmen and distributors. Re. 
sults of a year of careful preparatory 
planning were reported to the trade 
and the newly appointed managing dj- 
rector, Gerald W. Weston, was intro- 
duced to the membership with whom 

TRADE MARK REG he is to work. 

° 4 ‘ oO d, an: f resi. 
Styled for the future... available today. ee a Anal 
Vaculator is nationally advertised to — of eer and Light and first 
alan . - president of the organization, defined 
millions. Protected profits with National the purpose of the association as “pro- 
Fair-Trading. “Pyrex” branded glass is motion of the increased acceptance, 
7 5 ~ purchase and use of domestic electric 
your assurance of highest quality. ..equip- appliances And radio equipment.” The 
ped with the Dutch clothless filter, the idle sag ra he said, will “pro- 
: an industry organization tor the 
greatest sales feature in modern coffee sation of industry problems, a 
F E ’ medium for the dissemination of in- 
makers... exclusive with Vaculator. formation helpful to the business, will 
coordinate industry-wide sales promo- 
tion programs for the benefit of all, and 
will tackle any job that needs to be 
done—be it recruitment, sales train- 
ing, education, or a better understand- 
ing of what the other fellow is up 
against.” The creed to which its mem- 
bers subscribe is “to offer goods and 
services of honest value, to give a clear 
understanding of the terms and condi- 
tions of any sale and to stand back of 
all pledges made,” and its goal is “a 

united industry.” 

A. T. Danielson, vice president of 
Barker Bros., Los Angeles home fur- 
nishings store, as the keynote speaker, 
deplored the wave of strikes and the 
defeatist attitude in reconversion and 


No cloth « No paper 


. . j } urged that Americans awake to their 
Snaps in easily 


responsibilities under freedom. “In 


Cannot pop-up or fall out democracy,” he pointed out, vit is 

every one’s job to correct injustices”. 
Fits all standard makes He felt that American business man, 
small or large, will have to take on 
the job of re-educating the people away 
from the false ideas which are motivat- 
ing their actions today. 

That the potential stored wants of 
the war period are going to have to 
be converted into sales by active sales- 
manship was the message of Walter E 
Elieson, commercial agent in the Los 





2, AE 


PROFIT SALES BUILDERS 


6 HEAT—2 BURNER ELECTRIC TABLE STOVE DE LUXE 2 HEAT HOT PLATE 
Designed by Vaculator with many advanced features An electric coffee maker stove that incorporates 
... heavy duty construction ... full generous size... quality, design and performance. Top is chrome plated 
“hammered-effect” finish ... it’s “tops’’ in quality and . .. base is black plastic with two-heat brew and warm 
performance. List price switch. List price 


A. T. Danielson of Barker Bros. gave the 
opening talk, as the keynote speaker. 
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_— Walter E. Elieson, commercial agent of 
— the Department of Commerce, predicted 
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Angeles district for the U. S. Depart- 





; ment of Commerce. California electri- 
gest cal dealers, he pointed out, have al- 
~ oe ready filled all gaps in their ranks and 
rahe w number more stores than existed 

hs 4 before the war, with newcomers re 
oe ported daily. California population in 
u; a the same period has increased by 26 
Ameren percent If the necessary high level 
as - national income is to be maintained, 
phar average of 1939 will have to be 
cond as 
ack of loubled. ; 
i My Bringing home some serious truths 
in an amusing way, Wm. A. Cyr, as- 
le f sociate editor of Electrical West, now 
<g" 7 ippeared in the guise of a Japanese spy 
7" * 9 ho allegedly had been seeking to un 
ad -_ nine American prosperity by in 
} lucing bad merchandising practices 
* seu among the electrical dealers of the 
— community. Since it was obvious that 
a cutting, trade-in wars and over 
de extended credit terms were all de vices 
; the insidious Japanese, no patriotic 
Roos American would permit himself to in- 
tee lulge in such evil practices 
+e Tony Whan, vice president of the 
Pacific Indoor Advertising Company, 
ate gave an inspirational appeal to recog 
ave t nize again the importance ol selling, 
1. ich is, he contended, a highly skilled 
Toy profession and deserves to be sO 
¢ Lo treated 


The new manager, Gerald Weston, 
losed the meeting by underlining what 
had been said and outlining an active 
program for the new association in 
building electrical business in the 


southern California market 





Gerald Weston, new manager of the 
Southern California Radio & Electrical 





ve the Appliance Assn., closed the meeting by 

aker. outlining the possible accomplishments 
of the association. 

SING 














SUN-FIRE 


Model S.D. 35—Domestic Stoker 
NEW 
IMPROVED 
FEATURES 


Modern Streamlined Design. 


Bin-Feed section is of heavy channel 
iron construction. 

Heavy Cast gear housing with 
sealed in lifetime lubrication with 
Oil Lite bearings. 


Split Cast-iron coal tube to permit 
removal of any section of worm. 
Straight line assembly will reduce 
wear and current costs. 

Transmission assembly, a totally en- 
closed, quieter unit raised from 
floor to reduce possibilities of cor- 
rosion. Extra heavy hood. 

Other popular SUN-FIRE features in- 
clude large obstruction clean-out 
trap with crusher block. Excep- 
tionally efficient. well-designed 
burner head with air-cooled, self- 
cleaning tuyeres. 
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‘Tooars consumers demand the 
most comfortable, most convenient, 
cleanest, lowest cost automatic heat- 
ing. They demand durability, depend- 
ability and modern attractive design. 
You can meet all of these demands 
most satisfactorily with SUN -FIRE 
Stokers, for SUN-FIRE offers your 
prospects every desirable stoker ad- 
vantage. Available in a complete 
range of sizes and models, the SUN - 
FIRE line offers you every desirable 


selling advantage. 


Dealers and Distributors, tie-in with 
the SUN-FIRE line without delay. Write, 


phone or wire for special details today. 


STOKER CORPURATION 
NEW ALBANY, INDIANA 
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PEERLESS FIRE-GUARD DISTRIBUTOR- 
SHIPS are built on a solid foundation of fair 
business practice and mutual understanding. 
No sales quotas nor other Jokers in the Peerless 
franchise. Each Distributor displaying the 
Peerless Banner is guaranteed full and complete 
protection throughout his entire territory 
which is assigned only with every expectation 
of permanency. These conditions combined 
with a sensible sales campaign - plus Peerless 
co-operation - and - 
plus the existing 
public demand for ¢ 
the Peerless Fire- 

Guard Stoker assure 
Distributor success. 








MANUFACTURING CORPORATION 


LOUISVILLE, KENTUCKY 


SInce 18864 
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New home of the J. 


Ceazan Co., San Diego, Cal., distributors, with a 140-foot 


frontage. 





DISTRIBUTOR NEWS 





ALABAMA 


Earl Kimbrough of Thomasville is 
getting ready to move. A new build- 
ing in the Choctaw Heights section is 
being completed for occupancy by the 
electric appliance distributor. 

R. P. McDavid and Co., Inc., Birm- 
ingham distributor for RCA-Victor, is 
in the process of moving to new quar- 
ters at the corner of Second Ave. and 
Seventeenth St. The firm has rented 
a large warehouse—which so far it 
has been unable to stock, because only 
one radio and one washer have arrived. 
Ist Lt. R. P. McDavid III has returned 
to the firm after service in the army. 


ARKANSAS 


A brick building costing $37,000 is 
planned in Little Rock for the West- 
inghouse Electric Co. The new struc- 
ture, to be erected at 109 Sherman St., 
will be ready for occupancy by March, 


1946, 
CALIFORNIA 


Appointment of P. N. Pattison, Jr., 
as sales promotion and advertising 
manager has been announced by 
Thompson and Holmes, Ltd. San 
Francisco distributors of Philco and 
Universal products. 

Monitor products will be distributed 
in San Francisco by the newly or- 
ganized LeRoy H. Bennett Co. 

The sixteen year old San Diego 
branch of the J. N. Ceazan Co. has 
grown up to a new home. B. T. Roe, 
vice-president and general manager, 
announced that a new building will be 
in the process of occupation early in 
1946. It occupies a 30,000 foot site 
on Harbor Drive, has a 140 foot front- 
age, and features ultra-modern show 
rooms and warehousing facilities. 
Ceazan is distributor for Crosley, New 
Home Sewing Machines, and Cadillac 
vacuum cleaners. 

George A. Lloyd has been appointed 
sales manager of the Los Angeles Dis- 
tributing Branch of General Electric 
Co., according to a statement by S. B. 
Maher, manager. Mr. Lloyd, a GE 
employee before Pearl Harbor, was a 
major in the Air Corps during the war. 

Harvey K. Watt, formerly employed 
by the Thearle Music Co., has joined 
the sales staff of the Western Radio 
and Electric Co., 1415 India St., San 
Diego. 

Lynn and Chemnitz, factory repre- 
sentatives in the Western Merchandise 
Mart, announce that their new sales 
representative, Cleve O. Rosenberg, 
is busy contacting distributors in the 


central California territory. Prior to 
army service, Mr. Rosenberg was an 
employee of the Frigidaire division of 
General Motors. 

The Electronics Equipment Distrib- 
utors of 1228 Second Ave. has opened 
in San Diego under the ownership of 
Ted Thomas. In addition to carrying 
standard parts for dealers, the new 
firm features a “ham shack” devoted 
to amateur radio fans. 


FLORIDA 


It was a fair day for sailing—or 
selling—at the Florida Yacht Club in 
Jacksonville when the Bent Distribut- 
ing Co. previewed the new line of 
Philco products. Van E. Bent, presi- 
dent, was host to 250 dealers from 
North Florida and South Georgia at 
the November gathering. 

Construction has begun on a new 
$75,000 building for the General Elec- 
tric Supply Co., it was announced re- 
cently by Clarke Taliaferro. The 
building, though not owned by GE, will 
be leased for ten years. It is located 
in Jacksonville on South Front St. 
contains two floors and a basement, 
and provides about 25,000 square feet 
of space on each floor. 

In St. Petersburg the new building 
opened by Associated Stores is man- 
aged by Richard H. Wanner, formerly 
with the Good Housekeeping Shops, 
Detroit. 

Post-war production stocks will find 
plenty of room in the new $35,000 
warehouse under construction by the 
L and L Distributors of Tampa. 13,- 
000 square feet of floor space are pro- 
vided for offices and storage. 


GEORGIA 


The Electrical Appliance Co. has 
opened for business in Albany as dis- 
tributor in 24 counties for the York 
Refrigeration and Air Conditioning 
Co. John H. Hudgens is president and 
general manager; John W. Crouch, 
vice-president and treasurer; and Mrs. 
Edith P. Stubbs, secretary. 

Wholesalers in electrical appliances 
are C. Q. Townsend, DuPont D 
Stroud, and W. M. Harris, who have 
recently organized the Townsend Elec- 
tric Supply Co. in Albany. 

Remodeling of the Refrigeration Ex- 
change, Atlanta distributing firm 
owned and operated by Edward Raw!s 
and Harry Mislow, resulted in great 
expansion of display space. Several 
new lines of equipment have been 
added, including Thor automatic wash- 
ers, ironers, and dish washers, and 
Admiral radios and refrigerators. 
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LUMI NTE \ a\. Don's t Mi 
oy | IS§ 
flectrically Lighted < on 


this 
SWITCH PLATE 7” LoL, AR 
: y WINNER 


No wonder LumiNite 
sells so fast — it: 


List Price 


$1.00 





Beautiful ivory 

or brown plastic 
For single or multi- 
ple gang switches 


Operates on 2, 3 
and 4-way switches 


Lights automatically when 
you turn room lights off! 
Goes out when room lights 
are turned. on! 
Ends fumbling for switches | 
in the dark! 
Provides a “safety” glow, 
helps you avoid stumbling! | 
Keeps walls free of 
smudges from groping | 
hands! 
i ' . 
ash in on the universal popularity of LumiNite, oe a bia - — f 
e strikingly attractive switch plate with the a eee 
iled-in electric glow lamp that turns on and off! ; 
ff automatically as the switch is operated! Check | Serves as: comforting night- 
umiNite’s long list of important features and . : 
vantages at right. No installation or servicing light in nursery or bedroom! 
worries — just easy, off-the- | Operates for fess than 2c 
per year! : 


counter sales from this year- 
Lasts for years without a. | 





around money-maker! Write ! 
burnout! 


(AmareD be 
Sales-boosting counter demon- 
strator, complete with LumiNite 
Backed by an uncondition- 
al renewal guarantee! 


plate, toggle switch, interior 
“The Standard for 





display card — only $2.00! 





“7 light socket, cord, and colorful 
% 2 
. Light Switching” 


a 5 ASSOCIATED PROJECTS CO.’ 


7-80 E. Long St., Columbus 15, Ohio * 


eg 














A book eagerly awaited by the industry . . . soon to 
be published. Over 300 pages of important data, 
up-to-the-minute listings of manufacturers, products, 
executive personnel—a wealth of information on this 
giant, fast-growing industry. 


POSTWAR 
PRINTING 


* 28,000 
CIRCULATION 
GUARANTEED 


If you have anything to sell to the air conditioning 
and refrigeration industry—motors, chemicals, tubing, 
tools or any of thousands of parts or accessories— 
put your sales message into the 2nd International 
Edition of the REFRIGERATION & AIR CONDITIONING 
DIRECTORY, the book that will be seen, read and kept 
for constant reference by manufacturers, distributors, 
jobbers, dealers, servicemen, engineers and import- 
ers—28,000 of them, big and small alike. 


* WRITE, WIRE 
OR PHONE US 
FOR RATES 
AND FULL 
INFORMATION 


PUBLISHERS OF REFRIGERATION AND AIR CONDITIONING DIRECTORY 


BUSINESS NEWS PUBLISHING CO. 


5229 CASS AVENUE ° DETROIT 2, MICHIGAN 
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rP\HIs is THE Rheem Series 700 

Farm Electric Water Heater, 
designed for use where there’s 
electricity but not necessarily 
piped water. 

For your farm trade here’s a 
natural. It belongs in the milk shed 
because the farmer continually 
needs hot water for cleansing 
dairy and other utensils, for mix- 
ing calves’ meal, etc. It belongs in 
the farm kitchen because the farm 
wife has an endless need for hot 
water. Farm families will be de- 
lighted with this method of heat- 
ing water—clean, safe, odorless, 
and free of drudgery! 


HOW IT WORKS -— heater plugs into 
regular 110 volt A.C. circuit. After 
initial filling, water is poured into the 
5-gallon reservoir at top, marked A 
in diagram at right. This added water 
not only keeps the supply up, but, in 
flowing into 12-gallon storage tank 
(B), also develops the pressure 
which permits the thermostatically- 
controlled hot water to flow from the 
faucet (C). Because of this method of 
withdrawal the “700” never runs dry! 


OTHER USES—farm use is the big 
sales potential but it is also ideal for 
camps, resorts and first-aid stations. 


NEW! RHEEM FARM 
ELECTRIC WATER HEATER 






































MORE DETAILS — write today to any 
of the Rheem offices below for your 
catalogue sheet giving full details on 
the handy “700.” 


RHEEM 


MANUFACTURING COMPANY 


New Yerk «+ 


San Francisco « 


General Sales Offices 


Los Angeles * Chicago 
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..- -WELBILT 


WILL SHOW YOU 
MORE THAN NEW 


ma MODELS.., 
at the show ! 


JANUARY 7th to 19th 


AMERICAN 
FURNITURE MART 


Space 1749-50-51 
Section 2, 17th Floor 


Chicago, Ill. 
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Have the 5 ‘must’ features, women selected 












as ‘most essential’ in a range of tomorrow. 


A Razor-Sharp Retail Selling Plan to Help 
You Snare Your Share of Increased Gas 
Range Business. 











Not visiting the show? Mail this coupon 
attached to your letterhead for the 1946 


WELBILT GAS RANGE Catalogue. 


WELBILT STOVE CO., Ine. 


MASPETH, L. I. N. Y. 







| Sand, Me Compete istermetion About the “ime waibit | 
Store Name 
1 Street | 
City State | 
| Your Name Please Title ! 
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DISTRIBUTOR NEWS 





ILLINOIS 


The Chicago distributing branch of 
the Farnsworth Television and Radio 
Corp. has moved from 540 North 
Michigan Ave. to its new office and 
showrooms in suite 535-B of the 
American Furniture Mart, according 
to an announcement by E. J. Hendrick- 
son, branch manager. In the territory 
covered by the branch Farnsworth has 
97 franchised dealers, which, with 
branches of the chain stores involved, 
comprises a total of 124 outlets. 


MARYLAND 


New purchasing manager for 
Wholesale Radio Parts, Inc., of Balti- 
more, is Manual Freeland, just re- 
leased from military service. 

Sam Wegenheim has been announced 
as a new member of the sales staff of 
Electrical Products, Inc., Baltimore, 
major appliance distributors. 

Planned as a_ spillway for war- 
dammed buyin, power, a new building 
has been purchased by the Associated 
Distributing Corp. of Baltimore. G. 
Lou Rifkin, president, announced that 
the new building would give prominent 
display to Garod radios. An addi- 
tional outlet in the form of a sales 
branch will be located in Washington. 


MASSACHUSETTS 


Samuel Kravath has been appointed 
territorial analyst in eastern Massa- 
chusetts by Monitor distributor Equip- 
ment Distributors, Inc., according to 
an announcement by Alvin C. Zises, 
president of the Boston firm. Mr. 
Kravath’s duties will include surveying 
individual dealers who request the 
Monitor line and aiding them on 
merchandising problems. 


MICHIGAN 


New quarters at 1840 North Michi- 
gan Ave. have been occupied by the 
Strong Distributing Co. of Saginaw, 
it was announced by manager W. E. 
Strong. The new location provides 
enlarged office, storage and showroom 
facilities, a welcome addition for the 
display of Fada radios, Modern Steel 
kitchens, and Empire cooking appli- 
ances, franchises for which have re- 
cently been acquired. The western 
division will be in charge of Mr. 
Adrian Van Liere and office and 
storage facilities will be maintained 
at the Columbian Storage and Ware- 
house Co., Grand Rapids. 


NEW YORK 


Sales in Connecticut for the Gross 
Distributors, Inc., N. Y., will be super- 
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Gross. It was also revealed that 4 
firm has been appointed distribyto 
of Pak-A-Way home and iarm free. 


ers and frosted food ca ts 
Schaefer, Inc., of Minneapoli 

The D. W. May Cor; brated 
the December opening of its ney 


home at 250 Fulton St. in New Yor 
City with a housewarming. I[mportay 
lines and samples were displayed, By. 
fets were served throughout the week. 
long showings to retailer guests, 
Lt. Harold Gabrilove. USNR, has 
returned to Shapiro Distributors, Ine 





, 
LT. HAROLD GABRILOVE 
: 
as operating vice-president. The Al 
bany firm, which has _ branches 
Newburgh, N. Y., Springfield, Mass ' 


and Burlington, Vt., is distributor { 
RCA-Victor, ABC washing machines 
and other major appliances 

Bernard Hart has been 
head of the refrigerator, washer and 
range service maintenance department 
of Bickford Brothers Co. of Rochester 
and Buffalo, it was announced re- 
cently by Paul Wolk, president. As 
part of his new duties, Mr. Hart will 
make an extensive research trip to 
study developments in the field of 
factory service and maintenance di- 
visions, planning his itinerary to visit 
Apex Mfg. Co., American Stove C 
and Schaefer Pak-A-Way. Bickford 
Brothers distributes RCA, Carr 
Air Conditioners, Duo-Therm spac 
and hot water heaters. 

Ellicott Electric Corp.. Howard rad 
distributors in the Buffalo area, will 
spend approximately $12,000 for al- 


appointed 











terations and modernization of 
building at Huron and Ellicott Sts . 
it was announced by vice-president 
George N. Thomas. The revamped 
display room will be opened on ft! 

first of the year. 

Garod Radio Corp. has annou ced 1 Pron 
the following additions to its sales quali 
organization: Lee Holland Co., fort 
Worth, Texas; Leo Ungar and Co work 
St. Louis, Mo. prof 

NORTH CAROLINA cust: 












L. H. Shuler has been named ter 
porary manager of the Dixie Radio a 
Supply Co’s. Charlotte branch. G 
Kling-Mueller, former 
been transferred to the home office 
Columbia, S. C., where he will direct 
the industrial sound department. Dixit 
is exclusive distributor for Meck 
radios in western N. C. and 
Emerson radios in all S. C 

The A. Z. Price Co., Inc., 
lotte concern, has béen appointed t 
distribute heating and air-conditioning 
equipment for the General Electrit 
Co. in western North Carolina. The 
firm has leased a spacious warehouse 
\. Z. Price is general manager. 
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-for over 
30 years 


DURO 


PUMPS - SOFTENERS 
and WATER SYSTEMS 


have served farms, homes and 
industries throughout the nations. 





Pumps 175 to 2000 gallons per hour 
Water Softeners up to 2 million grain 


gallon capacity 


THE DURO comPaANy 


531 E. Monument Avenue ® Dayton 1, Ohio 














1c NYKELKROM 


REPLACEMENT ELEMENTS 





they will 
BulLD YOUR ; ha 
SERVICE and Aron Wa 
PROFITS 


Prompt deliveries—the highest 
quality materials and careful 
workmanship assures you of 
profitable service and satisfied 


customers. 
Complete line of Replacement bi) and 5% inch bricks 

° ° wired for single heat— 
Coils for most Electric Ranges also wired for 2 or 3 heat switches 


—special heating units — flat 
iron elements — Cone Elements 
for space heaters, and spooled 
coiled resistance wire. 






Write for Complete Catalog 





Cone Elements for Room Heaters 
600 Watt and 1000 Watt. 


H.W. TUTTLE & COMPANY 






ADRIAN, MICH. 
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It Serves | 
You Right | uum 





The “HIT” 
of the Show 






At the Chicago Housewares Show in the Palmer 
House, Dealers from every section of the country 
were enthusiastic about the new, improved 


ED e 
mLiN 
The TABLE rol | ers 
LE 


They were unanimous in acclaiming them 


‘'The HIT of the Show’”’ 


Here are a few of the many outstanding features 
that are making Holliwood Electric Table Broilers 
the Nation’s favorite household appliance: 


e The original Hand Hammered Design Cast Aluminum Elec- 
tric Table Broiler 

e Two distinct high and low Broiling Heats 

e Removable polished Aluminum Rack 

e Larger Capacity 


e Top locks in place when raised for turning or serving of 
foods 


e Bakelite Handles and Legs enhance appearance 
e Handsome Well and Tree Platter for serving 
e Use it right on dining room table 

e Simple, economical and easy to operate 


e No smoke—no muss—no fuss 


Our supply is still limited, but more Holliwood Broilers 
are coming off the line every day. Soon you'll be able 
to get as many of these fast selling profitable Broilers 
as you want. So be patient a little while longer. Holli- 
wood Electric Table Broilers are worth waiting for. 


|FINDERS MANUFACTURING CO. 


| 3669 S. MICHIGAN AVE. 
teense eee 
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, CHICAGO 15, ILL. 


QUICK PROFIT 
BIG VOLUME! 


dandy . 


ELELTRIE 
CHURN 


Rapid increase in number of elec- 
trified farms creates big and grow- 
ing market for Gem Dandy Elec- 
tric churns. Gem Dandy has 
strong popular appeal, features 
that farmers want—relieves drud- 
gery of farm home. Slow speed, 
long-life motor. Sanitary aluminum 
base, shaft and dasher. Neoprene 
covered supports and electric Dec. 1945 
cord. Easy to operate, easy to 

clean, produces 15% more butter STANDARD MODEL 
in 15 minutes. COST RETAIL 


ORDER NOW $9.31 $14.32 
BEFORE PRICE INCREASE DELUXE MODEL 


$10.39 17.32 
Ask your jobber or write to . 


ALABAMA MANUFACTURING CO. 


1801-FIRST AVENUE NORTH BIRMINGHAM, ALABAMA 


PRICES 


























Cuts Squeezing Time in Half 
with the SINGLE STROKE HANDLE 


JUICE KING sets the pace in home juicer design with 
the Single Stroke Handle and these five other im- 


portant features: (1) Juice-All Strainer . gets the 

juice. (2) Interlocking cup, strainer and base. (2) Deep- 

Well Cup. (4) Steel Handle. (5) Open Design. For the 

utmost in beauty and fine workmanship, see the new 
JUICE KING. 

on the new JUICE KING 

appears in Good 


appears in Goo NATIONAL DIE CASTING CO. 


Home Journal . Better e of l 
Home & Gardens 11CAGO 45. ILLINOIS 


NATIONAL ADVERTISING 
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DISTRIBUTOR 
NEWS 





OHIO 


Distribution of Philco auto radios 
and office inter-communication sets 
has been signed to the Olson Radio 
Warehouse of Akron. 

The Midland Electric Co. was ap- 
pointed exclusive distributor in north- 
eastern Ohio for the domestic appli- 
ance division of Pressed Steel Car Co. 

Off the drafting board are plans 
for a branch warehouse and display 
room of the Kane Co., electrical ap- 
pliance distributors of Toledo. Edward 
Carl will manage the addition. An- 
other branch at 168 Long St. in 
Columbus has already opened with 
Sydney Katz in the managerial chair. 

Phil Stanton has joined the sales 
staff of Strong, Carlisle and Ham- 
mond Co., Cleveland distributor for 
Philco products, and will maintain an 
office in Columbus to cover Franklin 
and other nearby counties. 

A week of meetings in Mansfield 
marked the first sales convention in 
four years to be conducted by the 
Westinghouse Electric Appliance Di- 
vision. Distributor executive sessions 
and sales personnel meetings were a 
feature of the convention. Held in 
early December, it was attended by 
W. I. Bickford, district sales manager ; 
D. B. Williams, assistant district man- 
ager; Curt L. Blumer, district appli- 
ance manager; C. H. Weaver, Jr., 
sales promotion manager; J. P. K. 
Miller, Jr., and C. B. Pollock. 


OREGON 


The Central Appliance Co. of Port- 
land has received an appointment as 
exclusive distributor for Gilfillan 
radios, refrigerators and_ television 
receivers. 


PENNSYLVANIA 


Early in December radio dealers of 
Pittsburgh took advantage of an op- 
portunity to view the new line of 
3endix radios presented under the 
auspices of Pittsburgh Products Co. 
at the YMHA auditorium. Prominent 
at the display were L. C. Truesdell, 
general manager of Bendix radio divi- 
sion, who presented the merchandise, 
and R. W. Evans, manager of the 
Pittsburgh Products Co., the host. 

Washers and ironers will be distrib- 
uted in Pittsburgh by the newly 
formed Pfleghar and Co., it was an- 
nounced by Frank J. Pfleghar, presi- 
dent of the S and P Coal Co. The 
firm was organized to distribute Fair- 
banks-Morse products in western 
Pennsylvania. 

Electric appliance dealers from 
Elizabeth met in December as guests 
of the West Penna. Power Co. to hear 
the firm’s cooperative and merchandis- 
ing plans and promotions for the new 
year. Central division manager D. H. 
Johnson and sales promotion manager 
Harry Restofski welcomed the guests. 
Speakers included T. G. Allan and 
W. D. Peters of the company’s dealer 
section, advertising manager H. S. 
Metcalfe, and vice-president P. H. 
Powers. 

The Allied Electric Supply Co. 
sponsored a dealer meeting in Pitts- 
burgh in late November that featured 
the advertising and sales promotion 
program of the Garod Radio Corp. 
Bernard Samuels, of Allied, greeted 
the dealers, while Lou Silver, Garod’s 


sales manager, showed Garod’s line. 


MODEL 56 


WEBSTER 


RECORD CHANGER 


This new Webster changer will 
soon appear in the finest radio 
phonograph combinations. It 
was selected by quality manu- 
facturers on its performance in 
comparative tests. 


READ THESE FACTS 
Built to last. Fast change cycle. 
Simple, fool - proof operation. 
Automatic shut - off. Feather 
light needle pressure. Longer 
life for records. Quiet running 
Webster 4 Pole motor—cushion 
mounted. 

The choice of music lovers 


WEBSTER rf CHICACO 


~~ N DA 


CHICAGO 39 











— 
EVEN AN ELECTRICA 

MAN WANTS A HOME OF 
His OWN. ss 


Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 
minute. 


Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 

Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5 


at 25e I can’t lose—Send me “How To 
Plan The Home You Want.” M 
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DISTRIBUTOR 
NEWS 





RHODE ISLAND 


4 
Henry Rubin has been added to the 
sales staff of the Rhode Island branch ELECTRIC —_=— FO — - 
of Milhender Distributors and Co., —= PLANTS R ANY JOB ANYWH RE 
Boston, Mass. Ihe } | ] ONAN ELECTRIC GENERATING PLANTS 
The Rhode Island branch of the q supply reliable, economical electric service 


Eastern Co., Mass. distributing firm, for industrial uses, as well as for scores of 
has been placed under new manager other general applications. 


John F. Kitson. Driven by Onan 4-cycle gasoline engines, 

SOUTH CAROLINA these power units are of single- 

j unit, compact desi and sturd 

C. A. Herlong of —— og * ma ponent 2g Parnes for Be 
named state distributor for the How- : : 

emergency s : 

ard line of radios and will also dis- ye ee 

tribute electrical appliances. 





Models range from 350 to 35,000 

watts, A. C. types from 115 to 660 
TENNESSEE volts, 50, 60, 180 cycles, single or 
: three-phase and 400, 500 and 800 
The Tennessee Valley Appliance : cycles, single phase. D. C. types 


. from 6 to 4000 volts. Also avail- 

Corp. has succeeded the Memphis 0 able in dual voltage and special 
Rubber and Supply Co. in Memphis frequency types 
as distributor for Olympic radios, 
washers, ironers, ranges, and other 
appliances. President of the new firm 
is A. W. Gardner. 

Edgar F. Lindgren has been ap- 
pointed district sales manager for the 


Sout! Furnit Sales Co., Zenith 
CAN PREVENT | distributors in Chattanooga” 
Over 500 dealers congregated in 


A FLOOD Memphis as guests of McDonald ugha 

Brothers, Philco distributors, for a Re ; “st 
day-long meeting held at the Linden De a ae potas D. W. ONAN 4 SONS 
OF REPAIRS Circle 1 heater in November. The | 3247 No. Royalston Ave, Minneapo'is 5, Minn. 
Philco line of products was presented 
by W. E. Ejichelberger, refrigerator 
division sales manager, and C. E. 

A ; . Pgs 

LOOK FOR THIS RASS MARK Lindstrom, Philco Corp. division man- 
ager. 











TEXAS 


Dan M. Galvin, who resigned in 
July as a district manager for the 


Westinghouse Lamp Division, has a 
WHEN YOU BUY opened his own business, the Galvin THE weal ‘ y t 
Sales Co., in Dallas, which carries 


APPLIANCES | ‘xte: ant ccc” atin an STANDARD REFRIGERATOR 
TRADE-IN MANUAL & DEALER GUIDE 


PUBLICATION SOON! 


and Louisiana. 


e e WEST VIRGINIA 
Aste Cou Dealers in West Virginia had three 


days in the latter part of November 
to drop in to the Van Zandt Supply 


HLCP Co. of Bluefield and exchange ideas The indispensable reference book 
over the display of appliances gathered 


for the open house meeting. Ad for household refrigeration dealers 
SOFT-RUBBER 
Detailed specifications and 


ee, & o 
e L U G Ss actual photographic reproduc- 


tions of over 1000 of the key 
refrigerator models sold since 
1928. Arranged and indexed for 
quick reference. More than 2000 
authoritative trade-in valuations 
included—appraisals impartially 
established by experts in the 
refrigerator field. 











Zz — — — —_— — — — 
Protect your profits—Be prepared ' 

with sound trade-in estimates. " Standard Refrigerator Trade-In 
Order this compact, complete Manual Co. 

reference manual today! 503 West 43rd Street, 


New York 18, N. Y. 
Bookbound in durable cloth Please send me copies of the 


binding—256 pages of solid, use- TRADE-IN MANUAL at $5.00 

ful information—only $5.00 a each. 
ee copy. 

SOLD EXCLUSIVELY sh 
BY 
UNITED STATES FIRST TO A FARMER: Secretary of Agri- 
RUBBER COMPAN ’ culture Clinton P. Anderson is presented 
with the first new Philco battery radio by 
James H. Carmine, vice-president of 
Philco, at the Philadelphia Rotary Club. 


Name 

A limited edition will be pub- 

lished before May. Write for Address 

quantity discounts on 100 or City... State 


more copies. Check or Money Order Encl. (1) Send C.0.0.{ 
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revatlalle How! 


FOR IMMEDIATE DELIVERY 

















write today! 






Cash-in on the demand 
for this needed home appliance! 


Looking for a home appliance to sell right now? 
Then investigate Sav-U-time, the remote control 
system that converts ordinary “side-arm” gas 
water heaters into automatic units — efficiently, 
economically. Easy to sell! Easy to install! Re- 
quires little or no servicing. A real volume pro- 
ducer and profit-maker. The orig- 
inal system—and leader for 25 
years. Dealerships now open... 






















86 MANHATTAN STREET «+ 


BECOME A 
SAV-U-TIME DEALER 
Write today for complete 

details of Selling Plan. 


- SAV-U-TIME Sales Company 









ROCHESTER 2, NEW YORK 



































Home-frozen foods will bring better 


living to added thousands of American 
homes. Up-to-date home planning demands 
satisfaction of a 
BEN-HUR Farm and Home Freezer in 


utility room, 


the convenience and 







kitchen, or basement 


Ben-Hur Dealers are in direct line to 
profit by 


mand for dependable Freezers 







today’s widespread popular de- 
A BEN- 
HUR Dealership will increase your cus- 








tomer-prestige and profits. Write regard- 
ing franchises still available. 


BEN-HUR 
MFG. CO. 


324 East Keefe Ave., Milwaukee 12, Wis. 





ontinuous Manufacturing Since 1911 
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; FARM & HOME 















































Mere are the “Stand-Out” Fea- 
tures of the Quality-Buile 
BEN-HUR... 


ALL STEEL CONSTRUCTION 
LIFETIME TESTED 

FOOD SURROUNDED BY COLD 
SIZE FOR EVERY FAMILY 


THICK INSULATION 
(Hermetically Sealed) 


MODERN DESIGN 
ECONOMY-ENGINEERED 
*% INSULATED AGAINST POWER 


FAILURE 
Riad 


+ + + + + + 
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excus 
AL SMITH MEMORIAL: A tribute in music has been dedicated to the memory of leplo 
the “Happy Warrior by Majestic Records, Inc. Called the “Alfred E. Smith OPA 
Memorial Album", ten favorite songs of the brown derby hero were recorded on both the p 
shellac and the new plastic Duraflex records by famous entertainers. Above, James J begin 
Walker, president of Majestic, left, and Eugene Tracy, president of Majestic Radio Ra 
and Television Corp., examine a record made of the unbreakable Duraflex. oM 
OPA 
enced 
havin 
. prove 
Harris Awarded McGraw Medal for hani 
make 
. . . 
Cooperation in Electrical Industry 
It 
_reaer poet Son queens ce na California Executive Cited oad 
trical man has been touched bv the - ” 
i vlad I re ignition David } For Wiring Efforts ever) 
Harris, vice ywresident of the General — 
Electric Supply Corp California, 


was awarded the 1945 Medal for Coop- 
eration given under the James H. Mc 
Award Singled out for un 

Ifish labor and cooperation, Mr 
Harris was honored at a December 28 
dinner meeting in San Francisco given 
under the auspices of the San Fran 
cisco Electric Club and the Pacifx 
Coast Electrical Association 

The James H. McGraw Awards for 
Flectrical Men were established in 
1925 by Mr. McGraw, founder of the 
McGraw-Hill Publishing Co., In 
to encourage constructive thinking for 
the advancement of the electrical in 
Medal for 
given this year for the 


there are medals for co 


lustry. In addition to the 
 ooperation 
17th time 

tributions in the fields of 


electrical 


electrical 


manufacturing contracting 


“eg , : 
and electrical wholesaling 
Citation 
The citation of Mr. Harris reads in 
part, “Dave Harris . has been a 


sparkplug of 
California from his early days as a 


industry cooperation in 


obber’s salesman. . . . His name 
vill be found among the organizers 
f almost every important cooperativ: 


movement within the industry in Cali- 
ornia in the past quarter ot a century 
In 1918 he was one of the founders of 
the California Electrical Cooperativ: 
, the first statewide program 
f contractor-dealer and industry sales 

und promotion in the West. It 
was this movement that launched the 
outlet campaign,” 
hich might be said to be the forerun 


Camnaien 
da alpZ 


first “convenience 


what is now the national cam- 
Out of this 


paign for adequate wiring 
pioneer cooperative project came the 
California Electrical Bureau and the 
Pacific Coast Electrical Bureau, both 

ich he has served as chairnian 
and continuously from their beginning 
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r of the boards of direct 
Likewise he has without 
break as a director of the all-indust 
organization, the Pacific Coast El 
trical Association. His was the tas 
of guiding this body’s Code and Ord 
nance Committee and Red Seal Ad 
quate Wiring Committee 


as a memb 


served 


sometimes 
as a chairman and always as a memb« 
From the first committee came a uni 
form electrical code now widely a 
cepted in the state and an unsafe app! 
ance ordinance, adopted in 83 Cal 
fornia cities and elsewhere in the Wes! 
He is known as a champion 


‘ P °° 
ur play 





Judges 


Judges who made the award to Mr: 
Harris included W J. Kranzer 
Crannell, Nugent and Kranzer; N 
MacDonald, Thomas and Bette C 
Howard | Miller, Utilities Eng 
neering Co.; L. A. Schofield, Consol 
dated Edison Co. of N. Y.: and S. I 
Williams, editor of Electrical World 


Philco 1946 Orders 
Total 110 Millions 


Distributors for Philco Corp. hav 
guaranteed a big year of business 1 
the radio manufacturting concern 
placing orders for $110,000,000 wort 
of radios, radio-phonographs, refris 
erators, freezers, and air conditioner 
The hefty figure was announced b 
Thomas A. Kennally, vice-president i 
charge of sales, who further stated tha 
orders are being taken only up 
June 30, 1946. “Orders for the ne» 
seven months are 43% greater tha 
our sales for the entire year 1941, whe 
we did our all-time peak civilian busi- 
ness of $77,073,636,” he said. 



























RMA Head Hits OPA Confusion, 
Daily Price Modifications 


e OPA weg feud with Santa Declares Production Held 
Claus. Or so says R. C. Cosgrove, pres- ee 
lent of the Radio Manufacturers’ As- Back by Inadequate Pricing 
soc ation. ! : Methods 

a speech to members of the Radio 

cutives’ Club of New York Mr 

grove said, “Instead of the millions 

adio sets which were promised by 





istmas we were fortunate, indeed, if have a price tag containing the ap- 
3 iew hundred thousand were actually proved OPA ceiling price, on the set 
. 1 ufactured.” before it leaves the factory,” Mr. Cos- 
‘ . grove maintained. He asserted that the 
Predection Lost industry was going to make sets de- 
He declared that months have elapsed spite OPA obstacles, but that most of 
without any price determination accept- them would be table models in small 
> able to many parts manufacturers and wood or plastic cabinets. 
x that, as a consequence, the radio indus Some people in the radio industry 
has lost so far (December 6) about have expe cted, he continued, that radio 
months of production. “This in- receivers would be in free supply by the 
isable waste of time and money is middle of 1946, but were doomed to dis 
ory of leplorable,” he added, “because “the appointment because of OPA created 
Smith OPA is arriving by slow stages at what delays. He pointed out that delays in 
n both the parts manufacturers needed in the obtaining console cabinets would mean 
mes J beginning delays in the production of frequency 
Radio Radio set manufacturers, according modulation receivers because they are 
Mr. Cosgrove, face a problem with enclosed in the larger models and in 
OPA somewhat similar to that experi- consoles. 
enced by radio parts people and are “Some manufacturers are agegres 
aving difficulty in getting prices ap- sively pushing their television produc- 
roved because component prices are tion and some television sets, in small 
, hanging almost daily as the OPA volume, should be available about the 
makes modifications middle of 1946,” he said 
OPA Pricing Optimistic Industry 
It is almost impossible to get radio Mr. Cosgrove is vice-president and 
properly priced and you are not general manager of the manufacturing 
ted going to be able to get sets when you division of the Crosley Corp., and vice- 
ould becaus the OPA is pric ing president in charge of sales of the Avi 
every single set and it is necessary to ation Corp 
jut 
lus 
FI 
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... and sales at a glance —a smart new electric clock 
that’s as easy to read as it is to look at and just as easy 
to sell. 
Models for home or office, with works that carry a life- 
time service guarantee. For setting, a simple new patented 
: gear release replaces the conventional clutch 
Complete clocks and works for built-in applications will 
fo be available soon 
etl B 
sn FROM THE AXE FAMILY OF 
: om , 
nit CS, ° oy Uf 
ith INC Tiel 5 
1p Address Department EM ; 
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EVERHOT 


Everhot Roasterette 
= cooks all kinds of 
Everhot Rangette provides casserole meals 























































ha 





complete cooking facilities and dishes. 
for millions who live in Everhot Kook - R - Jug 


small or temporary homes. both cooks the meal 


and keeps it hot for 
hours outside 
the home. 











Everhot Rayvector Room Heater 
is readily convertible for both 
radiant and circulating heater. 


Everhot 
fan-type 
heater is a 
circulating 
unit of 
amazing 
efficiency. 


u 





@ Long established, well-known, Everhot quality is embodied in a roaster of 
thrilling newness. Completely re-designed, endowed with many improvements, 
this new Everhot features values and conveniences never before available. 


CONSERVATISM /s Soundest Policy 


Several years of so-called prosperity is not a cer- 
tainty. Our power-hungry leaders will probably fuss 
|| around until they have spoiled what might have been 
a very prosperous period for all of us . . . In view of 
the uncertainties, experienced business men who buy 
and sell had better follow the tried and true principles 
they know so well. It is foolish to “take flyers” in the 
field of policy unless you strap the parachute of 
skepticism and caution upon ; 


as WEA ran ftonho 
your imagination. “—/ 7 


U 
SALES MANAGER 


THE SWARTZBAUGH MFG. COMPANY... TOLEDO 6, OHIO 


PRODUCTS 


ROASTERS... HEATERS... APPLIANCES 


. PAGE 237 


























SPEEDMASTER APPLIANCES 


READY FOR IMMEDIATE SHIPMENT 


OPA Prices include Tax 











TWO BURNER ELECTRIC 
TABLE STOVE 


O. P. A. Approved. Retail $17.60 






















@ Range of 6 cooking heats. High, | 
Med. and Low heats on both burn- | 
ers. From simmering low to keep | 
food at serving temperatures, to 
excess high for pan broiling and 
frying. Sold only in Lots of 
i as ales Net 11° 


ONE BURNER STOVE. Three Heat Burner 
©. P. A. Approved. Retail $4.95 


@ High, Med. and Low heats. Two switches, com- 
plete with cord attached A smartly styled, highly 
efficient unit that combines the cooking capacities 
of commercial ranges with domestic requirements. 
Handsomely finished in black and white enamel. Con- 
structed with the best available material for excel- 


dent performance 

Sold only in Lots of 12 or more—Each $3.50 Net 
This One Burner Stove with single heat burner and 
cord Retails $3.75. Net $2.33 


ELECTRIC 
HEATER 


For home or indus- 
trial use Con- 
structed of heavy 


SPEEDMASTER 


IRONS and TOASTERS 
Available Soon 


@ Prices « above items F.0.B8. Chicago. Terms gauge steel, stain- 
' . less steel reflector, 

>’ discow check with order or C.0.D. Rail- streamlined design 
way Express finished in Brown 
Baked enamel. Re- 

MANUFACTURERS ATTENTION we are tails $6.9. Sold ‘ns 
still negotiating for additional private label pro- lots of 12 or more. 
ductior Each net $4.66 








INTERSTATE ELECTRIC SUPPLY CO. 


4754 N. CLARK ST. CHICAGO 40, ILLINOIS 








Get 
Maximum 
Chime Business 

with New 


a(n 


2 STRONG LINES—Populaire and Sym- 









phonique—at popular prices. 
SMARTER STYLINGS—created by artist- 
designers. 

DUO-COLOR-FINISHES —to blend with 
all home interiors! 

















Nation-wide 
Distribution 
thru Leading 
W bolesalers 


MERCHANDISING COOPERATION—with 
dealer aids and national advertising 
campaign. 

























RICHER LINGERING TONE—plus precise | 
Syncro-Tone Timing! 
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UNBREAKABLE PLASTIC 
>—————_REALLY MODERN- ~ 


FLASHLIGHT 



















“Plastic =” 
Model 100 
Retails $1.00 


«Super Right 
Angle*’ 


GITS 


i Combines 
Plastic and Metal 
for Utimate Efficiency 








©@ Always Works! A ‘Mile of 
Light’ 

© Pre-Focused — Brilliant Re- 
flector 


@ Sure Working Off-On & 
Signal Switch 

© Transparent Unbreakable 
Battery-View Case 


© Even Temperatured 
Warmth of Touch 


® Safe, Non-Conducting Case 


Available also in colors: 
red, black, khaki, blue or 
ivory. Order from your 
jobber. 


4656 WEST HURON ST., CHICAGO 44, ILL. 


Manufacturers of the famous Gits Flashlights, Knives, 
Gam Etc. 


es, Protect-o-shields, Savings Banks, 


CANADIAN DISTRIBUTOR: 


Kahn, Bald & Laddon, Ltd., 69 York St., Toronto 














DEALERS! 


Build up a resale 
business in frozen 
food packagings... 


Sell... 
“A 
KIT 


WITH EVERY... 
HOME FREEZER UNIT 


Home Freezer Units will not be 
successful, they can not become 
popular, unless foods are prop- 
erly wrapped in the right frozen 
food packagings, before being 
placed in the freezer. 

“Paksure” Food Packagings for 
frozen foods guarantee the suc- 
cess of home freezing. They of- 
fer one source of supply for all 
packagings and packaging sup- 
plies. 

Your prices and your suggested 
resale prices (allowing 25 to 40% 
competitive mark-up) are in- 
cluded in our new 1945-46 
“Paksure” catalog . . . free on 
request . . . write today. 


PACKAGING DIVISION 
€. W. Twitchell incorporated 
788 Public Ledger Bidg, Philadeiphia 6, Pa. 
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ae einibididiadieaas _a canal 
| WHERE | 
| To Buy 


Parts, Services & 
Accessories | 




















ON ALL PARTS on¢ 
- SERVICES_ 





Write for this catalog — 
if don't have one — 
pi complete details. 
Offer expires Feb. 28,1946 


W SWEEPER CO. 


Ave 








WRINGER ROLLS 
SPECIAL OFFER 


—| GOODYEAR |— 
36 Assorted 








¥,"—$ .97 BLANKS 17,"—$1.05 
7” — 1,15 2/4"— 1.30 
2/2"— 1.63 23%4,""— 2.02 


Cut Rolls For All Makes $1.20 Up 


APEX — NEW YORK 
WASHER PARTS & SERVICE CO. 
37-08 Northern Bivd., L.I.C. 1, N. Y. 


Burned Out or Broken Electric 
Heating Elements 


repaired with NICHRO- 
if CITE PASTE. Simply 
overlap ends, apply paste, 
turn on current. Used by utility com- 
panies, etc. Family size, $1.00, 4 oz. 
size $2.50. Satisfaction guaranteed. 
Armstrong Mfg. Co., Box 861E Minneapolis, Minn. 








i> 








Resistance wire. Heating Units. 
Switches for Standards and all 
makes of Electric Ranges. 
F. N. CUTHBERT CO. 
Distributor and Manufacturers’ Agent 
Toledo 2, Ohio 











SPECIALTIES 
Electrieal Mangle Roll Pads and Covers 














Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 


NEW ADVERTISEMENTS 


Received by January 21st will appear in the 
February issue subject to space limitations. 














This 
WHERE TO BUY 


Section 

supplements other advertising in this issue 
with these additional announcements of prod- 
ucts and services of special interest in the 
merchandising and servicing of electrical 
appliances. 


ELECTRICAL MERCHANDISING 
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rom COST filtered ait COOLING 
J gf. for EVERY HOME AND OFFICE 








Rooms are quietly filled 
with cool filtered-air—free 
from dangerous drafts and 
many irritating impurities. 
@ Now, every home and office can enjoy “sea-breeze” comfort at stay- 
at-home cost. 

Meier Nu-air Filt-R-Fans are adjustable to any standard window. 
They’re as easy to install as an ordinary window ventilator—no special 
skill or tools necessary. They cost no 
more to operate than an electric fan. 
_ The Nuw-air Filt-R-Fan case is steel fin- 
ished in baked-on white enamel, enclosing 
the 3-speed motor, fan and filters in a safe, 
compact unit that requires little space and 
harmonizes with almost any surroundings. 

Get ready—NOW—for Summer sell- 
ing. Write for detailed information and’ 
our plans to help you sell. 


MEIER ELECTRIC & MACHINE CO. 
3525 E. Washington St., Indianapolis 7, Indiana 
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wair FILT-R-FAN 
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... and stay in business 











What does it take to start your own business, right, so that 
you can make a go of it? Here are the answers—a really 
informed, authoritative book by a business and marketing 
consultant of international reputation, outlining for you the 
things you want to know, the things you have to do, to go 
into business for yourself qwith every possible chance for 


pas Just Published 


Going Into Business for Yourself 


By O. FRED ROST 








Editor, Wholesaler’s Salesman A few of the chapters 
334 pages 51/2 x 8, 19 illustrations, $3.00 that will help you 
7 . What Kind of a Business Fits 
Starting from scratch by helping you decide the business You Best? 


to which you are best suited, this book guides you step How to Finance a New Bu.iness 
by step through the problems of financing, legal aspects, 
choosing the location, bank dealings, records, insurance, 
etc., and gives sound, constantly helpful pointers on buy- 
ing and selling. Finally, it gives actual thumb-nail sketches 
of performance records in twenty-four types of businesses 
that have proved to be successful. 


prietor 


Susiness 


How to Pick a Location 


AMERICAN BUSINESS says: “Containing more factual infor- 
mation of value than ten ordinary books on this subject this 
334-page volume tells more about retailing than any other 
book we have ever read . . the book gets down to cases 


Your Credit 
Doing Business With a Bank 
Pointers on Buying 
Pointers on Selling 


General Measures of Yo 
Chances for Success 


menseesee"'Send this McGRAW-HILL Coupon"**"""""": 
McGraw-Hill Book Co., 330 W. 42 St., New York 18, N. Y. 

Send me Rost—Going Into Business for Yourself for 10 days’ 
examination on approval. In 10 days I will send $3.00, plus 
few cents postage, or return book postpaid 


right at the jump-off and from there on every page contains 
something the man going into business ought to know—and 
something which only about one in ten actually does know.” 





See that you know what all 
these key points are, the facts 
and steps that are vital in set- 


tling each question, the impor- (Postage paid on 


A A cash orders.) 
tant cautions to observe, with 
the aid of this practical book. Name «.--.s++0e. 
Address ........ 


Read it for the guidance you 
need in protecting your invest- 
ment and giving yourself the 
best chance for success in the 
increasingly scientific, competi- 
tive, and regulated field of 


City and State.. 
Company ....... 
Position .. EM 1-46 


‘In Canada “Mail to Embassy Book Co., 
12 Richmond St. E., Toronto, 1 
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business proprietorship. 





Doing Business As an Indi- 
vidual: You—the Sole Pro- 


When You Take In a Partner 


Buying an Already Established 


How Much Rent You Can Pay 
The Importance of Guarding 
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Selling Salesmanship 


E. J. Hegarty's New Book ‘ 
Plugs All-Out Sales Training 
Programs 


Building a Sales Training Plan, by Edward J. Hegarty 
McGraw-Hill Book Co., 198 pages, $2.00 


Bi W } 
1 smel to 
Tt t] el ] yh 
7 o Work patte! 
ve ind vVeT, 7 5 
stul salesmen do it 
10 Instill he 
1 | \ ft sellu g the l 
i ght iV ust as 
golf swing 
I Mi Hegartv’s train 
ng twelve boned. “There should 
et of fundamentals 
P gainst 1 inv sales training 
in be iecked His first premise 
1 salesman should be trained 
. by his boss or the nearest equivalent 
” thereot He believes that a salesman 


of 
iptitude and education need only bring 


vith the requisite qualifications 


. ‘tele weal i willingness to work to his schooling 
The training itself should be so de- 
, t y signed as to teach him to work right. 


raining, he continues, should have 


lefinite objectives, should teach only 
Sales Training Theme tested methods and those in terms of 
lat the average man in the organi- 
if * - 
- ation can learn to do. The salesman 
uk the ] a. ‘ } +} - . 
should be taught more than product 
t eryone in 1] | oul Lh ive a le finite concep 
' i 
1 unit of work and a full day’s 
the enlist é er 8 
rk. School training and field train 
ny ng should be coordinated A new 
+ } + 
ile uuld not be summarily 
ft ‘ 
: . ides er to an old timer for train- 
‘ 
: g aining should be continuous 
1 
ne hould audited f results 
SOFD Last and st important of the checks, 
’ : M Hegarty iv s the follow 
> : gh t use training—the 
) WW ? : 
, \ alt ins ef! ployment 
ie has been taught and re- 
y get him back on the track 
t , , , 
i wandered 
a 
Methods Detailed 
n a complete discussion, with 
cadDit 4 
ggestic f his skeleton, Mr. Heg- 
‘ P oO , re 7, 
: proceeds to build the body of his 
il He le ( t method ot 
fining objectives, the purpose of a 
in. Hes vs how a training school 
pi } ] . 1 27) 99 
ou ve organized, how training 
| evoted t ; “aay ~ 
, 1ould be conducted in the home office 
I In 


, fe ind in the field. He even makes such 


letailed suggestions as what type of 

. furniture should be in a school room. 

» : > He discusses written training materials | 

: ‘ ind devotes several chapters to the 
; - training of the trainer. 

mre s lf Mr. Hegarty has omitted any- 

“gfe ,. thing of importance the lack is not 

'y easily discernible. Building a Sales 


raining Plan is exactly that. He has 


built care fully, laid one idea precisely 
cemented the 


Practical Application of Theory 


another and whole 


the book is followed with tried and tested suggestions. Any 
vn-to-earth sug- trainer willing to be thorough should 
t vy to turn theory find Mr. Hegarty’s volume a guide to | 
I nt the ice better salesmén and resultant increased | 
re returns.—ROBERT W. ARMSTRONG 
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Frustrated Buyers See New 
Merchandise at Chicago Show 


Thousands Duck New Year Holiday to be on 
Hand When Gong Rings for First Peace-Time 
Offerings —and Face Delayed Deliveries. 


Suffering the indignities of half- 
hour waits on Palmer House eleva- 
tors, snail-paced waiters serving 
bologna bull as beefsteak, crowds 
estimated as surpassing 12,000 cram 
med the first 
by the National Housewares Manu- 
facturers Association in Chicago, 
December 30 to January 5. 

Some 490 exhibitors filled five full 
floors of the recently sold Palmer 
House, and had real merchandise 
on display for buyers to set their 
teeth in. Unhappy awakening for 
the frustrated buyers was the news 
that actual 
quantities were far away. 


peace-time showing 


deliveries of sizable 


Some Opinions 


Example of how things are going 
David Slobodien, 
Apollo Distributing Co., Newark, 
who said: “We are just getting out 
600 refrigerators, 1,500 radios and 


was voiced by 


similar supplies of cleaners and gas 

ranges to our 600 dealers for use as 

floor samples. 
ive to come later. 
Price, as during the war years, 

is no object wit 

eterans like Bil 


Furniture Co., ( 


ith buyers. Even 
Egan of L. Fish 
licago, looked into 
ery nook and cranny with the idea 
picking up anything his firm 
ight move. Buyers generally, 
om big shots like A. B. Francisco 
Famous Barr, St. Louis, to small 
alers like Theodore Osberg, Riv- 
side, Ill., were on the prowl, con- 
rted thoroughly to the theory that 
is not smart to be backward in 
ming forward. 
As always the OPA was reported 
getting in everybody’s hair, but 
ie chief effect was in slowing up 
ie manufacturers. 
The “gravy train”, as I. N. Mer- 
tt of Conlon describes it, was not 
f especial benefit to manufacturers 


with scant stock for sale. Harried 
by labor and material shortages, 
plagued by unintelligent OPA re- 
strictions, the exhibitors were not 


particularly jubilant over the rush 

of customers at the first market. 
Peak of production and delivery 

most certainly will not be expected 
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until the end of 1946, and more 
orders were placed for future deliv- 
ery than anything else. However, 
a trickle of new appliances will be- 
gin reaching the good housewives 
this spring, although it will be a 
year before one can go into a store 
and say, ‘“Wrap up that range,” etc. 


New Products Shown 


Among the new things that made 
their appearance were small pres- 
sure cookers, fans that combined 
cooling and heat throwing qualities, 
washers that laundered dishes on the 
side, and of course complete kit- 
chens are on the upturn. 

Acceptance of the kitchen sink as 
an appliance is growing among elec 
trical dealers, declared E. R. Frel- 
ing, General Pipe & Brass Co., St. 
Louis, whose firm distributes to the 
electric trade as well as to plumbers, 
furniture stores and the _ building 
trade 


Newcomers at Show 


Among the newcomers showing 
for the first time the Sherwin-Wil- 
liams Paint Company and the Gen 
eral Paint and Varnish Company, 
whose products retailed by electri- 
cal dealers during the war have 
given them surprising volume. 

Retailers leaving the hurly burly 
of the Chicago Show carried away 
with them the impression that table 
appliances and cleaners would ap- 
pear in volume more quickly than 
the larger, more complex major 
items. They found that no merch 
andise, even table mats or wooden 
ware, could be bought in unlimited 
quantities. The hot breath of the 
war had dried up sources through 
out the country, and only gradually 
will retailing return to the green 
pastures that existed in 1940 and 
1941. 





Some Personalities at the Palmer House Exhibit 


ewspapers cover the market like big news. June Geserick of Chicago Birch L. Vermillion, Knapp Monarch, St. Louis, shows something tidy in irons to Ann 
arning ABC-O-Matic rinses clothes under water. Noone, New Products editor of ELECTRICAL MERCHANDISING. 


Veteran of many shows, Neal Gallagher of Automatic Washer, chats with Ben Kane, Vern Calkins, veteran appliance manufacturer, holds open house for Reau Kemp, 
Kane Co., Cleveland, and Ed Shea, Electric Appliance Co., Toledo. sales manager, Clarion Radio, and A. B. Francisco, Famous Barr, St. Louis. 


Mr. and Mrs. C. M. Eden of Eden Radio and Electric Shop, West Branch, lowa, The world's only woman toaster manufacturer, Mae Pavelka of Toastwell, St. Louis, 
were first dealers in country to see new Bendix clothes drier. here with her sister-in-law, Mrs. Joseph Pavelka, Jr. 
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Small Appliance Makers Allowed 
8 Percent Increase, OPA Announces 


Distributors, Dealers To Absorb Differential, Agency Says 


Small electric appliances that have 

ff the market since 1942 will re- 

1 ) retail stores at approximately 
rewar prices, the Office of Price Ad- 

ration said recently. 

In an action effective December 21, 
1945, OPA set ceilings at all levels of 
ules for all small electric heating or 
owered appliances for household and 
ersonal use. Typical of the goods cov- 
red by the action are table broilers, 
air driers, vibrators, vaporizers, 

ters, space heaters, coffee makers, 
ng irons and flat irons, hot plates, 
affle irons, mixers, heating pads and 


8 Percent Increase Allowed 





Manufacturers have been allowed an 
Ann nerease of eight per cent over their 
ctober 1-15, 1941, selling prices to 
pensate for part of the relatively 
ermanent cost increases that have 
ccurred during the war, OPA said. 

Alternatively, manufacturers may 
take as ceilings the prices they charged 
during March, 1942, a month in which 
some manufacturer prices to distribu- 
tors were already about eight per cent 
above levels of the previous fall, OPA 
said. If manufacturers sell direct to 
ultimate consumers, they are held to 
present ceiling prices on these sales, 
the agency said. 

Dealers are guaranteed minimum 
margins on sales which, although 
slightly below average initial margins 
of 1941, are equal to or greater than 
margins actually realized during that 
year, OPA said. With consumer de- 
mand for these appliances at an all 
time high, net profits of distributors 
and dealers, even with the absorption 
required in this order, should be at 
least as great as during normal times, 
the agency said. 

When the 10 per cent Federal excise 
tax is in effect on an article it will be 
= paid by the consumer in the dollar 
2 amount levied at the manufacturing 

level, OPA said. No seller is per- 
mitted to take a mark-up on any part 
the tax. 

Manufacturers will tag all merchan- 
ise with its correct retail ceiling price, 

lusive of the excise tax. 





Must Maintain Proportion 


Manufacturers are required under 
ig this order to maintain approximately 
their prewar proportion of low end 

high end merchandise under penalty 

having reconversion increases re- 
uced or revoked, OPA said. Another 
provision aimed to prevent hidden cost- 
f-living increases is that prohibiting 


1945, the price agency set dollar-and- 
cent consumer ceilings, based on Octo- 
ber, 1941, catalog prices, for all well- 
known brands. These prices will be 
printed on tags to be affixed by the 
manufacturer, OPA said 


dealers from requiring tie-in sales, 
credit sales, trade-in, etc., as a condi- 
tion of sale. 

Manufacturers with well established 
uniform ceiling prices in effect at retail 
before the war, and who wish to rein- 


state their selling pattern, may apply In the same action, manufacturers 
for permission to do so, OPA said, were granted a 6 per cent increase 
providing the retail prices applied for over their October 1-15, 1941, prices 


to distributors, to comparatively per- 
manent cost increases that have taken 
place during the war. Distributors and 
dealers will share in absorbing the 
to do with electric irons. When the increase, according to a formula set 
prices fixed under specified reconver- up in the regulation, OPA said. 
sion orders are higher than those which In case any manufacturer did not 
would be determined in accordance sell a particular model during the first 
with this action, they may be retained, two weeks of October, 1941, but did 
OPA said. sell the model between then and the 
following March 31, the price during 
that period will constitute the base on 
which he may apply the 6 per cent re- 
conversion increase, OPA explained. 
Manufacturers who produce models 


do not exceed the prices that would be 
arrived at under other provisions of 
the new order. 

Another over-riding provision has 


Cleaner Makers Get 
6 Percent Price Rise 


for chain or specialty store private 

Household vacuum cleaners and at- brand name sellers will calculate retail 

tachments will return to retail stores prices and preticket units according 

at March, 1942, prices, the Office of to the same formula applicable to 

Price Administration has announced manufacturers selling under their own 
In an action effective December 21, brand names, OPA said. 








FINAL CHECK of new Universal washers made by Landers, Frary and Clark is con- 
ducted by pencil-pointing Harry Carlson, foreman of the Ellis St. plant, while home 
laundry division sales manager E. L. Farquharson smiles and Charles Paetsch, plani 
superintendent, eagle-eyes the testing. 





Scheduled Meetings 


Following is a listing of meetings 
scheduled to be held in the near 
future: 


International House Furnishings 
Market, 
The Merchandise Mart, Chicago, Ill., 


Jan. 7-19, 1946 


Institute of Radio Engineers, 

Winter Technical Meeting and Radio 
Engineering Show, 

Hotel Astor, New York City, 

Jan. 23-26, 1946 

Edward J. Content, Chairman 


Western Merchandise Mart, 
Spring Market Week, 
Feb. 7-11, 1946 


National Association of Home Build- 
ers 

Hotel Stevens, Chicago, Ill. 

February 25-28, 1946 

Paul S. Van Auken, Convention Direc- 
tor 


National Electrical Wholesalers Asso- 
ciation 

Annual Convention 

Hotel Stevens, Chicago, Ill. 

April 21-25 

Charles G. Pyle, Managing Director 


International Lighting Exposition 
Hotel Stevens, Chicago, Ill. 

April 26-30 

Housewares Show 

Convention Hall, Atlantic City, N. J. 
May 13-17, 1946 

Flo English, Managing Director 














OPA Clarifies Washer, 
lroner Regulation 


The OPA has issued information 
intended to clarify questions arising 
from the October washing and ironing 
machines regulation. Mail order 
houses shipping washers and ironers to 
consumers need not include an invoice 
if they are not accustomed to do so, 
the clarification states. The retail ceil- 
ing price need not be labelled on the 
machine if the price is correctly stated 
in the catalog from which the pur- 
chaser makes his selection. Machines 
sold through a retail outlet, however, 
must be tagged. Mail order houses 
with their own brand names are re- 
sponsible that merchandise sold by 
them has correctly calculated ceiling 
prices. 

\ proposed reconversion price in- 
crease factor of 8 percent over October, 
1941, for small electric appliances was 
announced by OPA at a meeting with 
the Small Electric Appliance Manu- 
facturers Industry Advisory Commit- 
tee on November 28. The increase at 
the manufacturing level will be ab- 
sorbed by resellers. 





@ James H. McGraw, Jr. 
j President 


Curtis W. McGraw 
Senio- Vice-President 
and Treasurer 


















McGRAW-HILL 


Howard Ehrlich 
Vice-President 
(For Business Operations) 


Joseph A. Gerardi 
Secretary 


Publication Office, 99-129 North Broadway. Albany 1, N. Y. Editorial and Executive Offices, 330 W. 42nd St., New York 18, N. Y. 


ELECTRICAL MERCHANDISING—JANUARY 


PUBLISHING 


JAMES H. McGRAW, Founder and Honorary Chairman 


Willard Chevalier 
Vice-President 
(For Editorial Operations) 


Electrical Merchandising, January 15, 1946. Vol 
at least ten days for change of address 





Subscription rates—United States, M 
$2.00 for three years. Canada 


COMPANY, 


Publication Office, 99-129 North Broadway, Albany, N. Y. Al! 
Blackburn, Jr. (Vice-President for Circulation Operations), 
American countries, $1.00 a year, $1.50 for two years, 


cations about subscriptions should be addressed to J. E 
sico and Central 
$1.50 a vear, $2.50 for two years, $3 


INC. 


2. Published twice monthly. Price 25c a copy. Allow 
~ommunt - 





00 for three years, payable in Canadian funds 





. E. Blackburn b at par. All other countries $2.00 a year, $4.00 for three years. Entered as s¢ i class matter August 22, 1956, 
Vi Pp id : a Post Office, Albany, N. Y., under the Act of March 3, 1879. Printed in U. S. A. Cable Address ‘‘McGraw-Hill, 
ice-President ° New York.”” Member A.B.P. Member A.B.C. Copyright 1946, by McGraw-Hill Publishing Co., Inc 0 West 


(For Circulation Operations) 


15, 1946 


42nd Street, New York 18, N. Y. All Rights Reserved. 


Return postage guaranteed. 


PAGE 3 











NEMA Leaders Call 1946 Important 


Year for Electrical Industry 


Say Conditions Will Determine Supplying of Post-war Market 


*'T he 1 1946 will be a important 
ist said R | Whit 
preside t National Elect 
M in i \ Cla ! i yea 
end stater and William J. Dona 
NEMA'’s eral manager, expla 
just how tant whe Sa 1 
: that | anst a 
i N at i and 
1946 w ‘ 
t an be ed 
Predictions Difficult 
tit w he 
Any T t proj 
< twelve months. but 
\f \\ ‘ aid it 194¢ e higas ‘ 
I Normal 
r i t 
‘ shlished a 
i ible ba 
I ining sale 
P + st als } 
i ‘ ‘ t 
T i w so t 
: het throue 
t t-wa lan y + 
, , turing ' 
I a job wh 
tha any rewarl 
. 
t i 
, estimated from $4 bil 
{ t end 
uF 
NEMA Activities Increase 
i ‘ P ans ' 
D ‘ ns 
sa that im 
i lustrial develo 
" ¢ r vel yment act 
NEMA are being creas 
TI t Adequate W 
Prog Fat Electrification, Stre« 
a H y Lighting, the Public I 
nati P un and = apparatus 
? 
year will indeed be an import 
ant ? concluded, “and once 


methods, 
and 
other factors are established ong sound 


manufacturing 


supplies, 


wages, labor, 


material price policies 


ind workable basis, the industry will 
make rapid strides.” 

Mr. Donald began his statement with 
the remark that the businessman “who 


attempts to make a forecast about thes« 
(1946) 
’ 


' 
isiand 


conditions 
floating 


stantly subject to drifts and currents 


is like a mati on a 


whose position ts con 


ten unpredictable 
1946 Production 


He did say, however, that production 


n 1946 should exceed $4 billion and 
may very conceivably run as high as 
$4.5 billion—with the reservation that 


all depends upon many factors, suc! 
is wage and labor problems, retooling, 


ivailability of raw materials, govern 
nent controls, etc. 
[he manufacture of appliances will 
yw considerable increases, said Mr 


Donald, not only over war production, 





yut also over the 
“On the present esti- 
in fact,” he said, “the 1946 out- 
put of appliances may 


1940 by as 


last normal peacetime 
year basis of 
mates 
exceed that of 


much as 50 percent.” 


Sylvania Tube Plant 


Resumes Operations 
Peacetime have been re 
sumed at the Johnstown, Pa., plant of 
the Sylvania Electric Corp., it was an- 
nounced by H. Ward Zimmer, vice- 
president in charge of the*radio tubc 
division During the war the plant 
specialized elec 


operations 


served as a feeder of 


tube mounts for 


tron proximity fuze 
tubes Peacetime operation will in- 
clude complete radio received tube pro- 


including 
ishing. E. J 
plant superintendent, 
C. A. Haines, 


manager 


duction and fin- 


Hooffman will serve as 


exhausting 


reporting to 
general manufacturing 





LUCKY LADY: Mrs. Richard A. Bird, winner 





of the top award at the annual Fun- 


Fest of the Women's Advertising Club of Detroit, receives her prize—the first new 
Norge range—from M. G. O'Harra, Norge vice-president (left) and Harry J. Hol- 
brook, electric range sales manager. The range was donated to the women's group 


for its charitable and philanthropic activities. 
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ON THE RECORD: The sale of the Estate Stove Co. to the Noma Electric Corp. 
becomes a matter of record as David Kahn, Estate president, signs the official papers 
while Noma's president, Henri Sadacca, waits his turn. 
entry into the field of household equipment. 


The purchase marked Noma's 


Noma Enters Home Equipment Field 
With Purchase of Estate Stove Co. 


Pays $2,000,000, Plus Stock; Expects to Double Business 


Noma Electric Corporation, manu- 
facturer of Christmas tree lights and 
novelty lighting effects, has purchased 
the Estate Stove Company, Hamilton, 
Ohio, maker of gas and electric cook- 
ing ranges and Ohio's oldest 
industries, it announced recently 
by Henri Sadacca, president. 

Sadacca announced that Noma paid 
$2,000,000 cash and 35,000 shares of 
Noma common stock in exchange for 
all common and preferred shares of 
Estate stock. David Bertrand, Albert 
and Kahn, descendants of the 
founders of Estate Stove Company and 
the four principal stockholders, will 
obtain the majority of the Noma stock 
and will maintain a proprietary inter- 
est in the company. 


one of 
was 


Lucian 


No Management Changes 


“David Kahn, president and general 
manager of Estate since 1924, will con- 
tinue in office, as will all other officers 
of the company. No changes are plan- 
ned either in the management or in the 
policies which have made Estate Stove 
one of America’s leading names in 
stove manufacture,” Sadacca stated. 

Noma’s president announced that a 
greatly increased merchandising and 
production program was expected to 
increase the sales of Estate stove pro- 
ducts to approximately $12,000,000, an 
almost 100 per cent increase over the 
company’s previous peak sales record. 


Increased Production 


David Kahn, president of the Estate 
Stove Company, said that as part of 
the Noma organization, Estate expects 
to produce, in addition to its line of 
Estate Heatrola cooking and heating 
appliances, the Noma modern air con- 
vection electric heater. The expansion 
of existing plant facilities for increased 
production and added lines is already 
underway, he said. 

Noma Electric Corporation also re- 
cently purchased in Cincinnati, through 
its wholly-owned subsidiary Triumph 


JANUARY 15, 


Industries Inc., the K-D Lamp Com 
pany, manufacturer of automotive 


accessories. 
Old Concern 


One of the oldest stove companies in 
America, Estate Stove Company has 
had a continuous existence, although 
under different names, since 1842. In 
1905, the company was incorporated 
under the name of Estate Stove Com- 
pany, and included the sons of Felix 
and Lazard Kahn. David Kahn, who 
joined the company in 1896 as office 
boy, and who is now president, and 
Albert Kahn, vice-president, are sons 
of Felix Kahn. Bertrand Kahn, vice 
president in charge of manufacturing 
and Lucian Kahn, treasurer of Estate 
Stove, are sons of Lazard Kahn. 

During the war, Estate Stove Com- 
pany was the first stove manufacturing 
concern to receive the Army-Navy “E” 
for war production. 

Noma’s purchase of Estate Stove 
marks its entry into the field of house- 
hold equipment. 


Orders Flood Zenith 
At Distributor Meeting 


At a recent three-day showing to 
over 400 distributor representatives in 
Chicago the Zenith Radio Corp. took 
orders for $20,000,000 worth of radios, 
even though limiting the purchases to 
only 26 of the 62 models which com- 
prise the full line. Said H. C. Bonfig, 
vice-president in charge of household 
radio, “When materials become avai!- 
able to put our full line into produc- 
tion, we expect to receive a substantial 
increase beyond the total of $57,000,06 
for household radios that were ordered 
from us before the material shortage 
restricted output.” He further sa 
that accepted orders were in addition to 
requests for $15,000,000 worth of aut 
radios. 
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Premier District Managers 


Discuss Sales Promotion Program 


Plan Widespread Advertising Campaign 


A greatly expanded 1946 advertising 
and sales-promotion program for Pre- 
mier vacuum cleaners was unveiled in 
Cleveland, December 4, 5 and 6, at a 
national sales meeting of the managers 
of the seventeen Premier sales districts 
in the United States. 

R. B. Wilson, manager of the Pre- 
mier Vacuum Cleaner Division of the 
General Electric Co. emphasized the 
fact that the program’s objective is 
the cultivation of Premier’s consumer 
market for the future—when aggres- 
sive selling of vacuum cleaners will be 
far more necessary and important than 
will be the case during 1946. 

C. R. Pritchard, general sales man- 
ager of the Appliance and Merchan- 
dise Dept. of the General Electric Co., 
who addressed the meeting at the invi- 
tation of Mr. Wilson, pointed out that 
Premier cleaners will continue to be 
listributed as in the past, through 
ndependent electrical appliance dis- 
tributors. Mr. Pritchard also made it 
lear that the Premier Vacuum Cleaner 
Division will function, under the direc 
tion of R. B. Wilson, as a separately 

perated division of G.E.’s Appliance 
and Merchandise Department. 

( \. Thompson, Premier sales 
manager, stressed the size and scope of 

1946 advertising campaign. “An 
ulvertising campaign presenting mil- 
lions of Premier messages to people 
from coast to coast, in every walk of 

is scheduled in the Saturday Eve- 
ning Post, Ladies’ Home Journal, Good 
Housekeeping, Better Homes & Gar- 
dens and other magazines as well as 
in the American Weekly”, said Mr. 
Thompson. “In order to present the 
facts about Premier quality to the 
most people as many times as possible, 
and in every possible way, Premier 
dealers will be offered the largest ar- 
ray of persuasive advertising and sales 
helps ever prepared by Premier.” 

FE. A. Hamala, advertising manager, 
previewed the dealer advertising and 


sales helps. A new floor display de- 
signed for sales and demonstration was 
enthusiastically received by the dis- 
trict managers. 

J. B. Buckley, administrative assist- 
ant, placed special emphasis on the re- 
pair and reconditioning of cleaners for 
dealers during 1946 since the entire 
industries’ production of new cleaners 
will necessarily fall short of the tre- 
mendous national demand. Sales helps 
and other aids to this service were 
shown as part of Premier’s program. 


Oregon Firm Tests 
Electric Home Heating 


Over $50,000 is being expended by 
the Portland (Oregon) General Elec- 
tric Co. in tests which are being con- 
ducted during the winter and spring 
months in 75 typical Portland homes 
to determine some of the problems in 
electric home heating. 

Assisting in the tests are engineers 
from Westinghouse Electric Corp., 
General Electric Co. and other inter- 
ested equipment manufacturers. 

Instruments are being installed in 
the selected homes to disclose accurate 
home heating costs with certain types 
of space heaters, extent of the load’s 
seasonal peak, and to determine di- 
versity factors and the amount ...d 
type of new investments in distribution 
facilities required. 

Preliminary figures have been tabu- 
lated for 20 homes tested during 1942- 
1944. Average heating costs amounted 
to $78.80 per year. Homes tested 
ranged in size from three to eight 
rooms with yearly powerbills running 
from $35 to $142. 

The tests are to be used as a basis 
for determining the type of heating 
equipment most suitable to the climate 
and for determining a rate scale for 
electric heating service. 





MANAGERS MEET: Managers of the !7 U. S. sales districts of Premier Vacuum 
Cleaner Division, General Electric Company, who attended a meeting in Cleveland, 


December 4, 5 and 6. 


Seated left to right are: V. J. Rader, Philadelphia; C. A. 


Thompson, sales manager; R. B. Wilson, manager; J. B. Buckley, administrative assis- 
tant; A. F. Schlosser, Los Angeles. Standing, left to right, are: R. W. Secrest, service 
manager; M. P. Crowe, Minneapolis; J. H. Lotz, office manager; A. L. Nelson, Chi- 
cago-Milwaukee; D. M. Oglesby, Atlanta; P. W. Conrad, Cleveland; W. C. Swartz, 
Pittsburgh; J. G. Grimes, Beaumont & Hohman Advertising Agency; B. R. Gates, New 
York-Boston; L. C. Wilber, Detroit; E. A. Hamala, advertising manager; R. E. Baird, 
San Francisco; O. Q. Brackin, Cincinnati; E. M. O'Connor, Jr., Dallas; F. T. Me- 
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Donough, Beaumont & Hohman Advertising Agency; T. S. Wruble, Fort Wayne. 
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SIGNING ON THE DOTTED LINE marks the first official post-war order for over- 

seas shipment received by Utility Appliance Corp. of Los Angeles. Perry Girton, 

right, owner of the Costa Rica Broadcasting Co., signs a substantial order for Utility 

blowers and fans while sales manager Bernard Harris looks happy. Mr. Girton's firm . 
distributes major appliances throughout the Central American republic. 





Proctor Introduces Supercharged 


Surface Burner For 


Device Attains Peak 


Ten years ago the Proctor Electric 
Co. started work on something which 
in 1945 emerged as a pretty hot idea. 
The new Proctor automatic electric 
range surface unit starred at a preview 
demonstration at New York’s Savoy 
Plaza Hotel on December 18. Direct- 
ing the presentation was Proctor’s 
Joseph W. Myers, vice-president in 
charge of research. 

Main features of 
burner, as described by Mr. Myers, are 
a supercharger which over-energizes 
the heating element to four times its 
normal operating temperature—thus 
getting peak heats within 35 to 40 
seconds—and a thermostat which main- 
tains whatever temperature has been 
selected. 


Proctor’s new 


Burner-with-a-Brain 


The new unit is said to make elec- 
tric range cooking competitive in heat- 
ing speed with gas ranges. To with- 
stand the effects of supercharging, the 
heating coil is embedded in a stonelike 
heat conductive cement which Proctor 
claims is practically indestructible, 
non-corrosive, non-cracking, and easy 
to clean. The supercharger itself 
works with a push of a button which 
over-energizes the element with 1200 
to 4800 watts, thus bringing the coil 
to red heat within 40 seconds. When 
peak heat is reached the switch auto- 
matically provides for a return to the 
wattage selected on the control knob. 


No Pot-Watching 


When Mrs. Housewife wants to cook 
some potatoes on this burner-with-a- 
brain she puts them in a saucepan with 
one cup of water and a tight lid, sets 
the control for slow boil, presses the 
supercharger knob and releases it. The 
supercharger goes to work—as indi- 
cated by the extra brightness of the 
pilot light. The unit comes to full 
heat in about 35 seconds and clicks 
back to normal heat. This normal heat 
will hold until the water reaches a 
boil, at which point the heat is re- 
duced again to a slow steady heat. 


Electric Ranges 


Heats in 35-40 Seconds 





ALADDIN, 1945: Joseph W. Myers, 
vice-president in charge of research, 
Proctor Electric Co., demonstrates the 
supercharger on the firm's new surface 
heating unit for electric ranges. By 
pressing the button red heat is obtained 
in the unit within 35 to 40 seconds. The 
new burner, first demonstrated December 
18 in New York, also has a thermostatic 
control. 


It is not necessary to start the boiling 
at a high setting and then turn down 
the heat after boiling starts. That 
chore is all done by the thermostat in 
the center of the unit which keeps con- 
tact with the bottom of the cooking 
vessel and turns the burner off and on 
as may be necessary to maintain the 
food at the pre-selected temperature. 
Three zones are available—warming, 
boiling or frying. 


Future Plans Undecided 


Proctor’s demonstration was de- 
scribed as a “peep into the future” of 
electric cooking, but Proctor admits 
that it has no definite plans for its 
latest brain child. The settlement of 
reconversion problems will determine 
whether Proctor will produce the units 
or make them available to electric 
range manufacturers. 
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Range Wiring, Sales Training, Store 
Modernization, LP Gas Competition, 
Fluorescent Lighting, Farm Market 
Growth Among Subjects Under Dis- 


cussion by Electrical Group 


Tl e first tatewide vention since 
prewar times was held by the Pacifi 
Coast Electrical Association in Fresno, 
Cal ecent Serious problems 
whi have already developed as a 
result t-war conditions and plans 


undising expansion 


t liscussion by the 

Bu Dev ment Section 
I meeting us presided over by 
H. C, | Southern California Edi- 
son, W tlined the general situa- 
tion in regard to the sale of appliances 
and turned the ses ver to Kenneth 
L. Hampt f the Valley Electrical 


Company of Fresno 


Range Wiring Costs 


Reporting for M. L. Sues, chairman 
of tl Range and Water Heater Wir- 
ing Committee, Henry C. Rice, mer- 
chandise manager for the Southern 
California Edison Co., told of the 
serious situatior which has developed 


due to the fact that range wiring costs 
lave risen in some parts of the state 
from an average of about $35 to from 
$60 to $125. Facing such a hurdle to 
prospective range sales, the utility in 
Orange County had brought together 


manufacturers, distributors and dealers 
who had in turn called in the con- 
tractors. The plan which evolved from 
this conference was to coordinate all 
range wiring, concentrating business in 
the hands of one contractor, with the 
result that wiring costs can possibly be 
brought down to about $55 per home. 
Some trouble has been experienced 
with inspectors, who have made some 
85 different rulings in regard to 


grounding and other installation fea- 
tures 


Jerad Hill of Pacific Gas and Elec- 
tric stated that in his opinion this was 
a good time to solve some of the prob- 
lems of range wiring, but that labor, 
contracto nspectors, material men 
and utilities would all have to be will- 
ing to modify their ideas somewhat 
His company does not believe that sub- 
sidizing range wiring is the answer. 
as they feel that this simply holds up 
the price of wiring They believe it 
should be possible to bring the cost of 
range wiring down to a point where 
the public will buy it and like it. A 
study of existing code rulings has 


been made to determine what per- 
missible methods can be utilized wt ich 
will cut cost without endangering 
safety By taking advantage of the 
50 percent conduit fill permitted 

old work and use of thin wall wire 
two No. 4's and one No. 6 can be 
cased in a }-in. conduit. Most of the 
cost of wiring comes from the neces- 
sity of changing the service entrance 
equipment; under this ruling, if 3-is 
or larger conduit is present, the wiring 


can be done without chang 
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Pacific Coast Association's 
First Post-war Convention 


to substitute a double- 


standardize the 
1946 rulings will permit 


permits range and 


will usually do the job, 
6 may be required. 


used, but if at a distance or in the oppo- 


12 is now adequate, 
ing voltage drop 
the completely revised plan devised to 
cut costs without sacrificing safety is 
drawn up, permission must be secured 
from inspection departments to put 
In the north they have 
been found most cooperative, but some 
little difficulty has been experienced in 


southern portion of the state. 
all such wiring, Mr. Hill believes that 
it is important not to waste too much 
money on conduit 


cooperate if costs are to be brought 
In San Francisco, where cost 
wiring has always been high 
used to be about $100 and during war 
from $90 to $150), it 
yw proposed to divide the city into 


each assigned as official range wirer. 
These firms, knowing they will have a 
volume of business, can then afford 
to buy material in quantity and to 
train men as experts in this particular 
field. This is important because labor 
costs are a large part of the trouble. 
A job such as that outlined above has 
been done by a trained crew in 5 man- 
hours. One truck is capable of install- 
ing three ranges a day. There may 
be some trouble with labor who may 
want to limit the number of jobs which 
can be handled per day, but they will 
have to come to understand that only 
if prices can be kept down will there 
be any jobs at all. 

The operating department of the 
utility will also have to be taught to 
cooperate, as in the past they have 
sometimes required location of the 
service entrance where it added con- 
siderably to the wiring cost. 


Flat Price for Wiring 


In the northern section of the state, 
it is hoped to bring about a system of 
flat prices for wiring, with different 
figures for apartments, bungalows, de- 
tached houses and flats. It looks as 
though a detached house may now be 
wired for about $45—the industry is 
aiming at $40. To make such a figure 
possible, all the business must go 
through the hands of one or two 
designated contractors and these must 
be allowed to have the jobs which 
st only $15 to install, as well as 
those which will cost $65. For this 





reason, the retail merchant must 
accept the responsibility of his share 
in the program. The salesman who 
knows that the wiring cost of a given 
home will be less than the flat figure 
quoted may want to make a sale and 
so urge the customer to have the wir- 
ing done outside the usual channels— 
but if this is done the contractor who 
has handled more expensive jobs can- 





Looking glum, talkative and attentive, respectively, at the PCEA convention at Fresno 
recently were: Henry C. Rice, So. Cal. Edison Co., chairman, Business Development 
Section; F. V. Naylor, Pacific Gas & Electric Co., chairman, Administrative Services 
Section; and Leon Heseman, Cal. Electric Power Co., vice-chairman. 


not carry on. It will have to be recog- 
nized that wiring costs will always be 
high when no contractor has a volume 
business. Today no contractor likes 
to quote a price in advance and usually 
takes the job on a time and material 


basis, with subsequent dissatisfaction 


on the part of the customer. The 1946 
code is not a problem—its requirements 
are reasonable, if the industry works 


out a way of bringing costs down to 


minimum. 
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Disney Wiring Film 


To introduce the subject of adequate 
wiring, Elbert Kramer of Westing- 
house, chairman of the Adequate Wir. 
ing Committee, pointed out that it was 
necessary to educate first, the elec- 
trical industry, second, the building 
trades, and third, the public. He 
then presented the entertaining and 
effective Walt Disney film on adequate 
wiring, explaining that this was the 
last commercial film which the Disney 
studios will prepare. It took a year 
and a half to produce. 


Panel on Adequate Wiring 


That all interested parties in the 
adequate wiring picture are concerned 
about bringing up the level of wiring 
in the home was brought out by a 
panel discussion which included: 
W. R. Hagedohm, architect; R. A. 
Peterson, vice president of the Bank 
of America; D. B. Wheeler, builder; 
A. S. Henderson, electrical contractor; 
and G. F. Wismer, electrical inspector 
of Santa Monica. William A. Cyr 
of the McGraw-Hill Publishing Com- 
pany was interviewer. 

In reply te a question as to the atti- 
tude of builders toward adequate wir- 
ing, Mr. Wheeler replied that he was 
concerned first, from a safety angle 
and secondly, from the viewpoint of 
providing convenience for his cus- 
tomers 

Mr. Peterson as a member of the 
public, rather than in his role of 
banker, said that he had not heard 
of the Red Seal campaign, but was 
familiar with adequate wiring pro- 
motion, particularly within the last 
three years. 

Architects are glad to have the pub- 
lic educated, said Mr. Hagedohm, and 
were grateful to the electrical industry 
for teaching them the importance of 
spending money on some of the unseen 
essentials. 

As an inspector, Mr. Wismer 
testified that the public was conscious 
of the importance of adequate wiring 
and demanded it in homes that it 
purchased. He had frequently been 
asked to inspect the wiring in a home 
about to be purchased and more than 
once the deal had fallen through 
because his report was uniavorable 


Demand More Wiring 


The experience of contractors shows 
that the adequate wiring publicity has 
influenced people to ask for more 
wiring, according to Mr. Henderson. 
In this connection Mr. Wheeler 
pointed out that the problem was that 
the money of the customer must be 
divided between various desirable 
improvements. Although all are inter- 
ested in wiring, he said that only about 
one in twenty brought up the subject 
themselves. 

Mr. Hagedohm said the electrical 
industry had been too successful in 
inducing people to want more than 
they can afford, citing the instance of 
one woman who came in with a note 
book of electrical conveniences she 
desired in the home, the cost of whic! 
would have totaled more than tl 
entire amount she had to spend 
building. 

Mr. Peterson stated that banks co! 
sider the certification system go 
partly because the possession of a 
certificate in one field generally indi- 
cates a high standard of building co! 
struction in all departments. The 
system is particularly important 
houses built outside city inspectic 
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areas, according to Mr. Wheeler. 
Although admitting that contractors 
like to feel that their own certification 
js sufficient warranty of excellence, 
Mr. Henderson nevertheless felt that 
certification meant a good deal to home 
owners, particularly because it was 
something which could be passed on 
from one owner to another as the 
house subsequently changed hands. It 
also aids inspectors, added Mr. Wis- 
mer. In his own talks on safety in 
wiring, he of necessity adheres to code 
rulings, but he does suggest adequate 
wiring as desirable. 

Asked as to the value of an indus- 
try chart which indicates the propor- 
tion of home costs which should be 
allotted to wiring, Mr. Peterson said 
that he believed bankers’ appraisers 
might find it informative. It might 
make the appraiser more conscious of 
the importance of wiring in the per- 
manent value of the home. The sug- 
gestion that appraisers should ear- 
mark a certain portion of the funds 
for wiring would not prove feasible, 
in his opinion, as this would lead to 
the insistence that other items also 
be especially designated. Money will 
be available for home building on 
terms like those of FHA, he believes. 

More important even than wiring 
certificates, which often get mislaid, 
would be the insistence that every 
architect’s plan drawn should have 
the circuits drawn in. This would 
insure a reasonable adequacy and 
would save a lot of trouble for both 
the contractor and the owner when 
subsequent changes are to be made. 


Unsate Appliance Code 


The report of code and ordinance 
committee was present for M. G. Sues 
by Victor Hartley, secretary of the 
PCEA. The number of cities and 
towns now having an unsafe electrical 
appliance ordinance is constantly grow- 
ing and a movement is now under way 
to draw up a bill which may be pre- 
sented before long to the state legisla- 
ture to make such rulings statewide. 


Farm Market 


That the outlook for farm electri- 
fication is bright was the thesis of the 
talk given before the afternoon session 
by Prof. H. B. Walker of the Uni- 
versity of California. E. W. Meise 
presided over the meeting. Professor 
Walker pointed out the importance of 
electrical conveniences in the farm 
home which free the wife so that she 
may perform other farm duties—a 
matter of considerable importance 
under present conditions of labor short- 
age. In addition to the many direct 
uses of electricity in all departments 
of the farm business, there are many 
secondary uses, processing and pack- 
aging farm produce and also a tre- 
mendous materials-handling job which 
still remains largely an operation per- 
formed by manual labor. 

Professor Walker emphasized the 
importance of the farm specialist in 
the electrical field who will bring new 
methods to the farmer. Salesmanship 
helps everyone—it keeps appliances 
sold and tends to bring good merchan- 
dise to the fore and squeeze out the 
bad. The rural salesman, in his 
opinion, is the very essence of the pro- 
gram. Important too, is a friendly 
and understanding attitude on the part 
of utility management. Progress in 
developing new fields should not be 
left entirely to the universities and 
state departments, but should be aided 
by individual research. 
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Engrossed in conversation at the convention were E. J. Meise, San Diego Gas & Elec- 
tric Co., and H. B. Walker, Univ. of Cal. Agricultural Division. 


Sales Training 


The importance of sales training in 
preparing to win a share of the post- 
war market was pointed out by Willis 
M. Kenealy of the State Department 
of Education. We are now going 
through the period of marking time 
which is the reconversion era. This 
will be followed by an interval of 
catching up when selling will be rela- 
tively easy—although even then there 
will be much competition to be met, 
not only within the industry but with 
other products. Then will come the 
time when supply catches up with 
demand. It is then that the firm with 
the sound policy of salesmanship and 
the best trained men will be the one 
to survive. 


Store Modernization 


Store modernization was the sub- 
ject of an address by Frank Cox, who 
also spoke from a background of 
experience with the State Department 
of Education. He has served as man- 
ager of the Business Planning Insti- 
tutes of northern California, which 
borrowed their idea from the Home 
Planning Institutes inaugurated by the 
electrical industry in this state, bring- 
ing to the prospective store modernizer 
the same kind of advice from all build- 
ing interests as was offered the pro- 
spective home builder. 

It is recognized that business will 
have to sell 40 per cent more than 
before the war, if full employment is 
to be insured. To secure business a 
store must look up to date. A recent 
survey shows that 90 per cent of all 
businesses plan to do something toward 
modernization. Lighting is an impor- 
tant element in these plans, being the 
second item on the list. More than 59 
per cent of all the stores interviewed 
are going to improve their lighting; 
38 per cent of them plan some sort 
of air conditioning. Mr. Cox believes 
that the importance of furnishing 
expert advice on store lighting is not 
fully recognized by the electrical indus- 
try. The utilities should certainly 
have a trained man on their staff who 
can study the merchant’s problem and 
advise him accordingly. 

The object of the Business Planning 
Institutes is to bring expert advice to 
the merchants in all departments of 
store modernization. In Burlingame, 


California, where one of the most suc- 
cessful institutes was held, a sample 


1946 


block was taken and a plan drawn up 
which would result in improvements 
to each building and at the same time 
unify the architecture of the entire 
block in such a way that all businesses 
would benefit. Many of the mer- 
chants have already adopted the sug- 
gested improvements and others plan 
later to carry them out. The entire 
enterprise obtained much community 
publicity which resulted in other 
blocks and merchants being stung into 
following the example set. The 
average atendance at such institutes 
was 75—and the number of meetings 
held in each community was six. 

A statewide organization to carry 
out a similar plan is now being formed 
in Utah. Montana is also planning a 
program along these lines. Seattle 
has taken up the idea. Institutes will 
have been held in fifty counties of 
California before the end of June and 
more can be organized if desired in 
any particular community. 


Liquid Petrsieum Competition 


The Saturciay session, presided over 
by Wm. Fleming in place of D. B. 
Wheelock, took up the problem of the 
serious competition which is being 
offered by liquid petroleum in rural 
districts. J. P. McElroy of the 
Pacific Gas and Electric Company, 
who has been making a study of this 
subject for some time, reminded his 
hearers that liquid petroleum sales 
had tripled during the past five years, 
and that domestic use had increased 
by 29 per cent in the one year of 1943- 
1944. Transportation and delivery 
problems are fast being overcome, the 
safety of equipment is being greatly 
improved, and installation costs have 
been reduced. The Pacific Coast uses 
19 per cent of all liquid petroleum sold 
nationally—and it too, faced an 
increase in domestic use by 23 per 
cent in 1944 as against 1943. New 
companies are coming into the field 
and the entire industry is organizing, 
with representatives in every state and 
in every branch of the petroleum sell- 
ing, all geared to an active promotional 
effort. 

Meeting this competition is a sales 
job. There have been many sugges- 
tions made as to steps which can be 
taken, such as the adoption of a single 
farm rate for electricity which will 
place all classes of service on the same 
meter, allowing an advantage for large 
usage to be reflected in the domestic 


rate. Others have suggested trade-ins 
on liquid petroleum, equipment, subsi- 
dized dealers, inducements for range 
and water heater wiring in competitive 
districts, inducements for air heating 
loads and the like. Subsidies, however, 
are never a permanent answer to any 
problem. Cut rates and extra terms in 
the end tend to boomerang. If rates are 
too high, they should be lowered; if not 
they should remain as they are and 
equipment should be sold on its own 
merits. Mr. McElroy believes that 
electrical equipment can be sold on 
the basis of its superior service. Cer- 
tainly the salesman should know the 
facts in regard to liquid petroleum, its 
appeal to the customer, as well as its 
weaknesses, if he is to meet this com- 
petition effectively. 


Fluorescent Lighting 


In the absence of George Tenny, 
Wm. Cyr introduced the subject of 
fluorescent lighting. He read letters 
from the Underwriter’s Laboratories 
explaining that they do not require 
adequate power factor in fluorescent 
fixtures because they do not feel that 
it affects safety. Dr. A. B. Sinedley 
presented the subject of power factor 
in simple terms, starting with the Gen- 
eral Electric film entitled “What is 
Power Factor?” addressed to factory 
owners and following it up with an 
explanation of the reason for parrallel- 
ling conductors to prevent voltage 
drop. His contention is that the chief 
object is to make the public, and the 
electrical contractor conscious that 
power factor is a subject of import- 
ance to them so that they will consult 
an expert to have it corrected. He also 
indicated that an _ installation of 
fluorescent lighting might be a safety 
hazard if power factor remained un- 
corrected, because over fusing might 
permit an overload which would 
result in overheating of the wires. 

W. E. Beamer of the Electrical 
Testing Laboratory illustrated by 
slides the value of certification of 
equipment and showed the tests which 
are made before certificates are granted 
to fluorescent units by his organiza- 
tion. 








PRESIDENT'S PLAYTHING: This Lear 
wire recorder was presented to Presi- 
dent Harry S. Truman by William P. 
Lear, president of Lear, Inc. Mr. Lear 
said that the President tried it out right 
away and spent several hours in testing 
its performance and discussing its future 
as a part of home radios and business. 
Lear expects to have its recorder availa- 
ble in home consoles by early summer. 
For the President's use the gift recorder 
was placed on a standard baffle-board 


speaker. 
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Farnsworth Executives Look 
Ahead in End-of-Year Addresses 


Television A Reality, Says President Nicholas 
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1946 Challenge to Industry 


tices, stands as the principal challenge 
to be met by the radio industry.” 
Farnsworth, according to Mr. Vo- 
gel, intends to meet that challenge with 
a rigid policy of selected dealerships, 
maintenance of prices and a high char- 
acter of advertising. Mr. Vogel said 
that it was his belief that adherence 
to such a program would, in the long 
run, benefit both the producer and the 


nsumer and would lay a sound toun- 





lati the future. 

“There are he said wow on the 
mmpany woks lers for its civi 
ian products sufficient to utilize to 
apacity the company’s production 


facilities well into 1946, and there is 
» doubt that public demand will ab- 
sorb every quality unit we can produce 


next year.” 


OPA Approves 
Garod Prices 


Eight of the new models of the 

I o Corp. have been approved 
te prices by the OPA According to 
Max Weintraub, president, the retail 
ceiling price ranges from $24.50 to 
$38.25 in Zone 1 and from $25.75 to 





$40.15 in Zone 2 
Seven of the approved prices cover 
lastic table radios and the eighth is 
. irtabl , aph Many 
novations wuse i 4 eceivers 
re : to be incor Garod’s 
é node Chese clude lti-pu 
he mate rotected chassis 
oncealed loop antennae, and slide rul 
lial 
Samples of the ymplete Garod line 


ire on tour for the benefit of dealers 

key cities. Distribution, advertising, 
lising policies are being 
evealed to the trade at these dealer 
according to Lou Silver, 


sales manager 








ELECTROMASTER BANQUET: The first Electromaster range reaches the end of the 
line as Electromaster sales and production executives watch. Left to right, R. B. 
Blanchard, advertising director; E. D. Gartha, superintendent; E. J. Heinrich, service 
manager; H. H. Hubbard, vice-president in charge of manufacturing; E. R. Genthe, 
secretary-treasurer; and Gerald Hulett, vice-president in charge of sales, look on 
while R. B. Marshall, president, checks the first completed range. 
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SURPRISE, SURPRISE: Santa Andrew J. Higgins was mighty good to these men. The 
boat-builder made them a present of the Appliance Division of Higgins Industries 
Inc., which they have organized under the name of the Industries Sales Corp. Pic- 
tured are, left tc right, L. V. Busenlener, vice-president; J. O. Crary, president; and 


W. H. Bramblett, secretary-treasurer. 





Higgins Plays Santa Claus, Makes 
Gift of $100,000 Appliance Business 


Cites Union Demands As One Reason For Move 


“We make you three gentlemen a 
present of that ‘going section of our 
Appliance Division.” 
Thus did Andrew J. Higgins, presi- 


business,’ the 


lent of Higgins Industries, Inc., escape 
what he called the “tentacles” of the 
unions—simply by giving away a 
$100,000 electric appliance business in 
New Orleans, La. 

One of the recipients, J. O. Crary, 
president of the gift company, now 
called the Industries Sales Corp., ex- 
pressed himself as “completely over- 
whelmed.” 

Despite being overwhelmed, the firm, 
of which L. V. Busenlener is vice- 
president, and W. H. Bramblett sec- 
retary-treasurer, has been organized 
and operating without interruption 
since December 11, the day of the pre- 
sentation. Higgins franchised dealers 
in southern states have been retained. 


Presentation Letter 


Mr. Higgins said in part in his letter 
to his three former employees, “You 
men chose to align yourselves with 
Higgins Industries at a time when 
our activities needed personnel with 
talent, and you have devoted yourselves 
to all duties assigned with energy and 
enthusiasm. .. . The executions of the 
unions having no effect on the strictly 
merchandising set-up of our business, 
and we not caring to involve your 
activities . . .. have chosen to 
set an example to show that manage- 
ment appreciates loyalty and efficiency, 
by making you three gentlemen a 
present of that ‘going section of our 
business,’ the Appliance Division.” 

Mr. Higgins further said that he felt 
that the future of Higgins Industries 
was insecure by reason “of the im- 
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posed control of the A. F. of L. 
Unions.” 


Donees' Background 


Before the war Mr. Crary served 15 
years in the appliance field with Frigi- 
daire Division of General Motors and 
ther manufacturers, advancing from 
salesman and dealer to supervising 
engineer and branch executive. Prior 
to joining Higgins Industries, Inc., h 
managed the commercial and air con- 
ditioning department in the Frigidaire 
New Orleans branch Treasurer 
Bramblett also was a Frigidaire em- 


ployee, serving as regional accountant, 
office manager and comptroller of th 
New Orleans branch, and appliance 
sales manager for Louisiana and Mis- 
sissippi. Mr. Busenlener is a former 
Frigidaire sales engineer who has 
headed the commercial and air con- 
ditioning department of Higgins In- 
dustries for a number of years. 


Division Enlarged 


It was only about 12 months ago that 
the Higgins appliance division was re- 
organized and enlarged under Mr 
Crary’s direction in anticipation of ex- 
panding operations. When the parent 
organization became beset by strikes 
its original minded president promptly 
chose to cease operations, “voluntarily 
declaring for a liquidation of our busi 
ness.” Part of that liquidation was the 
gift of his appliance division, to which 
Mr. Crary responded by saying that 
“Mr. Higgins’ action in voluntarily 
presenting the Appliance Division to 
the- three associates is unprecedented 
in the appliance distributing business.” 

Mr. Crary’s gift horse apparently 
came equipped with solid gold teeth. 
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WENT THE GREASY FINGERS 


_ ... but the pre-tested* DULUX 


stayed white as snow 
i 
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A grease-resistant finish sells 
kitchen appliances and keeps them sold 


vs) T) THERE'S SALES FLOOR IMPACT in the beautiful white DULUX 
from ) that foremost appliance manufacturers are using to finish ex- 





Prior} teriors of refrigerators, washing machines and kitchen cabinets. 
One of the first questions of the retail customer is, ‘“How 





durable is the finish?’’ What a story you can tell! 


:. |} DULUX leaves nothing to guess. In the Du Pont labora- 
ance 1 tories, DULUX is put to every conceivable test—so that you 
rmer —} can say with assurance that no finer finish ever protected an 





con- [} appliance. For tough DULUX resists hard knocks and abrasion. 


Its sparkling, snow-white finish resists grease and yellowing. 6 To stenciate bikdhins wenkente sea, os 


DULUX will bring your customer complete satisfaction for soaked felt pads stroke panels covered with DULUX in 
a test for grease resistance. One of a score of exhaustive 
: many years. scientific tests in the Du Pont Finishes laboratories 


that make a DULUX Finish a positive key to increased 
retail appliance sales. 


E. I. du Pont de Nemours & Co. (Inc.), Finishes Division, 


Wilmington 98, Delaware. J-3 Point to the DULUX seal 
— it will work for you. 
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REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 
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NEW POSITIONS 





Recent Westinghouse Promotions 





J. R. CLEMENS nm eS 


Westinghouse Electric Corp. 


As an initial move in preparing for 
intensified advertising, sales training 
and promotion programs, Roger H 
folin, advertising manager of the 
made five 
appointments in his department. J. R. 
Clemens has been made assistant man- 


appliance division, has 


ager of appliance advertising, a step 
up from his old job as head of prod 
uct advertising Holding the same 
title, but with different duties, P. W 
Endriss wil! handle full line advertis- 
ing programs, consumer education and 


advertising and promotion of insecti 
cide dispensers. Author of “Building 
a Sales Training Plan”, E. J. Hegarty 
has been designated manager of sales 
training \ Westinghouse employee 
since 1922, K. A. Donelson will be 


responsible for budgets and office man 
agement as operations manager ot 
modernization is one of the duties 
J. G. Baird, new sales promotion man 
ager. He will also be responsible fo 
sales promotional activities for depart 
ment and furniture stores 
Appointment of Neil C. Reed as 
manager of district yperations has been 
announced by Walker G. White, man 
ager of the elevator division. He will 


be responsible for the elevator installa- 


tion and district sales activities 

Charles G. Kennedy has received an 
appointment as branch manager at 
Dayton for the Westinghouse Electric 
Supply Co., according to L. A. Pixley, 
district manager 





ENDRISS 


Westinghouse Vice-President Walter 
Evans has announced the appointment 
of E. R. Nary as his assistant in opera- 
tions of the Industrial Electronics and 
X-ray Divisions in Maryland and the 
Home Radio Division at Sunbury, Pa. 
Mr. Nary comes to his new position 
after three years as manager of manu- 
facturing for Baltimore divisions. Mr. 
Nary joined Westinghouse the day 
after his graduation in 1917 from 
Worcester Polytechnic Institute and 
has been with the organization in jobs 
of increasing importance continuously 
since that time with the exception of 
a period of military service in the first 
World War 

New manager in the Portland, Ore- 
gon, area for Westinghouse is H. Nor- 
man Miller. According to Charles A. 
Dostal, Pacific coast vice-president, 
Mr. Miller succeeds L. G. Fear, who 
has been designated special representa- 
tive in the Seattle and Portland areas. 

The appointment of Walter T. 
Baker, Jr., as eastern sales promotion 
manager of the electric appliance divi- 
sion, has been announced by W. H. 
Loeber, division manager. Prior to 

uur years of naval service Mr. Baker 

vr of range and water 
heater sales in New York. 

Domestic refrigerator cabinets made 
at the Springfield, Mass., and Mans- 
field, Ohio, plants will be developed 
inder the supervision of Orland H. 
Yoxsimer, new manager of the divi- 
sion, according to E. R. Wolfert, man- 
ager of the engineering department. 


vas supervis« 


New Westinghouse Appointees 





K. A. DONELSON 
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J. G, BAIRD 


©. H. YOXSIMER 

















Bendix Home Appliances, Inc. 


Named purchasing director for 
Bendix Home Appliances, Inc., with a 
$100,000,000 budget, W. H. Steele be- 
gan his career as a stenographer at the 
Petroleum Iron Works ir Pennsyl- 
vania. For 16 years he was employed 
by the Caterpillar Tractor Co. 





W. H. STEELE 


In his new capacity Mr. Steele will 
purchase all materials for Bendix 
home appliances and will also direct 
material expediting and control. Dur- 
ing his career he has purchased every- 
thing from pins to locomotives. 

Appointments of five divisional sales 
managers have been announced by 
W. F. Linville, sales manager. R. J. 
McDonald will have the middle At- 
lantic territory. H. J. Mitchell has 
been named to Cincinnati. Filmore 
C. Doyle has drawn Los Angeles. 
C. E. Barnickel will work for Bendix 
in Kansas, Missouri, Tennessee, and 
Arkansas. The southwestern division 





R. J. McDONALD 


will be handled by H. W. Luker. Mr. 
Luker, the “Flying Washer Salesman”, 
will find his plane handy. 


Norma-Hoffman Bearings Corp. 


It’s not every December 7 that a 
nation is atatcked or a retired com. 
pany employee recalled as president. 
But it happened to the U. S. in 194] 
and to Harold J. Ritter in 1945. He 
was elected to the presidency of the 
Norma-Hoffman Bearings Corp. by 
the board of directors. Prior to his 
resignation from the firm, effective 
June 30, 1944, Mr. Ritter was with the 
company for 28 years, having held a 
variety of important posts including 
that of sales manager, assistant secre. 
tary, secretary, vice-president, and di- 
rector. In his new job, which also in- 
cludes the position of treasurer, Mr 
Ritter succeeds O. P. Wilson, resigned. 


Black Industries 


Walter Widlar has been appointed 
general manager of the Mec-Rad divi- 
sion of Black Industries, Cleveland, 
by F. G. Gepfert, chairman of the 





WALTER WIDLAR 


board. Mr. Widlar has been a project 
engineer for the Mec-Rad division 
since 1944. Prior to that he spent ten 
years as relay facilities engineer for 
the WGAR Broadcasting Co. Mec- 
Rad’s 1946 program includes the man- 
ufacture of radio and phonograph loud 
speakers and radio phonographs 


Triumph Industries, Inc. 


3enjamin F. Pepper, president of 
Triumph Industries, Inc., has an- 
nounced John A. Seubert as new presi- 
dent of the K-D Lamp Co. in Cincin- 
nati, Ohio. Mr. Seubert was formerly 
vice-president of Bendix Household 
Products, vice-president of Pennsyl- 
vania Rubber Co., and president of 
Eisemann Magneto Corp. 


Bendix Executives Named 


F. C. DOYLE 


JANUARY 15, 


H. W. LUKER 





Cc. E. BARNICKEL 
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| } NEW POSITIONS 


Merchandise Mart 


Wallace O. Ollman has become gen- 
eral manager of the Merchandise Mart 
in Chicago. He has been identified 
with the Mart for ten years and has 
served since 1944 as assistant general 
manager. 

New sales manager is Stanley 
Fraser, former building manager. 
J. N. Stewart has been appointed ad- 
vertising and market promotion mana- 
ger 


Armstrong Products Corp. 


L. O. Reese has resumed his duties 
as vice-president and general manager 
of the Armstrong Products Corp. in 
Huntington, W. Va. Mr. Reese has 
recently been released from the navy 
after serving as a lieutenant for five 
years. 

Another navy releasee is Tom Sul- 
livan, who has returned as a special 
field representative for the organiza- 
tion. 















Norge Executives Shifted 


E. J. KANKER 


Norge 


Several important personnel shifts 
have been made in the Norge division 
of Borg-Warner Corp. to strengthen 
its merchandising organization, it was 
revealed recently by vice-president 
M. G. O’Harra. 

Howard L. Clary has been moved 
ip from manager of sales promotion to 
assistant general sales manager. Mr. 


E. R. BRIDGE 





Cc. H. MacMAHON 


Clary will coordinate sales operations 
and will direct the company’s field 
force. With the exception of three 
years on the War Production Board 
Mr. Clary has been connected with 
Norge since 1927, 

Mr. O’Harra has lost E. J. Kanker 
as his assistant. Mr. Kanker is now 
director of market research and will 
report directly to Howard E. Blood, 
Norge president. 





























































































CONGRATULATIONS are extended to new Norge assistant sales manager Howard 
L. Clary by vice-president and general sales manager M. G. O'Harra. Mr. Clary will 
direct sales department activities and the operations of the company's field forces. 


ELECTRICAL MERCHANDISING—JANUARY 


The shift was made as part of a plan to strengthen the Norge sales organization. 






15, 1946 





E. R. Bridge has moved up to the 
position of merchandise manager from 
his old job as refrigeration sales man- 
ager. 

Advertising, sales promotion, sales 
training, publicity and public relations 
have been consolidated under C. H. 
MacMahon, director of advertising and 
public relations. Since 1934 Mr. Mac- 
Mahon has been successively a sales- 
man, regional manager, product man- 
ager, Eastern sales manager, and 





ELLIS REDDEN 


advertising manager. Ellis Redden, a 
recent acquisition of the Norge staff, 
will work under Mr. MacMahon as 
manager of sales training. 


Radio Corp. of America 


Within the executive offices of the 
Radio Corp. of America seven import- 
ant changes have been made, accord- 
ing to Brigadier General David Sarn- 
off, RCA president. 

A graduate of the University of 
Minnesota and former director of re- 
search in RCA laboratories has been 
promoted to vice-president in charg« 
of research. He is E. W. Engstrom, 
recently prominent in war time elec- 
tronic advances. 

New vice-president in charge of the 
commercial department of the labora- 
fories division is E. C. Anderson, 
commercial manager for the last five 
years and graduate of Columbia Uni- 
versity, Columbia Business School 
and the Harvard Graduate School of 
Business. 


New RCA-Victor Officials 





Five of the elections resulted in 
new vice-presidents for the various 
departments of the RCA-Victor divi- 
sion. Joseph B. Elliot became vice- 
president in charge of RCA-Victor 
home instruments, a result of 17 years 
of experience in the radio-phonograph 
sales field. 

In charge of RCA-Victor engineer- 
ing products is new vice-president 
Meade Brunet, associated with the 
firm since 1921 and former manager 
of the Radiola division. 

L. W. Teegarden, vice-president in 
charge of tubes, joined RCA in 1930 
and held positions including New York 
district sales manager, manager of the 
tube and equipment division and gen 
eral manager of tubes. 

From 1932 until 1939 the Far East 
was the record sales territory of J. W 
Murray, vice-president in charge of 
RCA-Victor records. 

Legal matters are the dominion of 
J. H. McConnell, vice-president and 
general attorney of RCA-Victor. 


Wilcox-Gay Corp. 


Since January 1 the Wilcox-Gay 
Corp. has had a new advertising and 
sales promotion manager in ex-naval 
lieutenant, ex-advertising agency 
founder Clare Blakeslee. Mr. Blakes- 
lee entered service in 1942 as produc- 
tion expediter for the Army-Navy 
Electronics Production Agency. In 
1936 he founded his own firm, the 
Blakeslee Advertising agency. 





CLARE BLAKESLEE 


Mullins Manufacturing Corp. 


The Youngstown Kitchens division 
of the Mullins Manufacturing Corp. 
has a new assistant sales manager in 
C. D. Alderman, it was announced by 
Charles A. Morrow, vice-president in 
charge of sales of the Ohio firm. 
Alderman has been with Mullins since 
1938 except for the war period, during 
which he served as a major of ord- 





Cc. D. ALDERMAN 











G. A. McGARRY 


nance. G. A. McGarry has been ap- 
pointed manager of Youngstown’s ex- 
perimental merchandising territory and 
will be in charge of testing sales and 
promotional methods and analyzing 
dealer experiences and consumer re- 
actions 
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Those unable to attend Chicago’s 
Housewares Show, January 4, or the 
Merchandise Mart are invited to write 
us for the photos, facts and the full 
profit story contained in the new 
full-color folder. 








JANUARY 15, 1946—ELECTRICAL MERCHANDISING 








or the New World. 






















Ushering in a new era of progressive 
design, this new AMERICAN KITCHEN 


out-dates all previous kitchens! 


Ne A In this new AMERICAN KITCHEN your custom- 
a ers see all the breath-taking beauty ever promised 


the postwar world. 


Ne / In this new AMERICAN KITCHEN your custom- 
7 ers experience the energy-saving conveniences 


recommended by experts and approved by home- 


; makers. 


Ne V4, And in this new AMERICAN KITCHEN you profit 
se 





from up-to-the-minute sales points, understood by 


housewives without your explanation or “selling.” 


wen ‘ 


HETCHERNS@- 


CABINETS * SINKS * DISHWASHERS « DISPOSALS 
AMERICAN CENTRAL MANUFACTURING CORPORATION, CONNERSVILLE, INDIANA 
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NEW POSITIONS 








J. D. SCALBOM 


Bendix Aviation Corp. 


John D. Scalbom has been a pointed 
sales ngineer 1or uirlines type of 

lio equipment for executive planes 
according to an announcement by 
Ceorge Myrick director of personal 
aviation sales for the radio division of 
Bend Avia ) Lor 


Mr. Scalbom is a graduate of the 
airline perations course at the Boe ing 
School of Aeronautics. In 1943 he 
in the training department 
f the Manhattan Project in Oak 


czan WOK il 


Ridge, Tenn und recently he has 
been a field service engineer in the 
Bendix radio service department. He 
will be actively engaged in assisting 
uirplane manufacturers in engineering 
lio systems in the larger type ex- 
ecutive and personal type aircraft. 


District Managers 


C. Truesdell, general sales man 
ager for Bendix Radio, has announced 
the appointment of two district man- 
agers. In the Pacific Northwest, Rus- 
sell G. Fryburg will cover the Wash 
ngton, Oregon and Salt Lake City 
territories. He has been in the selling 
and distributing game for over 18 
years. E. J. Dykstra has been made 
nanager of the Chicago area, directing 
the Bendix sales in northern Illinois 


Wisconsin, Minnesota He has beer 


onnected with the radio industry since 
1925, when he joined the Colin B 
Kennedy Corp He has since beer 
employed by the Sentinel Mig. Co. as 
general sale manager the Trans 
former C of America, and the 
Farnsworth elevision and Radio 


Cor 
0 p 





R. G. FRYBURG 





E. J. DYKSTRA 


Allied Radio Corp. 


Capt. D. L. Warner has returned 
to Allied Radio Corp. as director of 
the Amateur Equipment and Sales 
Division. Capt. Warner, a communi- 
cations officer in the AAF during the 
war, has his own amateur radio sta- 
tion, and is active in amateur radio. 


Conlon Corp. 


Conlon Corp. products—washers and 
ironers—are under the supervision of 
C. J. Campbell, new sales manager 
for the West Pennsylvania territory. 
Mr. Campbell formerly represented 
the Meadows Corp. in the same area. 
More recently he has been serving in 
the aluminum section of the WPB. 


Estate Stove Co. 


The vice-president in charge of sales 
of the Estate Stove Co., S. C. Bern- 
hardt, has announced the appointment 
of S. J. Mautner and James N. Con- 
way, Jr., as division sales managers. 
Mr. Mautner will direct the sale of 
Heatrola products in the Central sales 
division. He was formerly connected 
with the Civil Service Commission in 
Cincinnati, and prior to that with the 
sales department of the White Sew- 
ing Machine Co. Mr. Conway will 
manage in the New England States. 
He was formerly associated with the 
Badger Co. and Columbia Radiator 
Co 

Felix L. Kahn has returned from 
service as a captain of cavalry to his 
luties in the sales department. 


New Estate Stove Appointees 





Noma Electric Corp. Promotes Men 


To Important Executive Posts 





6. A. WOODARD 


Noma Electric Corp. 


William A. Marshall has been ap- 
pointed vice-president of the Noma 
Electric Corp. according to an an- 
nouncement by Henri Sadacca, presi- 
dent. Mr. Marshall, with U. S. Steel 
for 25 years, will be in charge of 
manufacturing and production for all 
Noma plants and subsidiaries, includ- 
ing Triumph Industries, Inc., of which 
he continues as vice-president. 

Another chair has been placed at 
the Noma executive table for Howard 
S. Fisher, formerly president of the 
Norfolk Creosoting Co. 

Assistant to the executive vice-presi- 
dent has been announced as George 
Albert Woodard, heretofore a captain 
of the U. S. Merchant Marine. 


GE Lamp Dept. 


Back on dry land, R. E. Worstell, 
just released after four years with the 
navy, has returned to GE’s lamp de- 
partment as supervisory engineer of 
the Atlantic sales district. The post 
constitutes a promotion for the ex- 
commander. Before the war he was 
signed on as an illuminating engineer. 

Willard C. Brown was a captain in 
the navy. Now he is back at GE as 
assistant to the manager—a new post. 
Captain Brown has been a member of 
the GE crew for 22 years. 

Another sailor home from the sea is 
Alston Rodgers, newly designated 
field lecturer for GE Lighting Insti- 
tute. In his field work the lieutenant- 
commander-now-civilian will interpret 
new laboratory lamp developments for 
various fields of consumer application. 


H. S. FISHER 





W. A. MARSHALL 


RCA Victor Home Instrument Div. 
Radio Corp. of America 


Appointment of Henry G. Baker as 
general sales manager of the Home 
Instrument Division of RCA Victor 
has been announced by Joseph B. 
Elliott, general manager of the division. 
Prior to his present assignment, Mr. 
3aker had been general purchasing 
director for RCA Victor. 

Mr. Baker will have complete charge 
of sales, advertising, and promotional 
activities for the Home Instrument 
Division, which handles the manu- 
facture and sale of radio receivers, 
television receivers, and Victrolas. In 
addition, he will continue to assist the 
newly appointed general purchasing 
agent in the organization and operation 
of the general purchasing department 

The new appointee entered the radio 
industry more than 25 years ago when, 
as senior partner in the firm of Baker 
Brothers, he pioneered in radio retail 
sales and merchandising in Newark 
N. J. He joined RCA Victor in 1943 
after serving as regional manager fo: 
the RCA Special Region of Army 
Navy Electronics Production Agency, 
handling the expediting materials on 
contracts with the Army and Navy. 


Fowler Mfg. Co. 


After 27 months in the Seabees, 
where they really hustle, Fred A. 
Fowler has returned to the Fowler 
Mfg. Co., Portland, Ore., as sales 
manager. Mr. Fowler was employed 
by the water heater manufacturers for 
four years before entering the navy 


GE Lamp Executives 





JAMES N. CONWAY, Jr $s. J. 
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MAUTNER 


FELIX L. KAHN 


ALSTON RODGERS 


WwW. C. BROWN 


R. E. WORSTELL 
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THROUGH THESE PORTALS 
PASS THE FINEST APPLIANCES 
E IN THE WORLD 


Since the introduction of its first unit Silex has not only been a 
steadfast pioneer for efficiency and safety in the home appliances 
field... but has zealously guarded an established reputation for 
originality of design and high product standards. 

And now that reconversion will permit the use of many new 
materials and advanced elements of engineering, rest assured that 


today ...as always... you may look to Silex for leadership. 


THE MELEX company + HARTFORD 2, CONN. © ST. JOHNS, P.Q., CANADA 
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DISTRIBUTOR NEWS 





ALABAMA 


Articles of incorporation have been 
filed for the W. M. Dunbar Co., 2318 
First Ave., North Birmingham. The 
firm has been designated state dis- 
tributor for General radio 

Kitchen cabinets, sinks, fluorescent 
lighting, and other types of appliances 
are being handled by the Associated 
Distributors of 831 North 19th St. 
Birmingham. The firm was organized 
in September and will move to a new 


warehouse location on Feb. 1. 


CALIFORNIA 


The Campbell and George Co., 379 
Brannon St., San Francisco, has been 
appointed by the Allen-Bradley Co., 
Milwaukee, to handle their line of 
electric controls in northern California. 

The Nelson R. Thomas Agency, 
with offices in Los Angeles, San Fran- 
cisco, and Salt Lake City, Utah, has 


been named Sonora Radio and Tele- 
vision Corp. representative in Calif- 
ornia, Arizona, Nevada, Utah, New 
Mexico, and western Texas. The firm 


also represents Landers, Frary and 
Clark and the Dormeyer Corp 


CONNECTICUT 


Eastern Appliances, 716 Burnside 
Ave., East Hartford, has been desig- 
nated Connecticut distributor for John 
R. Parks Co. of Boston, Westinghouse 
sterilamp distributing firm. 

Oscar Dane, president of Temple- 
tone Radio Mfg. Corp., New London, 
has announced the appointments of the 
following distributors: 


Reynolds Electrical and Engineering Co., 
Inc., El Paso, Texas 

Goldberg Brothers, Denver, Colo. 

Norman-Young, Inc., Dallas, Texas 

Templeton-New York, Inc., New York 
N, Y. 

Seaboard Distributing Co., Miami, Fla. 

Martin Clark Radio, Ada, Okla. 

Texas Motor Co., Brownsville, Texas 

W. W. Slaughter Co., Fort Worth, Texas 

H. U. Mann Co., Chicago, Ill. 

Southern Distributors, Knoxville, Tenn. 

Electrical Wholesalers, Raleigh, N. C. 

Allan Sales Co., Houston, Texas 

The Ridge Madison Co., Madison, Wis. 

Ridge Motor and Machine Co., Du- 
buque, la 

John J. Weis Sales Co., Inc., Scranton, 
Pa. 

Schuster Electric Co., Cincinnati, Ohio 

W. A. Case and Son Mfg. Co., Bingham- 
ton and Syracuse, N. Y. 

Weed and Co., Buffalo and Rochester 
N. Y. 


FLORIDA 
Major A inces, Inc., Jacksonville, 
sponsored wings of electrical appli- 
ances recent it the Seminole Hotel 
Dave Cunningham, general sales man- 
ager, conducted the meetings at which 
Easy washers, Electromaster ranges, 


New Home sewing machines, Royal 
vacuum cleaners, and oth« 
were demonstrated. 


GEORGIA 


appliances 


A steadily increasing business im- 
pelled the Gate City Furniture Dis- 
tributors to move to larger quarters at 
529-549 Stewart Ave., S. W., Atlanta. 
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The firm now occupies 45,000 square 
feet of floor space and is planning to 
add 20,000 more for offices and dis- 
play rooms. In addition to manufac- 
turing and distributing furniture the 
concern also wholesales Howard 
radios, Modern Maid washers, Queen 
Stove Works fuel oil heaters, Bee-Vac 
appliances, and Empire ironers and 
broilers. Foster L. Davis is general 
manager of the wholesale furniture 
and home appliance division. 

According to the Georgia Power 
Co’s “Sales Log” the sales depart- 
ment has rearranged dour faces in 
happy smiles. The cause: arrival of 
59 new Westinghouse refrigerators at 
the 211 Decatur St., Atlantic, ware- 
house. 





E, W. QUARLES 


Edward W. Quarles of the Quarles 
Refrigeration Sales and Service firm 
of 513 East Bay St., Savannah, has 
announced that new lines of equipment 
for commercial use will be added to 
the merchandise list. Sales manager 
for the new refrigeration lines will be 
Otis Quarles. 


ILLINOIS 


Clarion radios have a new distribu- 
tor in Rock Island, the Tri-City Ap- 
pliance Co. L. W. Radamacher is 
owner of the concern. 

Just a little over a year ago J. A. 
Joseph started the Sheridan Vacuum 
Cleaner Co. in Chicago. The firm en- 
gaged primarily in wholesale rebuild- 
ing of cleaners and has recently been 
announced as distributor of the Mag- 
netic line. Mr. Joseph spent ten years 
vith the Eureka Vacuum Cleaner Co., 
five years as vice-president in charge 
of sales of the Ohio Vacuum Cleaner 
Co., and 14 years as regional sales 
manager of the Premier division of the 
Electric Vacuum Cleaner Co., Inc. 


LOUISIANA 


Ihe Interstate Electric Co., through 
Percival Stern, president, has pur- 
chased a group of warehouse build- 
ings on Howard Ave., New Orleans, 
for $150,000. The new facilities con- 
tain about 90,000 square feet of floor 
space, but since some of the buildings 
are still occupied by tenants the new 
owners will not take possession until 
October 1, 1946. The firm has more 
than 100 stores which operate under 
the name of Dixie Auto-Lec Stores 
and expects to franchise an equal num- 
ber more in 1946. 





QUICK, POPPA, APUSH: Miss Barbara Lohr might be calling for help via Motorola 
Handie-Talkie as she and her father, Major Lennox R. Lohr, director of the Museum 
of Science and Industry, Chicago, prepare to set out on a twenty-mile trip com- 
memorating the 50th anniversary of America’s first auto race. Handie-Talkies were 
used to direct the ancient vehicles over the route to Evanston. 








MISSOURI 


Robert P. Ingram, for eight years a 
sales representative for Anchor Hock- 
ing Glass Corp., has resigned and es- 
tablished his own manufacturers’ rep- 
resentative business in Kansas City. 
The new firm, Robert P. Ingram and 
Co., will distribute housewares and 
electrical appliances. Display offices 
are located at 817 Columbia Bank 
3uilding. Sales coverage is offered for 


Nebraska, Kansas, Oklahoma, Iowa, 


and Missouri. 


NEW JERSEY 


Arthur J. Hirsch has been named 
merchandising manager of Krich- 
Radisco, Inc., Newark, distributor of 
RCA-Victor, Bendix, Norge, Ameri- 


can Central, Eureka, New Home sew 
ing machines, Knapp-Monarch, an 
Westinghouse lamps. For the last ter 
years Mr. Hirsch was branch man 
ager in New Jersey for General Ele 

tric. 


NEW YORK 


The L. Gordon Distributing Co. of 
Syracuse has been appointed distribu- 
tor in the central New York area 
for the Emerson Radio and Phono- 
graph Corp. Lou Gordon is head 
of the wholesaling firm. 

A five-story building at 161 Chry 
stie St. New York, has been pur- 
chased by Harry Freedman, owner o! 
the Beacon Sales Co., as part of an 


expansion plan. The new property 


will be connected with the 195 Bowery 
St. premises. 








STARDUST, SNOWDUST AND DOUGHNUT DUST are all going to get warmed 
up by that Casco heating pad if Samuel Harper has his way. Eleanor Cahill, Miss 
Stardust of 1945" went out in a bathing suit in November to sell bonds and distribute 
doughnuts to purchasers. Mr. Harper felt sorry for her with all that snow on the 
ground and he offered to protect her with one of the first Casco pads off the Bridge- 
port assembly line. Incidentally, he collected 10,000 dough-encircled holes to take 
back to Casco employees as a bond-buying bonus. 
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DISTRIBUTOR NEWS 





New president of the H. D. Taylor 
Co., Buffalo, is C. Taylor Wettlaufer, 
recently discharged army major. He 
succeeds his father, Dr. Conrad E. 
Wettlaufer, new chairman of the board 
and treasurer. 

Garod-New York, Inc. is a new dis- 
tributing agency for the Garod Radio 
Corp. Louis Alweis is the company’s 
first sales representative. Mr. Alweis 
recently returned to civilian life from 
service with the 8th Air Force as a 
radio maintenance supervisor. 

Arthur Magidson, Phyllis Szamocki 
and Olive Themer have chartered the 
Lerner Appliance Distributors, Inc., 
which will engage in the sale of house- 
hold and electrical appliances under 
authorized capital of 500 shares, par 
value $100 each. 

Bickford of Buffalo, wholesale dis- 
tributor for RCA, has taken a long- 
term lease on a 5-story building at 
1209 Broadway, and will begin an 
immediate and extensive remodeling 
program, according to Louis S. Wolk, 
general manager. 


NORTH CAROLINA 


Nash-Steele-Martin, Raleigh, has 
been incorporated to engage in a 
wholesale electrical appliance business 
with a capitalization of $300,000. R. 
Walker Martin, Rowland B. Nash and 
Russell E. Steele are the incorpor- 
ators. 

A reception to which over 1000 
guests were invited was held in Char- 
lotte to mark the December opening 
of the new home of the Union Sup- 
ply and Electric Co. 606 South Mint 
St. The new quarters provide about 
5,000 square feet of space for offices, 
display room and warehouse. The firm 
was organized early in 1945 and is 
distributor for Anaconda wiring cable, 
3uss fuses, Thomas and Betts fittings, 


Thor tools, and Hubbell wiring de- 
vices. President is Albert Wilkinson. 


OHIO 


The Rodney Young Co., 49 Central 
Ave., Cincinnati, has been appointed 
distributor for Ultratone phonographs, 
a product of Audio Industries. 

The M and M Co., Cleveland, has 
been designated distributor of Schaef- 
fer Pak-A-Way home and farm freez- 
ers. 


OREGON 


The Appliance Wholesalers, 406 S. 
E. Grand Ave., Portland, were hosts 
to over 300 dealers recently when the 
new Philco radios and refrigerators 
were displayed. The dealers met at 
luncheon and dinner, previewed the 
new models and a movie presentation 
of the latest lines. 

The United Radio Supply Co. of 
Portland has been named distributor of 
Howard radios. Earl R. Meissner, 
president, has stated that he will ar- 
range for dealer franchises. 

R. W. Ray, formerly connected with 
the Fowler Mfg. Co. as sales man- 
ager, has joined the Household Dis- 
tributing Co. of Portland and will 
serve the dealers in Oregon and south- 
west Washington. The firm is headed 
by Mal Curtis and handles Bendix 
radios, Marion ranges and small appli- 
ances. 


PENNSYLVANIA 


Dealers from the Tri-State area re- 
cently previewed the 1946 line of Ste- 
wart-Warner radios at the I and M 
Sufrin Co., 1207 Muriel St., Pitts- 
burgh. Meetings were conducted by 
president Martin Sufrin. 

Joseph P. Miller has been appointed 
sales manager of the radio and appli- 














ALL HANDS ON DECK: Aboard a reasonable facsimile of a naval battle-wagon 
Rear Admiral W. A. Kitts Ill presented the Navy Bureau of Ordnance flag and Navy 
“E" with three stars to the Hoover Co. at the North Canton, Ohio, plant. The award 
was made for the company's work in the development and manufacture of the VT 
Proximity Fuze. Awards are nothing new to Hoover, however, because they fly the 
Army-Navy “E" flag with five stars. 
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“SEE, IT'S JUST THE WAY | SAID—IT PICKS 
UP ANYTHING THAT ISN'T NAILED DOWN" 





ance division of Superior Auto Acces- 
sories Co., Pittsburgh distributor for 
Emerson radios. Mr. Miller was 
formerly associated with the Pitts- 
burgh office of the ODT. 

The C. R. Rogers Co., Philco dis- 
tributor in the Pittsburgh area, was 
the first to receive a radio shipment 
there flown in by Robert P. Hedman, 
former Flying Tiger ace. 

The Rusterholtz Co. of Erie is 
celebrating its 32nd anniversary in 
the wholesale and retail lighting fix- 
ture business, in which it has been 
engaged since 1913. The firm is 
located at 1105 State St. 








HOT SHIPMENT FROM COLD CHI- 
CAGO: Initial results of Howard Radio 
Co.'s peacetime production are loaded 
aboard an airliner for shipment to dis- 


tributors. Pictured are Wallace Keil, 
production manager, Miss Marie Turner, 
United Airlines stewardess, and William 
B. Mullen, sales promotion manager. 
Early in 1946 Howard expects to get into 
production on all 36 of its models. 





RHODE ISLAND 


Tom P. Epsen of Providence has 
been appointed distributor for the 
Monitor line in Rhode Island. 

The Eagle Sales Corp., 49 West- 
minister St., Providence, has been des- 
ignated distributor for Majestic radios. 


TENNESSEE 


McDonald Brothers, Memphis dis- 
tributing firm, received an early ship- 
ment of Philco radios by plane and 
just as quickly turned over the first 
nine radios to arrive to veterans in 
the Kennedy General Hospital. One 
radio went to the recreation depart- 
ment of the hospital and the other 
eight were passed out to soldiers at 
Christmas. 


TEXAS 


Marlin Associates, Dallas distribut- 
ing firm, has announced the opening of 
a new display room and offices at 2401- 
2407 Main St. The new addition has 
provided 15,000 square feet of space 
devoted exclusively to lighting fixtures 
and small appliances. A formal open- 
ing was held in the middle of Decem- 
ber. The display room has been de- 
signed to assist dealers in promoting 
all phases of lighting. 





VOSS GETS THE NOD: The new Voss 
washer, on display in the showroom of 
the Norfolk Distributing Co., Norfolk, 
Va., gets a good going over by Miss 
Helen Duffee, administrative assistant, 
and Harry L. Snyder, general manager of 
the firm. Approval seems to be indi- 
cated. 


VIRGINIA 


The Norfolk Distributing Co., 
headed by Harry L. Snyder, has been 
designated Virginia distributor for the 
Voss washer. Voss washers are ex- 
pected to be available to consumers in 
the first quarter of 1946. 


WASHINGTON 


Jackson and Johnson Plumbing and 
Heating Co., Longview, has been 
named Cowlitz county distributor for 
Westinghouse electric appliances. 


WISCONSIN 


Theo. H. Fuelling has been selected 
for the managership of the radio and 
appliance department of Neidhofer and 
Co., Milwaukee Division. He will 
supervise the sale of Emerson radios, 
Westinghouse table appliances, and 
Ingraham clocks. 

A total of 51 counties in Wisconsin 
makes up the territory to be covered 
by the Clark Supply Co. of Milwaukee, 
recently agpointed distributors for 
Pak-A-Way home and farm freezers 
by Schaefer, Inc. 
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, ) ae the war-torn years Norge advertised 
| “Working for today, planning for tomorrow.” 
Today is yesterday’s tomorrow, and the first 
<7 results of Norge’s postwar planning are evi- 

y) dent in the brilliant new products here presented. Thg leader 
of this group is a thrilling new Norge Rollator Refrigerator, 
jam-packed with can’t-be-copied features. And the leader now 
has a running mate —a highly efficient chest-type Home 


Freezer! There are also new Norge Gas Ranges. . . Electric 





Ranges ...a vastly improved Ro-ta-tor Washer .. . a brand- 
new Automatic Cycle Washer that will definitely “upgrade” 
the dealer’s profits! And the Norge Home Heaters and Norge 
Water Coolers have been newly modernized for greater ap- 
peal and usefulness. Sales will come easy to the Norge dealer 
in 1946 and beyond .. . he will be able to point out — and 
prove — that each new Norge household appliance is built 
g to be the greatest value in its field! 





A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner Corporation, Detroit 26, Michigan. 
In Canada: Addison Industries, Limited, Toronto, Ontario R0-T. 
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RO-TA-TOR WASHERS © HOME HEATERS © ELECTRIC RANGES © AUTOMATIC CYCLE WASHERS © HOME AND FARM FREEZERS © WATER COOLERS + GAS RANGES © ROLLATOR REFRIGERATORS © COMMERCIAL REFRIGERATION 
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HOT WATER 





In PERMAGLAS 


the sparkling blue, mirror- 
smooth glass-fused-to-steel! 


SMITHway Permaglas 
Water Heaters heat and 
store water in a “glass 
package” that CANNOT 
rust or corrode—the 
single-piece glass lining 
proved in 23,000 test- 
years with waters from 


every state in the Union. 


It’s truly modern 
hot-water convenience 
designed to match the 
comfort and efficiency of 
America’s most modern 
homes... hot water as spar- 


kling clean as its source! 


There's Only ONE 
PERMAGLAS 


Ceimagl 
ATENE oe 


--+A GREAT AID TO SALES 


SMITHway Permaglas Water Heaters give you the most 
powerful new sales story in the home-appliance business... 





The single-piece, glass-lined heater tank. Sanitary as 
a sparkling drinking glass. No tank-corrosion in the 
bath ...no “tank spots’ on clean laundry. Sparkling 
clean hot water as pure as the source itself. 


Plus 7 other great features that challenge 
all comparison! All great aids in selling 


Get all the facts on hot water “packaged in glass.” 
Send today for “The Inside Story of Permaglas” to 





the A. O. Smith office nearest you. 


\ 
s*\™ A.0. QMiTH Corporation 


ELECTRIC 
WATER HEATERS 


PAGE 20 



































“I'M SURE WE PAY YOU ENOUGH WITHOUT YOUR HAVING TO INDULGE 
IN ANY FREE-LANCING" 





Westinghouse Survey 
Reveals Washday Habits 


Automatic Washer Owners Use More Water, Less Time 


The automatic washer owner uses 
more water and does more washing, 
but spends less time in the laundry 
than the woman who owns a conven- 
tional type washer. These facts were 
salient in a recent Westinghouse sur- 
vey conducted by Mrs. Julia Kiene of 
the Westinghouse home economics in- 
stitute. 

The survey covered a consumer 
group who had owned Laundromats for 
at least two years. Questionnaires were 
sent to 9,067 owgers, of whom 2,240 
replied. 

From the results of the study it was 
computed that water requirements for 
users of conventional washers totaled 
96 gallons of mixed hot and cold 
water to do the average weekly wash 
of four loads. Time consumed aver- 
aged three hours. For Laundromat 
users the water consumption totaled 
82 gallons for the same number of 
washes. Prewashing required an extra 
six gallons per load. 


Higher Temperatures 


“In our study of the use of hot 
water in automatic washers,” Mrs. 
Kiene said, “It is necessary to keep 
two facts in mind: one, that it takes 
hot water to wash clothes clean in 
any machine; and two, that the auto- 
matic washer radically changes wash- 
day habits.” A recent study at the 
Pennsylvania State College found that 
temperatures higher than those ordi- 
narily used in household practice gave 
better dirt removal results. Tempera- 
tures of 140 degrees to 145 degrees 
were the most practical, rather than 
the usual temperatures of 100 degrees 
to 120 degrees. 


Frequent Washes 


The Westinghouse survey revealed 
that automatic washer users were 
acquiring the habit of washing clothes 
whenever enough of a particular type 
accumulated. . 

“Habits are difficult to break,” Mrs. 
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Kiene explained, “but when these 
women became accustomed to . 
washing with automatic washers, they 
found it a simple task to load the 
Laundromat at intervals during the 
week and wash, rinse and damp dry 
the clothes automatically while they 
attended to other household duties.” 

The survey showed that the average 
Laundromat owner washes six loads 
per week instead of the usual four, 
because she washes many articles for- 
merly sent out and washes some ar- 
ticles more frequently. 

The actual time spent by these 
women in the lanudry, the survey re- 
ports, is the few minutes required to 
sort the clothing, load the machine, set 
it in operation, and at the end of the 
washing, to unload it. 


Hoffman Holds Sales 
Meeting 


The recently completed banquet 
sales room in the Los Angeles factor) 
of the Hoffman Radio Corp. was t! 
scene for the firm’s post-war sales con- 
ference held on December 18 and 19 

Both Los Angeles and San Fran- 
cisco sales organizations attended. 
Hoffman’s general sales manage! 
R. J. McNeely, presided and pre- 
sented the sales and service progra! 
for 1946 and the initial radios of the 
new line. The convention was opened 
by H. Leslie Hoffman, president of th« 
corporation. 

D. D. Spence, assistant sales mat 
ager, discussed the company’s fran 
chise plan, while advertising was out- 
lined by Dana Jones and W. A. Wat- 
son. In addition to listening to dis 
cussions of many sides of Hoffman 
production, including a lecture by 
W. S. Harmon, vice-president in 
charge of engineering, sales personne! 
were conducted on a tour of the fac- 
tory. 
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will it fade, 
do you think ? 


I this typical ? 


It certainly is! Whether a woman’s 
buying snow suits, washing machines, 
foods, or fashions—that little seal can 
settle a sale. And we have substantial 
evidence to prove it! 


Frankly, we, ourselves, wanted to 
know just how much women were in- 
fluenced by the Good Housekeeping 
Guaranty Seal. 


Good Housekee 


959 8th Avenue, New York 19, N. Y. 








Young Mrs. Blake.. 
Settles the deal, 
Knows which to take! 





Well, a recent study by Crossley— 
famous research institute — indicates 
they’re influenced far beyond our wild- 
est dreams. 

If you want proof, we'll be glad to 
supply it. Apparently, the seal American 
women think of first and foremost is 
that of Good Housekeeping. And you 
know why... 

Because they realize we give this seal 
tono one. The product that has it, earns it. 




















ping 





Must I wash 
it with care ? 
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The Homemakers’ Bureau of Standards 
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You'll sell electric ranges, plenty of them. 

Here’s a tip to help make every buyer a booster for electric 
cookery ...every customer a first-rate prospect for other ap- 
pliances! 

Pay particular attention to the “vital spots’—the surface 
heating units — of the range you handle. 

Units sheathed in INCONEL, for example, are designed for 
quick cooking, for flexibility of control... for lifetime operation 
at full rated wattage. That saves time in preparing meals. Takes 
less current. Brings more appetizing, more nourishing food to 
the table because natural goodness and flavors haven’t been 
“cooked out.” 

Owners of ranges equipped with sturdy INCONEL Sheathed 
Heating Units enjoy long, trouble-free performance — perform- 
ance undisturbed by failures and service problems. Hundreds 
of thousands of these units are in use today, and many of them 
have been on the job for 10 years...and longer. 

So there’s another tip! INCONEL Sheathing is a mark of long 
life ...a mark of excellence backed by the reputation and un- 
ceasing research of The International Nickel Company and 
leading manufacturers of ranges and replacement units. 

Remember, as an aid to sales...as an assurance of lasting 
customer satisfaction and goodwill... your best bets in ranges 
are those with surface units sheathed in INCONEL. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall St., New York 5, N.Y. 














ADVANTAGES OF INCONEL* J 


SHEATHED HEATING UNITS 


Modern surface units sheathed in 
Inconel are built to last for the life 
of the range. 

They’re tough. They resist food 
acids, corrosive fats and kitchen 
spillovers. 

They won’t warp, crack or scale. 

And they’re economical to use. 
They transfer heat fast ...and with 
minimum loss. 


*Inconel consists of 80% nickel, 
14% chromium, and a small per- 
centage of iron. In combination, 
these metals form an alloy hav- 
ing great strength and exceptional 
toughness...an alloy which is not 
only rustproof, but highly resis- 
tant to corrosion and oxidation at 
high temperatures. 

Inconel, a registered trade mark 
of The International Nickel Com- 
pany, Inc., is used by leading 
manufacturers of electric ranges 
and electric range units. 

*Reg. U.S. Pat. OF 
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WITTIE Steam Heater 


Wittie Mfg. & Sales Co., 1414 S. Wabash 
Ave., Chicago, Ill. 


Device: Lightweight, portable steam- 
heating unit for homes, offices, farms, 
hotels, tourist camps, etc. 

Selling Features: Works on a new 
principle which provides uniform all- 
over steam heated warmth from floor 
level up; quiet-running fan draws 
cold air at floor level, sending a 
gentle flow of steam-heated warm 
air out through copper tubular-thin 
core; thermo-electric control regu- 
lates degree of warmth automatic- 
ally; no exposed glowing coils; 
heating unit is enclosed well within 
cabinet out of reach of fingers ; auto- 
matic shut-off, turns heater off in 
case of mechanical irregularity; 
costs only a few cents a day to oper- 
ate; 22 in. long, 163 in. high, 8 in. 
wide; weighs 37 lbs.; 110 volt a.c. 
only; smartly luggage-styled. 

Electrical Merchandising, January 15, 

1946 





UNIVERSAL Ironers 


Landers, Frary & Clark, New Britain, Conn. 


Vodels: Portable, and a deluxe table 
ironer 
‘elling Features: Portable model has 
automatic thermostats, foot and 
finger-tip controls. 
Deluxe model features a new 63x26 
in. shoe with protecto-edge; 2-speed 
wrinkle proof roll; open at both 


ends ; free rolling at touch of hand; 


Adjustatrol leaves both hands free, 
controls roll movement and appli- 
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cation of pressure with a push of 
knee ; adjustable location so that one 
can sit in any position from one 
end to other, convenient when using 
only left end for small pieces; finger 
tip control; Safe-A-Matic switch 
shuts off current when table top is 
closed; pilot light shows when heat 
is on; duo-thermostat control regu- 
lates heat on either half of shoe be- 
tween 250 and 450 degs. F; when 
only half shoe is in use, the other 
half can be turned down; 2 drop 
leaf end tables and a drop leaf lap 
guard; acid resisting porcelain 
enamel table top, 18-in. deep, pro- 
vides additional table space. 


Electrical Merchandising, January 15, 


1946. 








MIRACLE Mixer 


Miracle Electric Co., 36 S. State St., 
Chicago, /il. 


Device: Portable food mixer No. 110. 
Selling Features: Beats, mixes, stirs 


or whips; 5-speed governor con- 
trolled motor ; slide-type speed selec- 
tor and control set at top of motor; 
new improved, patented stainless 
steel beaters given double beating 
action; guard protects beaters and 
bowls; weighs 34 Ibs; a.c.-d.c. 
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1946 





NUTONE Door Chimes 


NuTone Inc., Merchandise Mart, 
Chicago, Ill. 


Models: 7 new models: 
Selling Features: Leader (K-10), all 


metal, 2-door chime, chrome louvre 
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and white baked enamel or satin 
brass and ivory; 63 x 44 x 23 in. 
Skyline (K-14) all-plastic; 2-door, 
white and chrome or ivory and 
brass; 78 x 48 x 234 in. 
Commander (K-16) 2-door; ivory 
plastic and satin brass tubes and 
trim, or white and chrome; 74 x 6% x 
23in. 

Mt. Vernon (K-20) 3-tube, 2-door ; 
Colonial style hammered brass; 7% 
x 114 x 38 in. 

DeLuxe (K-24) short-tube, 2-door ; 
steel, ivory finish, brass tubes or 
white and chrome tubes and trim; 
63 x 122 x 26 in. 

Imperial (K-28) 2 long-tube, 2-door, 
ivory plastic and hammered brass 
decoration, brushed brass tubes; 73 
x 382 x 2% in. 

Continental (K-32), 3 long-tube, 2- 
door (center tube silent, ivory 
plastic cover, satin brass trim; tubes 
14 in. diam.; gold lacquer finish, 


73? x 42 x 3 in. 
Electrical Merchandising, January 15, 














MEIER Nu-Air Filt-R-Fan 


Meier Electric & Machine Co., 
3525 E. Washington St., Indianapolis 7, 
Ind. 


Device: Filter-equipped window fan 
for homes, offices, hotels, etc. 

Selling Features: Easily adjusted to 
fit any standard size window; plugs 
into any light socket; 3 renewable 
filters are said to remove dirt, soot 
and other impurities from incoming 
air; case, enclosing motor, fan and 
filters, is made of steel in white 
baked-on enamel finish; 3-speed 
motor. 

Electrical Merchandising, January 15, 
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UNIVERSAL Water Heaters 
Landers, Frary & Clark, New Britain, Conn. 


Models: 4 models in 3 types: single 


unit; 2-units with individual ther- 
mostats; and 2-units with demand 
limiting upper thermostat. 


Selling Features: Graduated dial plate 


on temperature control switch is ad- 
justable for temperature between 
120 to 175 degs. F; Universal super 
heat immersion type heating element 
is placed horizontally in tank and 
held in place by a specially designed 





flange and bolted to a welded flange 
in tank; high pressure gasket placed 
between two flanges insures durable 
watertight joints; available in 4 
sizes: 30 gal. table top model with 
acid resisting porcelain enamel work 
top, and 30, 50 and 60 gal. high-boy 
models for kitchen, bathroom or 
basement; all models available with 
single or double units and with or 
without demand limiting feature 
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K-M Stove 


Knapp-Monarch Co., St. Louis, Mo. 


Device: Double grill stove No. 15A- 


500A. 


Selling Features: K-M Dur-A-Life 


embedded element; 3-heats: single 
heat on right burner, low, medium 
or high on left burner; permanently 
attached cord; 1650 watts, 115 volts; 
chrome and white enamel finish 


Electrical Merchandising, January 15, 
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ELECTROMITE Washer 


Menasco Mfg. Co., 805 San Fernando 
Bivd., Burbank, Calif. 


Device: Portable clothes wash 

Selling Features: Weighs only 18 lbs 
3 parts comprise a self-lubricating 
motor unit; a detachable aluminum 
tub; and a 6 oz. aluminum lid; 44 
gal. tub holds 8 diapers or 8 face 
towels; tub can be place 1 on stove 

sterilize garments 

Electrical Merchandising, January 15 
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CAMFIELD Toaster 
Camfield Mfg. Co., Grand Haven, Mich. 


Device: Camfield automatic toaster No 
12-1-2 

Selling Feature More perfect toast- 
ing performance is accomplished 
through the equa-therm thermostatic 
control which compensates for volt- 
ize variations, the manufacturers 
claim; manually operated finger trip 


release provides inspection of slice 
if desired; hand wound elements with 
flat ribbon resistance wire; 10 amps; 
115 volts; weighs 4 lbs., 10 oz.; 64 


in. high; 53 in. wide, 11 in. long 
Electrical Merchandising, January 15, 
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FEATHERLINE Irons 


Featherline Corp., 299 Madison Ave., 
New York, N.Y. 


" iron wit iding 

hand 
Selling Feature 1100 watts all-over 
element ! distributes faster 
heat to maintain even ironing tem- 
perature strong directional 
spring guide ermanently attached 
cord off the board and out of the 
way; weighs only 34 lbs.; thermo- 


stat controls 
ever-tight har 


leplate temperatures; 
1 
nstruction Keeps 


handle tight, firm and rigid 
Electrical M January 15, 
1946 
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K-M Toaster 
Knapp-Monarch Co., St. Louis, Mo. 


Device: Turn-over toaster, No 21-501. 

Selling Features: Toast automatically 
turns over when doors are lowered; 
control doors have smooth brown 
bakelite handles that stay cool; pol- 
ished chrome finish; mica insulated 
element wound with Nichrome wire 
for quick, even heating; channel 
arch construction; 400 watts, 115 
volts 


~~ 
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FRESH'ND-AIRE Circulators 


221 N. La Salle S#., Chicago, fil. 


Models: 3 models—14, 17 and 20 in. 

Selling Features: Custom-built motor 
with chrome-plated housing to pro- 
vide complete protection for motor 
and speed control; visual speed con- 
trol has dial calibrated for 3-speeds; 
chrome plated safety guard; swivels 
to any desired angle horizontally or 
vertically; molded featherweight 
plastic; low-stand model has sturdy 
carrying handle; can be mounted on 
wall if desired; high stand model 
has chrome plated telescopic stand 
adjusted from 3 ft. 6 in. to ceiling 
8 ft. 
All models 115 volts, 60 cycles; 
speeds 1600, 1200 and 800 rpm. 

Electrical Merchandising, January 15, 
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RHEEM Water Heater 


Rheem Mfg. Co., 3425 S. Kedzie Ave., 
Chicago, Iil. 


Device: Portable water heater for 
farms, summer camps and other 
places where there is limited or no 
plumbing. 

Selling Features: Holds 17 gals; 
when no water line is available water 
is poured in; requires no special wir- 
ing installation, can be operated in 
kitchen, barn, bathroom or moved 





around to any other place where 
there is a convenience outlet; ther- 
mostatically controlled; Nichrome 
sealed in a seamless copper tube ele- 
ment that is immersed directly into 
water; 3-in. insulation surrounds 
tank; entire unit encased in sheet 
steel jacket finished in white baked 
enamel. Can be connected to water 
pipe whenever available. 
Electrical Merchandising, January 15, 
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HARDERFREEZE Freezer 


Tyler Fixture Corp., Niles, Mich. 


Models: Upright models HU-18F and 
HU-18D; HC-12 and the Personal 
Locker Plant. 

Selling Features: HU-18F, 18 cu. ft. 
cf frozen food storage with process- 
ing compartment. HU-18D dual 
purpose refrigerator has 9 cu. ft. 
frozen food storage with processing 
compartment; and 9 cu. ft. normal 
temperature storage compartment. 
HC-12, 12 cu. ft. chest type model; 
Personal locker plant is a walk-in 
cooler which can be erected sec- 
tionally in basements; 190 cu. ft 
capacity, half of which can be de- 
voted to frozen foods and processing 
space, the other half to normal re- 
frigerating temperatures. Features 
being stressed are hermetically 
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sealed; 5-in of Tyler certified insula- 
tion; welded steel inside and out. 
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PENN-AIR Heater 


Pennsylvania Aircraft Wks., Distributed 
by E. J. McAleer & Co., 1422 N. 8th St., 
Philadelphia, Pa. 


Model: 1000-275. 

Selling Features: 1320 watt Ni- 
chrome heating element; 110-120 
volts a.c. aluminum sides and back 
with brown or black crackle exte- 
rior finish; 4 in. steel wire guard; 
operates on 24-hr. service without 
sag in wires, the manufacturer 
claims; 20. in. high, 12 in. wide, 
64 in. deep; weighs 4 Ibs. 

Electrical Merchandising, January 15, 
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LUNCH MAKER Hotplate 


Zenith Electric Co., 129 Crosby St., 
New York, N. Y. and Urbana, Ill. 


Device: 4-in-1 hotplate. 

Selling Features: Attachments trans- 
form basic 660 watt, a.c.-d.c. general 
purpose hotplate into a grill, a 
toaster or a coffee brewer. Coffee 
maker ring, placed in groove around 
element converts hotplate into a cof- 
fee brewer; grill plate placed over 
coffee brewer ring provides cor- 
rectly tempered heat for frying ba- 
con, eggs, etc.—for intense heat re- 
quired for broiling the grill plate is 
placed directly into groove in stove; 
a plated wire holder over the rim of 
the coffee brewer ring converts unit 
into a toaster. 

Electrical Merchandising, January 15 
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SPARK Oil Heaters 


Hammer-Bray Co., Ltd., 2619 E. 12th St., 
Oakland, Calif. 

Models: Nos. 4070 and 4035. 

Selling Features: Gives both circulat- 
ing and radiant heat; inner heating 
init completely die-formed and 
electrically seam-welded; 3632 in. 
high; heating capacity at zero ap- 
proximately 6,000 cu.ft., at 35 degs. 
above, 10,000 cu.ft.; maximum oil 
consumption 2 qts. per hr.—mini- 
mum 1 pt. per hr.; “Neutra-tone” 
finish. 

No. 4035, same as 4070, except it 
is 64 in. narrower and has a maxi- 
mum consumption of 14 qts. 
lectrical Merchandising, January 15, 
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MIRACLE Cleaner 


Miracle Electric Co., 36 S. State St., 
Chicago, III. 


Model: No. 131. 


Selling Features: Revolving brush 
type; equipped with oilite bearing 
Universal motor; dirt finder light; 
all position automatic handle locking 
levice; tip-toe adjustment for vari- 


ous rug thicknesses; on and off 
switch in handle; molded plastic 


furniture guard; motor 6400 rpm; 


a.c.-d.c., weighs 134 lbs.; stream- 
lined plastic motor dome; 2-tone 


dust bag. 
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GOLD Portable Heater 


The Gold Car Heating & Lighting Co., 
33-35th St., Brooklyn, N. Y. 


Model: Gold “Liberator” heater. 


Selling Features: Heating elements 
and case construction identical to 
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L & H Water Heaters 


A. J. Lindemann & Hoverson Co., Mil- 
waukee, Wis. 


Models: Capacities for every domestic 
requirement from 30 to 87 gal. 

Selling Features: Heating elements 
will be directly immersed in water 
and arranged for continuous or off- 
peak heating to conform to require- 
ments of utilities in various sections ; 
provides hot water at the turn of a 
faucet any hour of day or night. 

Electrical Merchandising, January 15, 
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K-M Vaporizer 
Knapp-Monarch Co., St. Louis, Mo. 


Device: No. 34-500 vaporizer. 

Selling Features: Special cup in top 
of vaporizer for medicant assures 
complete circulation and medication 
of vapor; spout directs vapor ; limit- 
ing thrmostat protects from over- 
heating; water level markings indi- 
cates operating time; operates up to 
3 hrs.; 250 watts; 115 volts; a. c. 
only. 

Electrical Merchandising, January 15, 
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REVELATION Water Softeners 
Revelation Div., Interstate Aircraft & 


Engineering Corp., 2600 W. Imperial 
Highway, El Segundo, Calif. 


pounds in water, and black zeolite 
for water containing iron or man- 
ganese in addition to hardness; line 
consists of single tank, bonnet-type 
softener; 2-tank, cabinet-type sofit- 
ener ; 2- tank open softener and a 3- 
tank open model; single and double 
tank models are fully enclosed. 

Line also includes 2 filters—sand 
for turbidity and an activated carbon 
filter which removes colors, taste and 
odors; no moving parts; capacities 
range from 19,500 to 130,000 grains 
exchange for the variety of loca- 
tions where soft water is desirable. 
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WESTINGHOUSE Heat Lamp 
Westinghouse Electric Corp., Lamp Div., 


Bloomfield, N. J. 


Device: 250-watt R-40 bulb heat ray 


lamp. 


Selling Features: Was a red heat-re- 


sistant glass bulb which resists 
breakage when subject to cold water 
shock ; can be used as a spot comfort 
heater where drops of water and 
liquids may come in contact with hot 
bulb; can also be used for drying 
small laundered articles, hair, and 
as a source of radiation where in- 
frared has been recommended for 
therapeutic purposes. Bulb has self- 
contained hermetically sealed-in re- 
flector; diam. 5 in. 
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EVERITE Water Systems 


The Everite Pump & Mfg. Co. 
Lancaster, Pa. 


Device: Shallow well pumps and 


water systems. 





UNIVERSAL Washers 
Landers, Frary & Clark, New Britain, Conn. 


Model: WM1738 without pump. 

Selling Features: Capacity 9 lbs. dry 
clothes, 26 gal.; white baked enamel 
6 position wringer ; chromium-plated 
hand rest; select-a-matic pressure 
indicator ; time-a-matic switch; 
overload protect-o-switch; wind- 
away cord hooks; bullet type, fluted, 
white porcelain tub; finger-flick 
pump control; H-type wringer 
frame; equalized Flexigrip; 1-push 
reset lever. 

Electrical Merchandising, January 15, 
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COOPER Lawn Mower 


Cooper Mfg. Co., Marshalltown, lowa 


Model: Cooper Klipper power lawn 
mower. 

Selling Features: Precision-built ; pro- 
vides full 18 in. cut; rotary hand 
throttle for convenience of opera- 
tion; floating handle; self-locking 
toggle action of clutch eliminates 
wear; completely enclosed drive 
chain; Oilite, self-oiling replaceable 
bearings; cutter blade of high car- 
bon, chromium alloy steel; 3-section 
roller for easy turning and ionger 
wear; self sharpener; weed cutter; 
model WI Briggs & Stratton § h.p. 
4 cycle motor. 

Electrical Merchandising, January 15, 
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HOMOZONE Generators 


The Automatic Electrical Devices Co., 324 
E. Third St., Cincinnati, O. 


Models: A, B, E and EF for home 
and semi-commercial use purifies 
air, destroys odors, preserves ozone 
for use in kitchens, damp: basements, 
bedrooms, etc. 

Selling Features: Uses patented regu- 
lator which permits adjustment of 
ozone output to exact capacity; cali- 
brated rheostat adjusts exact amount 
of ozone output; generator units is of 
all-metal-and-mica, non-breakable 
and non-inflammable; large-mesh, 
stainless steel wire grids permit es- 
cape of ozone as soon as generated; 


those supplied for railway car serv- Device: Water softeners for domestic Selling Features: Capacities irom 250 “corona” type electrical discharge: 


NG 


ice; element is constructed of helical 
coils wound on ventilated supports, 
allowing free circulation of air 
through as well as around coils; 1000 
watts, 110-120 volts; 204 in. long, 
11 in. high, 63 in. deep; can also be 
supplied for wall mounting where 
permanent installation is desired. 
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and commercial use. 


Selling Features: Zeolite softeners 


incorporating a down-flow softening 
action and an up-flow regeneration 
action; designed to operate between 
40 and 125 lbs. pressure per sq. in.; 
available with two types zeolite de- 
pending on water problem—white 
zeolite for hardness caused by dis- 
solved lime and mangnesium com- 
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to 450 gph. in 31 different combina- 
tions for electric or gasoline-engine 
operation; shallow well models are 
also being made for deep-well use 
in connection with Everite’s Plum- 
Jet assemblies which permit the rais- 
ing of water from depths up to 80 ft. 
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Model A and E available in white 
baked enamel or crackle brown. 
Model B is housed in 2-tone dark 
walnut wood cabinet, all models 
equipped with 1-speed 6-in. diffusing 
fan. 


Availability: In production and ship- 


ment can be made. 
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with new Alnico V permanent mag- 
net; 9 in. turntable, lightweight crys- 


tal pickup arm; 110-125 volts, ac. 
Six-tube plastic table model No 5002 
has advanced type superhet circuit, 


2 dual-purpose tubes; large 5 in 
p. m. dynamic speaker; AVC; built- 
in loop antenna; a.c.-d.c.; walnut 
ivory finish. 

Five-tube plastic table model 5000 
similar to 5002, including a.c.-d 
Electrical Merchandising, January 15, 

1946. 
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NEW RADIO PRODUCTS 


FARNSWORTH Radios 


Farnsworth Television & Radio Corp., 
Fort Wayne, Ind. 


mahogany with matching grille bars ; 
EK-263 available in pin-striped 
American walnut and in golden har- 
vest prima vera mahogany; EK-264 
available in walnut and golden har- 
vest colors; EK-265, figured walnut 
woods 

Period furniture, 8-tube, EK-081, 
phono-radio has a deluxe 3-point 
suspension record changer; drift- 
corrected electric tuning; built-in 
loop antenna; mahogany cabinet. 
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7-056 magnascopic dial ; American walnut. 

sae a Range-Master C-108, table model 

1 1og- 4-tube superhet ; long-range, battery- 
scent sta- . operated model for rural listeners; 
6) in. speaker; 2-toned walnut. Models: Early American type; Shera- 
Masterpiece AM-FM Grand, C-109, ton Modified Modern” automatics 
radio-phono low-boy console; 11- complete with FM and the Auto- 
tubes ; with double-conversion super- matic Combination in addition to 
066 are ~~ AM-F vo — touch-button table models in plastics and woods. 
ee aoe uner; symphonized record player 


SPARTON Radios 
The Sparks-Withington Co., Jackson, Mich. 


mahogany 


maple to 
furni- 


2 bands, 
least; dy- 
luty field 


ET-060, 





and automatic 2-post record changer ; 
mahogany cabinet acoustically built 
to avoid cabinet resonance; 2 large 
record album compartments. 
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Selling Features: Model 14-AM-76- 


PA radio-phonograph with FM 
2-bands, standard and foreign short 
wave; automatic record playing. 

Radio-phono, 10-AM-76PA, FM 


2-bands, automatic record player. 


’ 


Model 10-AB-76PA, same as above 
with different finish. 
Model 14-BM-76-PA, radio-phono; 
14-CM-76 PA and model 7-BM-46- 
PA which has an automatic record 
changer and 2-bands. 

Electrical Merchandising, January 15, 

Selling Features: Apollo, C-100, table 19% 
model, 5-tube a.c.-d.c. superhet ; ivory 
only; audibel rated; 5-in. PM 
speaker with No. 5 “Alnico” perma- 
nent magnet; AVC; l-band, 540 to 
1630 k.« 
Saratoga, C-101, table model radio- 
phono; 5-tube a.c.-d.c. superhet with 
improved type automatic record 
player and changer; audibel rated; 
l-band; plays 12-10 in. or 10 12-in 
records; walnut cabinet. 


CLARION Radios 


Warwick Mfg. Corp., 
4640 W. Harrison St., Chicago, Ill. 


Models: 8&8 models 




















mahogany plastic; ET-061 available 
in 3 color combinations—black and 
white, red and white, blue and white; 
ET-063, mahogany cabinet with 
rille panel; ET-064, 1-band model, 

last ET-065, ivory plastic 
with weave grille cloth; ET-068 ma- 


nogany 


TRAV-LER Karenola Radios 


Trav-ler Karenola Radio & Television 
Corp., 571 W. Jackson Bivd., Chicago, lil. 


Models: Three electric phonograph 
models and 2 plastic table models. 
Selling Features: Portable phonograph 
model 7003 features variable tone 
control, a large 6 in. p. m. speaker 
with Alnico V magnet; lightweight 
crystal pickup arm plays 10- or 12- 
easily converted for operation on in. records with lid closed ; cabinet 
110-volt a.c.-d. covered with brown and tan imita- 
Six-tube 5-tube table tion rawhide fabricoid cloth. No 
model; a.c.-d.c. superhet; audibel 7001 has cabinet similar to above 
rated; 1-band; ivory or walnut. with 5 in. dynamic speaker without 
12 10-in. and 10 12-in. records; light Aristocrat, C-103, 6-tube a.c. super- tone control feature. No. 7000 has 
weight tone-arm with sealed crystal het; table model; with new Clari- imitation brown ostrich leather front 
pickup and permanent stylus. EK- tone chassis; audibel rated; 3-gang with imitation tan leather top; fea- 
262 new style deep red land rubbed conde regad, trequence range 540 to tures 5 in. p. m, dynamic speaker 
725 k.c.; ivory or walnut plastic. 

Waverly, C-104, 6-tube a.c. super- & ‘ 
het; table model, 3-gang condenser; rA-6 closed top automatic 
tuned RF stage and extra large elec- , matched walnut cabinet; oversiz 
tro-dynamic speaker; 540-1725 k.c. colortone” PM_ speaker. a 
sliced walnut wood cabinet. PM-6, carryabout portable sing! 
Clipper, C-106, console model 6-tube record model ; 3-ply veneer cabinet 
a.c. superhet; 8-in. electro-dynamic a with leatherette cover. ‘ : 
speaker ; magnascopic, 3-dimen- ‘ ‘ I A-6 carryabout portable —_ 
sional dial; 540-1725 kc.; sliced matic record changer same as I M-f 
American walnut cabinet. j . _ PB-6 carryabout battery amp!) 
Fleetwood, C-107, radio-phono con ’ fied spring driven portable; chassis 
sole: 6-tube a.c. superhet: 8-in. elec- has a 2-tube amplifier for low ba 
trodynamic speaker; new improved a tery drain. 3-ply veneer cabin 
type automatic record player and cr covered with leatherette; reco 
changer plays 12 10-in. or 10 storage compartment in cover. ; 
12-in. records; pull-out phonograph ; Electrical Merchandising, January 15 

drawer ; record album compartment ; 1946 


Iwo console models EC-260 for 


irban users, full-grained walnut with 
acousticrafit cabinet construction; 
u.c. chassis gives smooth tone; rural 
model EF-450, battery-operated, 1s 








ULTRATONE Phonographs 
Audio Industries, Michigan City, Ind. 


Selling Features: All models have a 
3-tube amplifier chassis using the 
following tubes: 1-128Q7, 1-50L6 
and 1-35Z5 Model OM-6, open top 
single record player; cabinet of 
matched walnut veneer; heavy duty 
PM speaker; tone control; constant 
speed seff-starting phono motor plays 
10 or 12 in. records. CM-6, closed 
top single record model. 


7 . ‘ , > 
ombination phonograph- Manhattan, C-102, 
radios feature a de luxe 3-point sus- 


pension record changer that changes 
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FAN PROFITS 
IN SUMMER 








15, 
HEATER PROFITS 
IN WINTER 
Here’s the Appliance liked by everyone BEAUTY... 
: Chrome heater grill... 
’ at the Show Separate caendnanie 


STRENGTH... 
Sturdy construction . . . All 
of bination PROFITS. In Winter it’s a Heater—in Summer it’s a Fan— metal, quality workmanship. 


the The SURF Season-air Heater-Fan Combination will give you com- 


ay just snap off the heater housing and a big 10-inch tilting fan with UTILITY... 


Big 10-inch fan for summer 
bic separate fan guard gives you double season sales. . . . 1320 watt forced air 


; : : room conditioner for Winter. 
Everyone at the Housewares Show was enthusiastic about this new 


appliance. The SURF Season-air will give you year ’round SALES. PRICE... 
/ Under $20.00 


at WRITE for complete information 


G-M LABORATORIES, INC. @ 4292 N. KNOX AVE. @ CHICAGO 41, ILLINOIS 
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ntly in Pasadena with 








Lake Wales—T. E. Williamson is en- 
tering business with his Refrigeration 
Service at 105 N. Lincoln Ave., suc- 
ceeding Needham Perdue. The firm 
will carry Crosley and Admiral home 


refrigerators, and also commercial 





units. 

Miami—Tropical Electrical Service, 
Inc., has been chartered with author 
ized capital of 100 shares n. p. v., by 
John M. Martin, William B. Labaw 
and Louisa McDaniel Martin. 
Jacksonville—Fidelity Radio Service, 
chartered with author- 
ized capital of 50 shares, $100 p. v., to 


Inc., has been 


deal in radios. The incorporators in- 
lude Robert E. Woolf, David M 
Close and F \. Woolf 


IDAHO 


Pocatello—Th«e Henriksen Appliance 
Co. has filed articles of incorporation 
with a capitalization of $50,000 In 
orporators are Henry Henriksen, 
Volney James Watts and Thomas J 
Wilson, all of Pocatello 


ILLINOIS 
Fairbury—Harvey Day, 206 W. Chest 
it St.. has opened a new electri 





I andise a epa store, and W 
also feature radio repairs He will 
indle Crosley and Operadio lines 
INDIANA 
Merrillville—Sweney'’s Home Appl 
inces is ypened for home app! in 


| rt Wayne Roussey Electric ve 


e, In a new Fort Wayne firm at 
1112 Maumee Ave Incorporators are 
listed as Leslie L. Roussey, Ja \ 
R ssey I kk yussey 


IOWA 


Fort Madison—Block’s, of Burlington, 
have opened a new store in Madison, 
featuring appliances, jewelry and gifts. 
Richard W. Buckner is in charge of 
the appliance department, according to 
Walter M. Block. 


KENTUCKY 


Louisville—United Vacuum Cleaner 
Stores, Inc., capital $15,000, has been 
incorporated by A. J. Leindorfer, 
John J. Davis, Jr., Irvin Marcus, Car- 
olyn Baldwin and Edna Seebolt. 






LOUISIANA 


New Orleans—City Appliances, 4120 
S. Claiborne Ave., operated by George 
Will, is now open for business in appli- 
ances. D. A. Weiler is in charge of 
the radio department, which will fea- 
ture repairs. 


MASSACHUSETTS 


Lawrence—Lawrence Sales & Service 
has opened at 223 Newbury St., under 
the direction of C. Joseph Stramondo 
The firm will carry nationally k: 
lines. 


vn 














"AND, NOW, FOR TRULY AUTOMATIC PERFORMANCE — WE HAVE ANOTHER ATTACH- 
MENT." 











rt-Grisham Hard- 
ware Co., handling RCA and Zenith 
radios, Kelvinator refrigerators, ABC 
washers and ironers, and other elec- 


trical appliances, has been formed by 


Lambe 


James L. Lambert and George Stigger, 
Ir 








CABINETS ON THE WAY: If housewives could see these new kitchen cabinets, 
first off the American Central Manufacturing Corp's. assembly line, Saunders P. 
Jones, left, the company president, and Eric Johnson, vice-president and general 
manager, might get trampled down in the rush. 
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MISSOURI 


St. Joseph—Kay’s, Inc., a new electri- 
cal appliance store, was recently opened 
in St. Joseph, with a special building 
designed for radio servicing included 
Shareholders in the new venture are 
Jule Agron, Louis Kranitz, Sophia 
Agron and Miriam S. Kranitz. 

St Joseph Lee’s Record Shop, a new 
$10,000 enterprise, recently announced 
that small appliances would be han- 
dled—“anything that can be wrapped 
up and carried out.” 

Webster Groves—Mac-Gas Appliar 
Co., 21 W. Big Bend Rd., has been in- 
corporated with 600 shares p. v. $50 
each, commencing with $4000, to deal 
in a gas and electrical appliance busi- 
ness. Incorporators: Joseph W. Twit- 
chell, Richmond Heights; Richard A 
Cromwell, Paul E. Cook, Walter E. 
Wood, Webster Groves. 

St. Louis—A certificate of incorpora- 
tion has been issued to the Record 
Rendezvous, Inc., 625 N. Grand Bou- 
levard, with 200 shares p. v. $100 each 
authorized, commencing with $5000, 
to sell records, radios, appliances, et 
Incorporators are Irving Feldman, 5t. 
Louis; Albert Prelutsky, Robert E. 


Johnson, Abe Sklar, all of University 


City. 


MONTANA 


Missoula—Mark S. Costigan, for the 


past 11 years with Goldberg Furniture 
Co., has purchased a combined hat 
ware and appliance business in M 
soula and is opening Missoula’s new 
store. 
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1 NEW BUSINESSES 





NEW YORK 


uffalo—A certificate of* partnership 
has been filed here for Standard Appli- 
ance Co., Eggertsville, Springville and 
Derrick City, Pa. Partners are Clay- 
ton G. Atkins, Eggertsville; Warren 
A. Somers, Derrick City Pa.; and 
Vern J. Somers, Springville. 


stock ; incorporators : Lawrence 
Horne, 40 Exchange Place, Harry 
Aarons, Harry Rosenblatt, 27 William 
St., New York City. 

New York City—Abe’s Radio, Inc., 
Brooklyn; radios and radio parts; 
capital, $20,000 in $50 shares; in- 
corporators : Samuel J. Ernstoff, Mar- 








GET RAYTHEON BONDED DEALER PLAN—The Chicago dealers of the Allied 
Radio Corp. were the first to hear the details of the new Raytheon bonded dealer 
plan—a defensive measure against so-called exposes of radio repair rackets published 


in general magazines. 


At a meeting of selected dealers Allied president A. D. 


Davis and sales manager W. F. Marsh explained the workings of the plan. The 
Raytheon plan is described as providing for the bonding of qualified dealers by the 
Western National Indemnity Co. Each of the dealers and servicemen selected is 
given a certificate identifying him as a “Bonded Electronic Technician" and his work 
and the quality of materials used is quaranteed for 90 days. If a service dealer does 
not fulfill the quarantee the work is done elsewhere at no cost to the set owner. The 
bonding plan is designed to offset the bad effects on honest radio service dealers of 


the operations of gyp repair men. 





Buffalo—A business name has been 
filed here for Grinold’s Appliance 
Service, 248 Masten Ave., by Vernari 
J. Grinold. 

Buffalo—A business name has been 
filed for the Murphy Appliance Co., 
1981-83 S. Park Ave., by Kenneth H. 
Murphy. 

The following are included in new in- 
corporations of New York State: 

New York City—Ranco Products, 
Inc., Brooklyn ; to deal in electrical de- 
vices ; $20,000 in $100 shares; incorpo- 
rators: Harry Becker, 367 Remsen 
Ave., Barney Gold, 552 Amboy St., 
Nathan Maltz, 546 E. 98th St., Brook- 
lyn. 

Springville—A. J. Wulf & Sons, Inc. ; 
to deal in household appliances; cap- 
ital, $20,000 in $100 shares; incorpo- 
rators: Alvin J. Wulf, Robert H. 
Wulf, Mildred Wulf, all of Otto, N. Y. 
Syracuse—Big Three Supply Corp.; 
electrical appliances ; capital $25,000 in 
$100 shares; incorporators: Roland 
F. Wavle, 114 Academy Green, How- 
ard J. Schmunk, 127 Victoria Place, 
Syracuse; Lloyd D. Norton, 349 
Beach Ave., Rochester. 

New York City—H & G Home Appli- 
ance Co., Inc., Brooklyn ; to deal in 
electrical appliances; capital $20,000 
in $100 shares ; incorporators: Samuel 
Roth, Edythe First, Martha Maheras, 
55 Liberty St., New York City. 

New York City—Bronx Boro Radio, 
Inc., Bronx ; to deal in radios and elec- 
tronics; capital 200 shares n. p. v. 


tin J. Forgang, Leonard R. Fisher, 
225 Broadway, New York City. 

New York City—Weiner Electrical 
Co., Inc., Queens; household and in- 
dustrial electrical appliances and 
equipment; 200 shares n. p. v. stock; 
incorporators: Dorothy L. Treulich, 
107-13 111th St., Evelyn T. Roedel, 
104-87 115th St., Richmond Hill; Eric 
Jas. Treulich, 66 Court St., Brooklyn. 


NORTH CAROLINA 


High Point—City Appliance Co. has 
been chartered by the state secretary 
to deal in electrical appliances; cap- 
ital stock is $100,000. Incorporators 
are: E. G. Jarvis, Lois H. Jarvis 
and M. M. Hicks, all of High Point. 
Fayetteville—Deep Freeze & Equip- 
ment Co. has been chartered to deal 
in freezer units: authorized capital 
stock is $100,000. Incorporators are 
listed as C. Parker Poole, Mildred B. 
Poole, Carl A. Barrington and Pa- 
tricia P. Barrington, all of Fayette- 
ville. 

The following are new North Carolina 
incorporations : 

Greenville—General Heating & Air- 
Conditioning of Greenville, for heat- 
ing and air-conditioning appliances; 
authorized capital stock is $100,000, 
subscribed stock $1,500 by J. D. Hice, 
R. C. Stokes, III, A. B. Stallworth, 
all of Greenville. 

Wilson—B-K Sales & Service; to deal 
in electrical appliances; authorized 
capital stock $50,000; subscribed stock 
$300, by J. E. Ballenger, R. E. Kirk- 
land, M. B. Kirkland, all of Wilson. 
Salisbury—Bro¢ham’s, Inc.; to deal in 
electrical machinery and appliances ; 
authorized capital stock $50,000, sub- 
scribed stock $10,000, by M. R. 
Brockman, Mrs. Ruth S. Page, Mrs. 
Julia Shope Brockman, all of Salis- 
bury. 

Wake Forest—W ake Electric Co * to 
operate a general mercantile and elec- 
trical business; authorized capital 
stock $50,000, subscribed stock $300 by 
T. M. Arrington, T. M. Arrington, Jr., 
W. P. Stephens, Jr., all of Wake 
Forest. 

Tri-City Music Co.; 
musical instruments and appliances; 
authorized capital stock $200,000, sub- 
scribed stock $300 by George F. Bar- 
ringer, R. S. Cooper, both of Greens- 
boro, and R. O. Zimmerman, W inston- 
Salem. 


Greensboro - 


Boone—Home Electric Supply Co.; to 
operate a general merchandise busi- 
ness; authorized capital stock $25,000, 
subscribed stock $3,000 by Councill C. 
Cook, Bernard Dougherty, Ray Estes, 
all of Boone. 

Raleigh—Carolina Appliance Distrib- 
utors; to buy and sell electrical appli- 








SCHOOL BELLS: Distributor representatives of the American Central Mfg. Corp. 
go back to school to learn how to sell the new all-steel kitchen sinks and cabinets, 
The first class contained kitchen distributors from New York, Pittsburgh, New Orleans, 
and Grand Rapids. To graduate, the students must solve four kitchen layout prob- 
lems. Better study hard! 
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ances ; authorized capital stock $100,- 
000, subscribed stock $300 by James 
G. Henderson, Wilmington; Lathan 
A. Wiggins, Goldsboro; Francis M. 
Henderson, Raleigh. 


OHIO 


Dayton—Harold Rice announces the 
reopening of his Good Housekeeping 
Shop at 123 S. Ludlow St., after hav- 
ing been closed for more than two 
years. 

Toledo—R. W. Schoonmaker has 
opened an electrical appliance store 
at 1022-24 Monroe St., where his firm 
will sell and service household electric 
appliances. 

Toledo—Pete Bain, prominent Toledo 
political figure, has organized the 
Peter Bain Roofing and Appliance Co., 
1319-21 Summit St. Associated with 
Mr. Bain in the business is Lloyd D. 
McKelvy, Bowling Green, Ohio. 
Toledo—Paul Haupert, who operated 
a large appliance store here prior to 
the war, is re-entering this field. The 
Haupert store, located at 21st and 
Adams Sts., will handle nationally ad- 
vertised appliances 

Chagrin Falls—The R & R Electric 
Co. has been organized and incorpo- 
rated in Chagrin Falls with a capital 
of 250 shares n. p. v. common stock. 
Principals are Albert Williams, Glenn 
Offenbacher and John Peters. 
Chillicothe—Chillicothe Electric Sup- 
ply Co. has been chartered with a 
capital of $25,000, to deal in electrical 
equipment, appliances and supplies. 
Principals are listed as T. L. Arm- 
strong, R. J. Doersam and Val Doer- 
sam. 


OREGON 


Baker—Elmer Arthur has opened an 
electric appliance store in the Bergman 
3uilding. 

Eugene—Oldfield’s Electric Co. has 
opened at 846 Olive St., and will 
handle appliances. 

Portland—Among the new electric ap- 
pliance firms in this area is Radio 
Electric Mart, opened at 209 SW 
Broadway. 


PENNSYLVANIA 


Oil City The B. & E. Electrical Corp 
has been established in modern 
quarters at 654 Pearl City, under the 
management of William Eckert and 
William Blair. The firm has been ap- 
pointed agent for products of West- 
inghouse. 


RHODE ISLAND 


Providence—The Eagle Sales Corp 
has been chartered to deal in radio 
sets and other electrical devices; in- 
corporators are Edmund J. Kelly, 
Joseph A. Mackey and Edward M. 
Brennan. Authorized capital is 100 
shares n. p. v. common stock. 


SOUTH CAROLINA 


Clinton—Mrs. W. C. Baldwin has pur- 
chased the Masonic Temple, which 
will be occupied by the Baldwin Appi- 
ance Co., handling all appliances. 


SOUTH DAKOTA 


Lead—Myron G. Allen & Son, George 
J., have opened an electrical appliance 
sales and repair store under the name 
of Allen Electric Co., specializing in 
lighting layouts, also kitchen and home 
laundry design. 
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ORSON WELLES PLAYS LEAR: Actor, hom« 
commentator, and author Orson Welles mode 
can play a brand new Lear—the 1946 to be 
radio model and not the Shakespearean 








role. Mr. Welles received one of the first Gra 
Lear models from Nate Hast, merchan- Nex 
dise manager of the home radio division 
of Lear, Inc., after one of his recent W 
broadcasts under Lear sponsorship. ing 
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NEW BUSINESSES | * 
in R 
TI 
chi’s 
N. | 
Revolving drum submits box or crate to 
six falls per minute. ..container is made TENNESSEE poe 
to fall on all faces, corners and edges. Columbia—W. E. Stanley has opened Mai: 
a new radio shop in the Frierson build- Eme 
ing on N. Main St., where he will aire 
service all makes of radios in connec- Gen 
tion with his electrical business. Mr. be 


Stanley was formerly with Frakes line, 


Bros. 
c rum Memphis—Ben Gruber has announced Nas 


the opening of his Gruber Appliance A 
Co., 1356 Poplar at Cleveland, fea- PI 


a 1 turing a complete line of Westinghouse W 
oes the beating! ro 


Henderson—V. M. Plunk and A. M. Nas 
Johnson announce that they have en- has 
tered the appliance business under the sixt 
name of Plunk-Johnson Electric Co., 
handling the Westinghouse line. The 
firm is located at the Johnson Lumber —_—_ 
: . Co. 
the Wirebound Box or Crate designed to carry your product Knoxville—E. W. Roy, head of the 
Roy Equipment Co., announces that he 
will handle a large stock of electrical 
appliances, air-conditioning equipment, 
etc. The new firm is located at 3ll 
ments in Wirebounds will withstand the knocks, the bumps pecan ne , 
Kingsport—Sam J. Bingham and asso- 
ciates have incorporated the Electric 
Appliance Co., Inc., in Kingsport. 
Memphis—William R. Jenkins Appli- 
ance Co. will occupy a building at the 
corner of Court and Cleveland Sts., 
to sell household appliances and oper- 
ate a service department. 


can help ship your product safely ... and at lower cost! WISCONSIN 


Milwaukee—With Carl Dulberger as 
vice-president and general manager, 
the American Appliance Stores, Inc., 
has opened for business at 2734 N. 
Teutonia Ave. Mr. Dulberger states 
that the N. Teutonia store is the first 


This mammoth revolving drum gives a scientific “beating” to 


...a successful test run on this machine means that your ship- 


and the jars encountered in actual handling and shipping. 


Write today for 24-page factual booklet on how Wirebounds 








WIREBOUND BOX y of several units his firm will open. 
MANUFACTURERS y ° CANADA 
ASSOCIATION Y NROASOUNCG Vancouver, B. C.—Washer Parts & , 
4 SF, Service Co., Ltd, with registered 

Room 1826 offices at 204, 678 Howe St., have now “ 
Borland Bldg. been incorporated with authorized , 
J fep 4 ES eo Cc ewe capitalization set at $10,000. The - 
CHICAGO a a company will engage in business as | 

appliance dealers and service men. 
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f DEPARTMENT STORES 












Extra Sales Space 
for Frank Dry Goods 


In Fort Wayne, Ind., the Frank 
Dry Goods Co. is adding 5,000 square 
feet of floor space to its department 
store by leasing the third and fourth 
floors of the MacDougal Building. 
This will permit expansion of the 
home appliance department and re- 
modeling of others. Work is expected 
to be complete by March 1, 1946. 


Grand Leader Adds 
Next-door Building 


When the adjoining business build- 
ing has been added to the Grand 
Leader Department Store as part of 
its $125,000 expansion program, the 
firm will have a new electrical appli- 
ance department—from little gadgets to 
major appliances. 


Sterchi's to Feature Appliances 
in Remodeled Quarters 


The appliance department of Ster- 
chi’s department store in Salisbury, 
N. C., will be expanded as soon as 
remodeling has been completed on the 
newly leased building at 127-129 South 
Main St. Apex washers, RCA, Philco, 
Emerson, and Admiral radios, Frigid- 
aire refrigerators and ranges, and 
General Electric small appliances will 
be the mainstays of the appliance 
line, it was announced. 


Nashville Store Reopens 
Appliance Department 


With R. A. Coleman as sales and 
service manager, The Cain-Sloan Co., 
Nashville, Tenn., department store, 
has announced the reopening of its 
sixth floor appliance department. 


Appliances Downstairs at 
Toledo Home Furniture Co. 


“Right downstairs, please,” is the 
answer to appliance queries at the 
Toledo Home Furniture Co., Ohio, 
which has announced the opening of 
a new lower level appliance depart- 
ment. 


G. T. Watson New Sales 
Manager of Memphis Firm 


The National Rose Spring and Mat- 
tress Co. of Memphis, Tenn., has an- 
nounced the appointment of G. T. 
Watson as sales manager of its appli- 
ance division. The company will con- 
tinue to feature the Crosley refrigera- 
tors, radios, and electric ranges. 


Miller and Rhoads Gets 

C. J. Arnall as Assistant Buyer 
Miller and Rhoads, department 

store in Richmond, Va., has announced 

that C. J. Arnall has been appointed 

sales manager and assistant buyer ot 

appliances. 


Appliance Line to be Added 
By Woods, Cartersville, Ga. 

A complete line of household ap- 
pliances will be added to the mer- 
chandise handled by the M. F. Woods 
Co., Cartersville, Ga. 


Diamond Dry Goods to 
Sell Appliances in Phoenix 


Goods Co., 


The Diamond Dry 


Phoenix, Ariz., will add an electric 


appliance department, it was an- 
nounced recently by Harold Diamond, 
secretary of the firm. 
































































































































































HAPPY DAYS are here again for Irving Sarnoff, vice-president of Bruno-New York, 
Inc., as he receives the first delivery in four years of RCA-Victor radios and victrolas. 
He had to rush down to La Guardia field in the middle of the night to get them, but 
it doesn't look as if he minded. The instruments arrived two days ahead of a showing 
for dealers. 
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Maas Bros. to Build 
New Florida Store 


A new three-story building will soon 
go up for the Maas Bros. department 
store in Tampa, Fla. Chief among 
features of the new store will be a 
frozen food department, it was an- 
nounced by president and general 
manager J. A. Waterman. Located at 
3rd St. and Ist Ave., the building will 
be 200 ft. by 230 ft., will provide 
150,000 square feet of floor space, and 
will be completely air conditioned. 


New Appliance Supervisor 
At Davison-Boutell 


Frank Leatherman, formerly buyer 
of appliances for the L. S. Donaldson 
°0., has been delegated supervisor of 
major appliances for the three Davi- 
son-Boutell Stores in Omaha, Kansas 
City and Minneapolis. 





Toledo Stores Feature 
Records, Housewares 


The Lion Store, Toledo department 
store, is selling records, housewares 
and some smaller pieces of furniture 
in its recently opened appliance store 
outlets located at 2120 Central Ave., 
and 505 Main St. in West and East 
Toledo sections respectively, and at 
145 No. Main St., Bowling Green, O. 

Lester Nelson, a salesman in the 
appliance department for several years, 
has been named manager of the two 
Toledo branch stores, and Bill Wright 
is manager of the Bowling Green store. 


Joslin Dry Goods Opens Branch 
In Englewood, Colorado 


A new unit of the Joslin Dry Goods 
Co. of Denver, Col., has been opened 
in Englewood. 
turing a modern electric appliance 
department. 


The branch is fea- 
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ADD QUEER JOBS: Josephine Clark tests the alarms on all new alarm clocks made 


by General Electric at the Bridgeport plant. 


of bells. 


Day in, day out, she listens to thousands 


What we want to know is—how does she get up in the morning? 





Akron Store Adds 
Massillon Branch 


The M. O'Neil Co. of Akron, Ohio, 
has opened its second branch within 
two years. A two-story building with 
20,000 square feet of floor space has 
been opened at Massillon, Ohio, with 
John Crabbe as manager. Nationally 
known appliances are merchandised 
The first branch opened was at Cuya- 
hoga Falls and similar additions are 
planned in Coshocton and Mansfield. 





"College of Household 


Knowledge" in Frisco 


The “College of Household Knowl- 
edge” was the title for a week of 
promotional programs held recently 
at the Nathan-Dohrmann store in San 
Francisco, Electrical wares and meth- 
ods were emphasized at a daily class. 
Frozen foods held the spotlight for 
two days and laundry and other elec- 
trical equipment was constantly on 
display. The programs were under 
the supervision of Mrs. Cleo Filsinger, 
home economist of the Pacific Gas and 
Electric Co. 














Gamble Stores Promote 
Anderson and Johnson 





Gamble-Skogmo, Inc., operating 
Gamble Stores, announced recently the 
promotion of George D. Anderson to 
assistant merchandise manager of the 
hard lines division, which includes 
automotive, hardware, housewares, 
sporting building materials, 
farm supplies, radio, appliances and 
furniture. 

Arthur G. Johnson, formerly head 
of the automotive department, has been 
promoted to manager of the automo- 
tive hardware, housewares, sporting 
goods and building materials depart- 
ments. 


goods, 


Appliance Department 
Opened at Hunt's 


Hunt's, a Dallas department store, 
has opened a new major appliance 
department on the third floor. West- 
inghouse, Emerson, Stewart-Warner, 
Thor, Hotpoint, and Speed Queen 
products are featured. 
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In A Few Territories 
You Can Still Back 


UST RADIOS 
BACKED BY 860,000,000 


The few UST territories still open wil! not 


WHERE TO BUY 


Parts, Service & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 


$1.00 per fine or fraction per insertion— $12.56 per inch per insertion. Contract 
minimum $4.00. First line small black rates on request. (An advertising incb 
face type. Discount 10% full payment is 4” on one column—<4 columne— 


be open long. Covering most of the major 
cities throughout the USA, many substan. 


in advance for 4 consecutive insertions 





48 inches to a page.) 














WASHER LUBRICANTS 


Parts Customer. 
| NOW! 


No. | Oil (Retail .65 Qt.) 





| 5 Gallon Drums $3.95 


24—! Qt. Cans $5.76 (.24 Qt.) 
Lots of 5 Cases $4.80 (.20 Qt.) 


| Let the Lubricating Twins make more PROFITS for 
you. Sell Washer Oil and Wringer Grease to Every 


Improved Oils and Greases in Sealed Cans, 


an ideal over the Counter Package. 


PRICES 

No. 2 Grease (Retail .40 Lb.) 

12—t Lb. Cans $2.52 (.21 Lb.) 

24—! Lb. Cans $4.06 (.17 Lb.) 
b.) 
b.) 


10 Lb. Cans 
25 Lb. Cans 


$1.60 (.16 Lb. 
$3.75 (.15 Lb. 


PEARSOL APPLIANCE CORP. 


2122 EUCLID AVE. 


CLEVELAND 15, OHIO 





STOKOL SPEAKERS: Chief among the 
speakers at the November Stoko! Stoker 
Co. Distributor's Convention were D. W. 
Russell (left), president, and James A. 
McDaniel, vice-president and general 
manager. 





| three price ranges 

















This 

WHERE 

Section 
supplements other advertising in this issue 
with these additional announcements of prod- 
ucts and services of special interest in the sale 
and servicing of electrical appliances and in 
other merchandising opportunities. 


Electrical Merchandising 


7930 BWV 





WASHING MACHINE PARTS 
“For any and all makes” 
Most complete stock in N. W 
Prompt Service 


Minnesota Appliance Parts . a. 


191 W. 7th St., St. Poul, 2, Minn 














SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : 
EMPLOYMENT : 
UNDISPLAYED 
(Not avaiable for adeertising merchandise ) 
1S Cents a Word, Minimum Charge $3.00. 
POSITIONS WANTED (full or part time in- 
dividual salaried employment only) 4 the 
above rates payable in advance. 
BOX NUMBERS—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words. 
DISCOUNT of 10% if full payment is made 
in advance for 4 consecutive insertions. 


“OPPORTUNITIES” 


i RATES ——— 


: MERCHANDISE 

: BUSINESS 

DISPLAYED 

INDIVIDUAL SPACES with border rules for 
prominent display of advertisements. 

The advertising rate is $8.00 per inch for 
all advertising appearing on other than a 
contract basis. Contract rates quoted on 
request. 

AN ADVERTISING INCH Is measured %" 


vertically on a column —4 columns — 48 
inches to @ page. E.M. 














OLD-ESTABLISHED, 
PUSHING TECHNICAL AND 
COMMERCIAL FIRM 
IN THE NETHERLANDS 


importing on sole-sale basis, first- 
class reputation and American 
references, during war 100% true 
and loyal to the cause of the 
United Nations, with large ows 
premises—offices, showrooms, re- 
pairshop, service Department, 
warehouse—for more than 25 
years successfully handling other 
leading American lines; 

convinced that most of the Dutch 
and European households will be 
reorganized—instead of servants: 
electrical h 








SALES MANAGER 
AVAILABLE 


© Extensive experience in success- 
ful selling to public utliities. Ex- 
cellent reputation as a director of 
sales and a producer of results. 
References—more than 1600 friend- 
ly utilities in the Middle West area. 
Connection sought with progres- 
sive, alert manufacturing organiza- 
tion interested in securing distribu- 
tion in the profitable and extensive 
utilities market. 
SA-866, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 








Color Television Not 
Ready for Home Use 


Radio Corp. of America engineers 
declared after a television demonstra- 
tion conducted at Princeton, N. J., that 


although black and white television is 


ready for the home it will take five or’ 


more years to bring color television 
to a comparable stage of development. 
Said General David Sarnoff, presi- 
dent of RCA, “There is every reason 
why television should go ahead as a 
service to the public,” and he outlined 
the company’s television policies, stat- 
ing that RCA would continue research 
in all phases of television, that RCA- 
Victor would make the finest possible 
television equipment, that NBC would 
continue development of broadcasting 
and program service, and that RCA 
would continue to make all of its in- 
ventions available to its licensees. 
Frank M. Folsom, executive vice- 
president, in charge of the RCA-Victor 
Division, announced that orders are 
now being accepted for new television 
transmitters to be available in the fall 
of 1946. Home receivers, he said, will 
begin to come off the assembly lines in 
the early summer of 1946 and will 
retail from less than $200 to $300, 
Niles Trammell, president of NBC, 
said that a new transmitter will be 
installed atop the Empire State Tower 
in New York and that new stations 
are planned for Washington, Los 
Angeles, Cleveland, and Chicago. 


tial wholesalers ($60,000,000 total assets) 
have already signed exclusive UST distribu. 


tor contracts. 


UST wholesalers 


contracts 


signed exclusive UST 
UST offers for 1946 
thirty-seven models, nine basic designs, and 


a line both broad and 


because 


| competitive, including every type and size 


of radio, radio-phonograph and _ television 
set. They signed because UST was one 
of only four manufacturers who sold tele- 


vision pre-war . . . and they know that 


“Trail Blazing in Television Assures Leader- 


ship in Radio.” 


CATALOG 





UNITED STATES TELEVISION Mfg. Corp. 
106 Seventh Avenue, New York 11, N. Y. 
We are wholesalers. We are interested 
in a UST distributorship. Please send 
us your complete illustrated catalog 
Name 

Address 

Our annual sales volume is 


Our net assets are 


Our lines include 























and confident that this —- 
will open up revolutionary new 
= or products of stand- 


WANTS. TO COME IN CON- 
TACT WITH FARSIGHTED 
AMERICAN MANUFACTUR- 
ERS OF ALL KINDS OF 
MODERN ELECTRICAL 
HOUSEHOLD APPLIANCES 


(electric kitchen appliances, wash- 
ing machines, refrigerators, etc.), 
who are interested in exporting 
their products to Holland or the 
whole of Europe as soon as Gov- 
ernment regulations are with- 
drawn. 


A FINE OPPORTUNITY TO 
GRASP OR DEVELOP 
EUROPEAN BUSINESS! 


Applicants are invited to write 
and mail full details to: 


SNEL & VAN TUBERGEN 


Nic. Witsenkade 45, 
AMSTERDAM (C), HOLLAND 

















IF THERE IS 


Anything you want 


that other 
can supply 


readers of this paper 


OR— 


Something you 
don't want 


that other readers can use, adver- 
tise it in the 


SEARCHLIGHT SECTION 
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Order gee it Friday! 


“al | 
All sta I 238 | 


Famous ““HANDEE” § 
truck, best known, 
widest used truck of its 
type in America... and 
you can get it right now. § 
Stores, manufacturers, § 
deliverymen by the thou- § 
sands use them for bags, 
cases, cartons, kegs, 
ete. 600 lb. capacity. 
Curved cross straps. 
Easy to handle. Fully 
guaranteed. Order £9 
from 


HANDEES CO. 


Dept. 90A4 
Bloomington, Ill. 


JANUARY 15, 
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Yes, we’re back on the job... 
once again filling the needs 
of the people who insist on 
sure, dependable USALITE 
Flashlights and Batteries. 
Very much in evidence in 
the USALITE line is the expe- 
rience of many years in qual- 
ity flashlight and battery 
manufacture... plus the 
added knowledge gained in 


supplying huge quantities of | 


USALITE 
Flashlights 
and Batteries 
to our Armed 
Forces. 
There’s 
profit, there’s 
customer sat- 
isfaction in 
selling USA- 
LITE Flash- 
lights and 
Batteries. Or- 





der from your | 


jobber today. 


CELL FRESH DATED! 


flashlights & Batteries 


“A” & “B” Batteries for Portable Radios 


UNITED STATES ELECTRIC MFG. CORP. Factory and 
‘xec. Off.: New York 11, N.Y. Branch Off.: Chicago 7, Ill. 





WARMTH WITH HONOR: The young 
man in civilian clothes is Sgt. Forrest 
Everhart, first Ohioan to win the Con- 
gressional Medal of Honor in World War 
ll. Pictured with him are his wife and 
Major John F. Mcintyre as he was pre- 
sented a new Coroaire home heater by 
A. W. Conley, Coroaire vice-president. 
Coroaire heaters are made in the Berger 
Division of Republic Steel Corp. 





Philco Announces 
Improved FM System 


Widespread use of the new Philco 
Advanced FM system in broadcasting 
television, communications, and indus- 
trial electronics, as well as in home 
radio receivers and radio-phonographs, 
is predicted by John Ballantyne, presi- 
dent of Philco Corporation, who de- 
scribes this invention as the “first 
major post-war advance in the radio 
art available to the public,” in a recent 
letter to stockholders. 

“Advanced FM offers two major ad- 
vantages in radio reception,” Mr. Bal- 
lantyne said. “First, this new circuit 
affords greater purity and clarity of 
tone because it refuses to receive both 
natural and man-made noise. The con- 
ventional FM receiver seeks to elimi- 
nate noise by the use of two limiter 
tubes and then requires a third tube, 
called a discriminator, to complete the 
process. 

“In the Philco Advanced FM system, 
noise is eliminated much more directly. 
The new Philco circuit has been so de- 
signed that it entirely ignores AM 
noise and receives only the desired FM 
signals. 

“Equally important is a second ad- 
vantage, namely, the gain in fidelity 
achieved with Advanced FM. This is 
because its response to FM signals is 
highly linear and uniform. The entire 
audible range, including both low bass 
notes and high trebles, is faithfully re- 
produced with no distortion at either 
end of the range. Thus, when high- 
fidelity FM programs are broadcast, 
their full tonal quality and range can 
be enjoyed, without fear of distortion, 
on Philco Advanced FM receivers. 


Applications of Philco Advanced FM 


“Looking to the future, it appears 
likely that the applications of the Phil- 
co Advanced FM system will extend 
far beyond its immediate use in home 
radio receivers and radio-phonographs. 
Through its creation, an entirely new 
basic electronic circuit has been de- 
veloped. Its ultimate significance de- 
pends on further research, but promis- 
ing applications are already foreseen 
in broadcasting, television, communi- 
cations, industrial electronics and allied 


fields.” 
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FLAMENOL 





FOR DISTINCTIVE APPEARANCE, 
TROUBLE - FREE SERVICE 


Appliance and portable lamp manufacturers are using Flamenol 
cords to add a distinctive touch of beauty and utility to their 
products. Appliances equipped with Flamenol cords stand out and 
the good looks and smooth, richly-colored finish of the cords are 
immediately obvious. 

But here are some additional advantages of the G-E cords that 
deserve your and the customer’s attention: 


Plugs are frequently dropped 
on the floor and people step on 
them, That won’t bother the 
Flamenol Cord Sets, They can 
take it— in fact, they’re darn 
near indestructible. 


SNE, 
ae ae 


Cords are yanked. That doesn’t 
hurt Flamenol cords either. The 
cord and plug are molded to- 
gether in one piece, so the 
“yanker” doesn’t put any strain 
on the soldered connections. 





Cords get wet, are exposed to the sun, 
and come in contact with oil or acid. 
None of these usually harmful factors 
will affect Flamenol cords adversely. 


These ate points you can bring home to the customer. And you 
can conclude your message about Flamenol cords with the state- 
ment that THEY WILL LAST WITH THE LIFE OF THE 
APPLIANCE. 


Section Q165-28, Appliance and Merchandise Depart- 
ment, General Electric Company, Bridgeport, Conn. 
*Reg. U.S. Pat. Off. 
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HAVE YOU HEARD 





GOLDBAS, VETERAN Utica, 
tric appliance merchant, 
tly at his home. He was 81 
had worked for the 
Light and Power Co 

Itica Gas and Electric Co. 
1900. He had been manager of 

he latter company’s electric appliance 
department for 19 years when he re- 


tired 


’aUL S. ELLison, genial advertising 
r of Sylvania Electric Products, 
has been elected chairman of the 
iation of National Advertisers. 
\.N.A. member for 20 years, he 


PAUL S. ELLISON 


’ 


1e association's board 

rs for several of them, its 
airman of their public rela- 
mittee, and American Red 
gram chairman for the War 
ng Council 


L. Jacoss Co., Detroit, man- 
yf the Launderall automatic 
asher, has announced through presi- 
dent Rex C. Jacobs that it has com- 
pleted its distributor organization. 56 
distributors have been appointed. 
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An “ANSLEY-GRAM” OVER A FOOT 
LONG announces that the Ansley Radio 
Corp. is now established at its new 
home at 41 St. Joes Ave., Trenton, 


N. J. : 


I. N. Merritt, vice-president and 
general manager of the Conlon Corp., 
Chicago manufacturer of washers and 
ironers, has revealed that Critchfield 
and Co. has been appointed to handle 
its trade field and consumer advertis- 
ing. Irving R. Allen will direct the 
campaigns. 


ANOTHER PIONEER HAS passed away. 
B. J. Still, operator of the first radio 
station in Houston, Texas, died late 
in November at a Houston hospital. 
In 1901 Mr. Still formed the Hurlburt- 
Still Electric Co. and in 1921 inno- 
vated his “pop and snort” 50 watt 
radio station, 


THE MAIN PLANT of the Clyde Por- 
elain Steel Corp., Clyde, Ohio, which 
was destroyed by a million dollar fire 
in November, is being rebuilt and ex- 
panded by the addition of 40,000 square 
feet of floor space. The firm assem- 
bled Bendix home laundries. 


THe GenerAL ELectric CREDIT 
Corp. opened its new Brooklyn office 
in the Chamber of Commerce Building 
at 26 Court St. on December 3. E. 
Ostrander has been appointed man- 
ager. 


THe APPLIANCE INDUSTRIES OF 
AMERICA recently purchased a two 
acre lot and buildings at 1830 N. Win- 
chester Ave., Chicago. Remodeling 
will permit increased production of 
Steadi-Glo electrical appliances. Sales 
offices will continue to be maintained 
in the Furniture Mart. 


Mayors OF ALL AMERICAN CITIES 
bearing the name of Plymouth had 


special reasons for gratitude last 
Thanksgiving. The eleven mayors of 
Plymouths all received—free—Trail 
Blazer radio sets manufactured by the 
John Meck Industries of, yes, Plym- 
outh, Indiana. The mayors reported 
that their sets would be turned over to 
civic activities. 


GrorGE MARR, FOR MANY YEARS 
operator of an electrical appliance busi- 
ness in Reading, Pa., died recently. 
He was associated in business with his 
son, William M. Marr. 


A TESTIMONIAL DINNER for Ed- 
ward G. Eidam, consulting engineer 
and former chief telephone engineer 
for the Stromberg-Carlson Co., was 
held in December. Mr. Eidam re- 
tired on the first of January after 41 
years of service—now he can relax 
and devote himself to pleasure farming 
and travelling. 


“STOKEY,” A GENIAL Stoker Sales- 
man and general handyman, is the 
recently adopted trade character of 
Stokol Stoker Co., Indianapolis. He 


“STOKEY" 


is already busy in the company’s trade 
paper advertising and will soon be on 
the job in all Stokol promotions. 


Arter 14 years, Frank E. Clinton 
has resigned as manager of the 
home appliance department of the Alli- 
son-Erwin Co. of Charlotte, N. C. 
Mr. Clinton plans to continue in the 
radio and appliance field but as yet 
has decided on no definite move. 


James F. CooLey, 77, former Hoover 
district manager in Peoria, Ill, died 
recently at his home, 501 West 
Armstrong Ave. 


A HEART ATTACK brought about the 
unexpected demise of Harry Segar, 
representative for many years in upper 
New York of the Electronic Labor. 


HARRY SEGAR 


tories, Inc. Mr. Segar, connected with 
the radio business for 20 years, died on 
Thanksgiving Day. 


FIRE DESTROYED OVER $400,000 wort 
of new refrigerators which were 
stored in the warehouse of the Lyons 
Transportation Co., Erie, Pa. 


THE ATLANTA COMMERCIAL Refriger- 
ation Association, composed of distri- 
butors and dealers in ommercial 
refrigerators in Atlanta, has effe: 
a temporary organization. J. C. J 
dan was named chairman pro-tem 


“ted 


D. Gattin, PLlymMoutuH, MIcu., elec- 
trical dealer, owner of the largest meat 
market in town and of a freezing locker 
plant, recently purchased three live 
buffaloes and sold them point free to 
the meat hungry citizens as a promo- 
tion stunt. Carl Crandall of Morley 
Bros., Detroit distributors, was present 
at the sale of the buffalo meat. 


Artist Boris ARTZYBASHEFF has 
done a series of paintings for Casco 
Products Corp. which will be featured 
in their advertisements in national 
magazines. These ads will debunk in 
a humorous fashion the “post-war 
dream” ad themes prevalent before 
V-J day and the new “Atomic Age” 
text now being employed by many ad- 
vertisers. Grey Advertising Agency 
Inc., prepared the ads which will ap- 
pear in Time, Colliers, SatEvePost 
Ladies Home Journal, Good House- 
keeping and other publications. 





"| TELL YOU, PAUL, SOME DAY EVERYTHING WILL BE DONE BY ELECTRICITY.” 
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#. Expansion, yes, ., ) But expal on anchored to the long-range 
fealers. We are determined t6 ‘keep the Premier Vacuum Cleaner fran- 
Only during the immediate months ahead but throughout the years to come. 

Premier dealers, like all appliance @ealers, are confronted with a demand for vacuum cleaners far greater than 
the entire industry éag supply. Because this immediate problem distorts the true long-range picture, it demands 
careful analysis. Such ’n analysis, published by the Trundle Engineering Company, applies so pointedly to the 
current condition, that %e are presenting a digest of it herewith.* 


\ HOW FAR IS UP? 


There'll . NC ; ; > A 
welfare of Pret ier, its distri or 


chise the most vali ul in the industry - : 











Here we are, launched into the twar program. Everything ing units as representing the potential home heating market 

s “up,” by comparison to prewar. Sales quotas are up over in that town. 

prewar. Planned production volttmes are up over prewar. The people who are selling gas furnaces may cite this total 

Planned employment totals are up\over prewar. as representing their sales possibility in this community. The 
This is fine. Everybody in this rp bos hoes eanious to = om a coal — may likewise cite the same total. 

make sure that our whole level of omy, postwar, should e people selling oil-burning furnaces may likewise cite the 


be higher than prewar. y same total. But the oil people, the gas people and the coal 

people can’t all sell the same market. The sales potential is 
there all right— but it has got to be shared somehow between 
coal, gas and oil. And the result is going to be one of the 


- But just how much higher is it going\to be? “How far is 
up?” The theory seems to be that markets are unlimited. 


Just for purposes of argument, let’s assume that somewhere most Competitive situations that this country has ever seen. 
in the Atlantic there was an island with a ulation of 2,000 We are planning, in our United States, to make vast quanti- 
grown-up males. Let’s assume that on that island there was a ties of automobiles, and radios, and refrigerators, and vacuum 
hat factory that turned out hats for those 2,00Q men. But in cleaners, and all of the other things that our people want. 
1941, that hat factory stopped making hats for tke men on the Over a long period of time, the capacity of the public to ab- 
island. Instead, it made hats for the allied armies-and the men sorb this production is practically unlimited; but the true 
on the island went without hats. Since they went without hats demand today is of the utmost importance. Remember the hats. 
for four years, the deferred demand might be oe to be Furthermore, the margin of purchasing power in the Ameri- 
8,000 hats. can household cannot be used in every direction at once. If a 

Now the hat factory on the island has finished its war con- household buys an automobile, it may not be able to buy a 
tract, it is back into peacetime production, and it is engaged refrigerator; if it buys a refrigerator, it may not be able to 
in supplying its own domestic hat market. What is its poten- buy a radio; if it buys a radio, it may not be able to buy a 
tial sales volume? On the basis of deferred demand, the arigwer vacuum cleaner, etc., etc. In short, all these industries cannot 
is 8,000 hats. But on the basis of practical considerations, ‘the count upon realizing sales based upon the same margin of 
fact remains that since there are only 2,000 grown men en purchasing power. 
the island, all the hats that company can sell this winter wit @ Can American industry expect to sell, in 1946, or in the 
be 2,000 bats. Q next five years, all the modern improvements that will bring 


% 
Now let’s take an average town of 10,000 population, in the , all of the American homes up to what are considered proper 
United States—and let’s think about home heating. Let’s assume standards of living? The answer is, definitely “no.” It can’t be 


4 2, 


that this town is served by natural gas. A market survey may \ done that fast. And if American industry tries to do it too 
show that during the war, 378 of the home heating units in \ fare, there is going to be trouble. Some producers are going 
that town may have gone bad, and are in need of replacement. to lose their shirts. 

The market survey may also show that that town needs at \\How far is up? Nobody knows. We would rather tie our 
least 200 new homes. This makes a total ot 578 home heat- balloon to the ground. We can always let out the rope. 











* We'll gladly send you a copy of the complete booklet, 
“How Far is Up?”, upon request—while they last! 





PREMIER VACUUM CLEANER DIVISION 
GENERAL ELECTRIC COMPANY 
CLEVELAND 10, OHIO 












KITCHEN EQUIPMENT PROFIT CHART 








2. No trade in 
3. No service worries 


4. No repossessions 


Profit points for any kitchen 


1. High-unit, large-profit sale 





Full range of sizes 





Extra profit points 
for Youngstown Kitchens 


Exclusive highly styled line 


Simplified planning and selling 
Practical sales training 
Mass-market unit of sale 
Powerful promotional backing 








"For all the selling assets 
count on Youngstown" 


The Market for modern kitchen equipment today 1s 
tremendous. 


Surveys show that one-half of all the families in your com- 
munity will replace their old fashioned kitchens soon. 


You can get a certain part of this ready-made business, 
for a while, selling any kitchens. 


You will get a larger part, now and in the competitive 
years ahead, selling Youngstown Kitchens. 


The Profit Chart tells why. Youngstown offers a full line 
of exclusive top-quality merchandise with newly devel- 
oped selling advantages, plus a complete and thoroughly 


tested merchandising plan. 


During fourteen years of pioneering kitchen merchan- 


dising, Youngstown has developed the most successful 
methods of turning prospects into sales. 

Many Prospects are ready to buy kitchen equipment 
right now. Sell Youngstown equipment, according to the 
proved Youngstown plan, and more of them will buy 
more merchandise from you. 

For complete information on Youngstown Kitchen Equip- 
ment, and the Youngstown Franchise, write us on your 
business letterhead. 


MULLINS MANUFACTURING CORPORATION 
Warren, Ohio 


Porcelain Enameled Products —Design Engineering Service 
Large Pressed Metal Parts 


1, OUNgGHOWN hilehens 


BY MULLINS 


PIONEERS OF KITCHEN MERCHANDISING 





